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yBO[a

Okpyxere y KOMe CaBpeMEHM YOBEK XUBW Ce KOHCTAHTHO U YyXypbaHo Mema.
KMo y BpemeHy nonnase HOBMX Npou3Boga v 6pojHMX TEXHOMOLLKMX MHOBaUMja
KojuMa ce Mersajy HaBuke noTpolwadva. Mehytum, ca nosehawem NoHyae cBe je BuLle
npobupreMBMX noTpowlada, na je cee Texe gohu oo kynua. bp3o Temno >xuBoTa
noTpoLlaynma ocTaBSba CBe Make BpeMeHa 3a AOHOLWEHE MPOMULLIHEHNX KYNOBHUX
oanyka. [laHac noTpoLuaym xerne npucTyn nHpopmavrmjama o nponssoay y Bpeme Koje
HMMa ogroeapa, He3aBUCHO Of Tora rae ce Hanase. [lopen 3a00BOSfbeHA OCHOBHE
dyHKUMje HeKaga noTpolayn Tpaxe [foaaTHe (YHKUMOHANHOCTU M yKnanawe
npoussoga y ogpeheHn XMBOTHU CTUN, NOCebHO kaga ce pagn O JYKCY3HUM
npounssoguma. NotpoLayn Tpaxe HOBE OpUjeHTMPE Y CBOjUM KYMOBHMUM OAJslyKama u
nakohy nsbopa. Taj opujeHTUp UM je Hajuyewhe nNpeno3HaTibLUB BpeHa, Koju UM ynuea
CUTYPHOCT, rapaHTyje KBanuTeT, cTaTyCHa CBOjCTBa, 3eMSby nopekna, fobpy ycnyry,
nobap cepsuc 1 ocehaj aobujara gogate BpegHOCTU.

Ca gpyre cTpaHe, MapkeTUHLLKN MMNepaTMB AaHalwwuue je notpeba npeno3HaBaka
HaBWKa caBpeMeHux notpowada. Moxe ce pehu fga je og cpeguHe 20. Beka TpXULLHA
OpvjeHTauMja OCHOBa pasBoja pPasfNYUTUX  KOPMOPATUBHUX  MapPKETUMHLLKNX
cTpatervja.l MNponsBohaum cy cyoueHn ca HeonxogHowhy Kpeupawe npousBoaa
BpegHor naxwe, Npeno3HaT/bUBMUX CBOjCTaBa M UOEHTUTETA, AM3ajHa npousBona U
ambanaxe. Nponssoau 1 ycnyre npeacrasrbajy pesyntaT u3nykor Unu yMHor paaa,
KpenpaHux pagu 3agoBorberwa ogroapajyhe notpebe. O kBanuteTta u ynotpebHe
BpegHOCTM Npou3soa unu ycnyre 3asucu ga nv he Hahu notpowada. JeaHom pevjy,
AaHac ce KomnaHuje 6ope 3a noTpowade npomsBogehm OHO WTO je noTpebHo
notpowa4vmnma. KomnaHuje ce Tpyae Aa wMxoBa NoHyAa npoussoga unu ycnyra byae
jeAnHCTBEHA M Npeno3HaTibuBa, Kako 0K ce nNpuByKna naxwa jaBHOCTM M NoCcTUrna

1 Mitchell, R. W., Wooliscroft, B. & Higham, J. (2010). Sustainable market orientation: A new
approach to managing marketing strategy. Journal of Macromarketing, 30(2), p. 160-170.
http://imk.sagepub.com/content/30/2/160.full.pdf.
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AndoepeHumjaumja y oOHOCY Ha KOHKypeHuujy. KomnaHwje Mopajy fa wu3Hanase
KpeaTuMBHe W AoMaarbMBe HavyvMHe Ja CKpeHy naxwy Ha cebe n ybeae notpowade aa
Kyne 6aw wmxoBe npomnssoe. bopehu ce Ha TPXKULITY Ca KOHKYpeHTUMa, KoMnaHuje
HacToje Oa ocTBape KOHKYpeHTCKy npegHoct. Ca apyre ctpaHe, notpoLuadm cy
CBaKOLHEBHO M3IOXEHW OrpoMHOM Bpojy peknamHux nopyka y ceako goba gaHa n u3
CBMX pacrosnoXxusux meauja.

TpaguumoHanHe KkaHane npomMmouuje, Kao WTO cy wWramna, pagmo unu TB, cee Bulle
3aMemryjy gurutanHi Meamju, Kao LITO je MHTEpPHET unn apylwTeeHe mpexe. Hekapa
je uctpaxmBarwe TPXULITaA 3axTeBasio NyHO BpeMeHa M (PUHaHCUCKUX cpeacTaBsa.
[anac, tHdopmauunoHe TexHonornje omoryhasajy fia ce 4o nogartaka wra notpoLiadm
Xene M oyekyjy oA npovssBoga unu ycnyre, o MHOYCTPUjU UMW KOHKYpeHumuju aohe
MHoro 6pxe n edpunkacHuje. Moxe ce cnobogHo pehu aa gaHac CBu Koju nmajy npucTyn
NHTepHeTy 6e3 Buno Kakeor reorpadpckor 1 BpeMEHCKOr orpaHndera mory gohm go
nogataka O LMIbHOM TPXULUTY.

Y caBpeMeHuUM TPXWULLHUM ycrnoBumMma, OpeHA je 3HavajaH nokpetad kynosuHe. o
OpeHOoM ce nogpasymeBa MNpPOM3BOL WIM ycryra KOjU ce pasnukyjy oa ApYyrux
npoussofa unu ycnyra AnsajHupaHnx ga 3agoBsorbe ucte notpebe. Te pasnvke mory
OUTU PyHKUMOHaNHe, pauvoHanHe wnu onunrbuee, a Mory 6utM N cumbonuyHe,
eMOoUMOHarnHe n HeonunsbMee, Tj. NOBE3aHe ca OHUM WTO BpeHA npencTasrba UNu
3Hauu y ancTtpaktHom cmucny. bpeHa npeacraesrba obehawe aa ce n3a 6peHga kpuje
KBanuMTeT NpoM3Bo4a WUnu ycryre Koju 3aAoBorbaBa notpoLuaye. Msrpagia CHaXHor,
npeno3HaTIbMBOT, 4OOPO NO3NLMOHMPAHOT BpeHaa Ha TPXKULLITY je jeaHa 04 OCHOBHUX
dyHKuMja MapkeTuHra. Moxe ce ca npaBoM pehu ga he mapkeTuHr u yrnpasSbawe
OpeHaoM GUTK O KIby4YHOr 3Ha4aja 3a ycrnex koMnaHuja y 6yayhHocTn.?

Y okBupy oBe aucepTtauuje buhe npeacrtaBrbeH 6peHa n bpeHampare ca Teopujckor
CTaHOBULUTA, Y3 NOCTaB/bakbe TEOPUjCKE OCHOBE EMMUPUCKOr UCTPaXuBaka Koje je
crnpoBefeHo y uwby pobujakba nogataka O akTMBHOCTMMA oOpraHusauuvja Ha
BpeHampary 1 NO3NLNOHUPaHY HUXOBUX NMPON3BOAA.

2 Kotler P., Pfoertsch W. (2007). Being known or being one of many: the need for brand management
for business-to-business (B2B) companies, Journal of Business & Industrial Marketing, 22(6), p. 357-
362, https://doi.org/10.1108/08858620710780118.
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1. METOOOJIOWKN OKBUP PALA

1.1. TlpeameT UcTpaxxuBama

MpeoMeT uctpaxunsama je nsyvyaBame nosvumoHnpama n bpeHampara nponssona u
ycnyra, Ha OCHOBY TEOPMjCKUX pa3maTtpara 1 pesyntata ucTpaxusarwa cnpoBegeHor
Ha Ccry4yajHoOM Y30pKy opraHu3auuja ca Teputopuje Cpbuje. CaBpemeHu ycrosu
nocrnoBakwa Cy AOBENM OO MHOMMX HOBMHA Y MOCMOBaky, TpXMWTa Cy nocrana
rnobanHa, Tako Aa JaHac NPakTUYHO He NOCToje rpaHuLe y NpOMOBUCaky U Npoaaju
npou3Boaa unu ycnyra.

MapkeTUHLIKE aKTMBHOCTW, KOje 3a uurb MMajy cTBapawe CHaHor bpeHga pagu
jadyaka noTpaxwe W nojanHocTM Kynaua, cBe Buwe [obujajy Ha 3Hauajy.
MapKeTUHLLUKE aKTMBHOCTU Cy KOMIMMEKCHe jep obyxBaTajy yTBphuBare LeHe, MecTa
nnacupawa npoussoga wunu ycnyre, m3bopa onTuManHux metoda nnacuvpaka y
yCnoBmma CTanHUX TPXULLHUX N TEXHOMOLLKNX NpoMeHa. HbnMxoB OCHOBHM LWIb je Aa
MOKaXKy Kako KoMMaHuja u HeHn Npon3soau 1 ycriyre Mory nomohu notpowaymma y
3a0BoSbery NoTpeda n xerba. TpagnunoHanH! Ha4YMHW KOMYHUKauunje BULLE HUCY
AOBOJSBHU, MpUXBaTajy Ce U MHTErpuLly HOBU KOHUENTU N MOoAenn KOMyHUKaLmje Koju
nogpasymeBajy akTUBHO YKIby4MBaH-€ KOPUCHMKA Y LenoKynaH MapKeTUHLLKN npoLiec.

BpeHaoBu cy noctanu BaxaH (hakTop nNpexuBrbaBaka Yy CaBpPeMEHOM ApYLUTBY.
MohHu 6peHgoBM cy pe3ynTtaT NPOMULLIBLEHON U MALLUTOBUTOr NNnaHupawa. bpengosu
Cy NPUCYTHM Y CBMM chepama XXnBoTa, EKOHOMCKO]j, COLMjanHoj, KynTypHOj, CNOPTCKO).
TpxuwHa BpefgHOCT 6peHaa npeAactasrba [oAaTHY  BpedHOCT Koja oborahyje
nponseoge un ycnyre. OHa ce MoXe cagpXkaBaTh Y HauMHY Ha KOju Kynuu pasmuLLsbajy,
ocehajy u genyjy y ogHocy Ha 6peHa, Kao M Yy UEHW, yaeny Ha TpXUWTY wu
npoduTabunHocTn kojy bpeHa aoHocu. bpeHaosn umajy doMHaHCKHjCKy BpegHOCT jep
CTBapajy BpeOHOCT y yMOBMMA M cpuMma noTpolwsaya. Ty BpeaHOCT YMHWU CBECT O
OpeHay, BepoBarwa Yy HErOBY KOPUCHOCT, €KCKITY3MBHOCT W CYNepUOPHOCT, Kao U
eMOTMBHO BeanBare. CBecT 0 GpeHay je cHara npucycTea 6peHaa y ymy noTpoiiaya.s
BpeHa omoryhaBa noTpowadnma, 6uno ga ce pagu O opraHusauvjama  unm
nojeauHuMmMa, npuaaBawe HaKNoOHOCTU ogpefheHoM mpov3Body WM yCry3W, LUTO
cTBapa obaBe3y 1 04roBOpPHOCT npoudsohaynma nnm auctpubytepmma ga 3agoBosrbe
3axTeBe Kynaua. Ynora OpeHOaa je OCTBapewe KOHKYpeHTCKe npeaHOCTM Koja
noapasymeBa CrnocobHOCT fa ce 6peHa NcTakHe, Tako Aa ra KOHKYPeHTU He MOry Nako
cneantn. Marpagwa TpXKuwHe BpeaHocTn 6peHaa 6u Tpebano ga Gyae OCHOBHM
npuopuTteT KoMnaHwje. bpeHa je jeaHa opf HajBpedHUjUX HeOonunibUBUX UMOBUHA,

3 Ross, S. D. (2006). A conceptual framework for understanding spectator-based brand equity. Journal
of Sport Management, 20(1) p. 22-38. https://doi.org/10.1123/jsm.20.1.22
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3axTeBa NaxybMBO NfaHWpawe, OYyropoyHy NOCBENEHOCT M KpeaTUBHO An3ajHUpaH u
cnpoBefeH MapKeTUHr. Y caBpeMeHUM TPXWULLIHMM yCrioBUMa ynpaBribake 6peHaom
je of cTpaTellKor 3Ha4yaja jep KOMOWHYyje OM3ajH U UMNNEMEHTaLM]y MapKeTUHLLKNX
aKTUBHOCTMW.

MosuumnoHnparwe OpeHOa je oA cCTpaTelkKor 3Ha4vaja jep nNpeacTaBrba npouec
cTBapaha yTucka o 6peHay y cBeCTM noTpoLuaya, Tako Aa norpowlay noseasyje bpeHs
ca HeyMM creundUYHUM U NOXErbHMUM, LUTO ra pasnukyje o ocrtatka TpxuwTta. Ca
APYLUTBEHUM U EKOHOMCKMM pa3BojeM MapKeTUHLLKE cTpaTernje u TakTuke y usrpairu
BpeaHocTn 6peHaa cy ce 3Ha4ajHO NPoOMeHune. Y caBpeMeHUM TPXULLHUM yCrioBnma
NpUMemsYje Ce MHTErpucaHn MapKeTUHr Koju obyxBaTta KOMOUHOBaH€e 1 ycknahuBame
YATaABOI HM3Aa MapPKETUHLLUKMX aKTMBHOCTWM pagu MakcumarnHor nosehawa
NHOMBMAOYarnHUX U 3ajegHn4Ykux kopuctun. la 6u ctBapawe 6peHga 6uno ycnewHo y
OyayhHOCTM, MapKeTUHLLKU CTpyyYHaun mopajy noctuhu Behu ytuuaj y KomnaHmju,
HenpecTaHO CTBapaTh HOBE WAeje W TeXUTU pasymeBamy KnujeHata u TpetupaTu
KnunjeHTe Ha nocebaH Ha4yuH.

1.2. [pobnem, unrb N 3Ha4Yaj UCTpaXXMBaHa

Hay4Hn npobnem nctpaxuBara JOKTOPCKe AucepTaumje jecte aa ce:

e [pPBO, Ha TEOPMU|CKMM MOCTaBKaMa MWCTPaXu W aHanuaupa peneBaHTHa
npobnemaTuka npenosHaTrbuBor 6peHaa nponssoaal/ycrnyra y caBpeMeHnm
TPXULWIHUM yCroBMMa, Kako 6 ce Jowno Ao o4roBopa Ha NuTakse Ha Koju
Ha4YMH ce MoXe KpeupaTtu bpeHa;

e [pyro, Aa Ce Ha OCHOBamMa Hay4yHO 3acCHOBaHe MeToAosfiornje, NPUMeHOM
oarosapajyhmnx Hay4YHNX mMeToda NOEHTUAUKY]Y Haj3Ha4vajHuje
AeTepMUHaHTE 3a Kpeupake npenosHaTrbmeor bpeHga npoussoaalycnyra,
Koje uMmajy annukaTUBHW KapakTep Yy peaslHoM CUCTEMY CaBpeMEeHUX
TPXKULLIHUX YCIOBa.

LUnre uctpaxmBarwa je CTuuawbe HayyHOr casHaka KpOo3 TEeOPUjCKO WM MPaKTUYHO
UCTpaXumBawe O TPEHYTHOM CTawy W MOryRHOCTMMa CTpaTeLlKo MapKeTUHLLKOD
nosuumoHMpawa opraHmsauuwje, MoryhHocTMMa yHarnpehewa MapKeTUHLLKNX
aKTMBHOCTWU, U3rpagwe, passujara 1 No3nLNoHUpara bpeHaga opraHmsauuje, ytmuaja
nojeanHNX enemMeHarta 6peHaa Ha cHary 1 TPXKULLHY BpegHocT bpeHaa, ca nocebHnm
0OCBpPTOM Ha BpeHp 13 obnactu BUCOKor obpasoBamsa.

Hay4Hu unrb nctpaxunsara je ga ce npeko geckpunuumje, eMnmpujckor UCTpaxmeama,
cTyovje cnyyaja W aHanuse, yTBpAe ajeKkBaTHe TakTuke 3a YyHarnpehewe
MapKeTMHLLKOr HacTyna, yHanpehewe GpeHaupara n no3vumoHupana, Kako bu ce
yHanpeauna npenosHat/bMBocT OpeHpa. HayyHu uurb je uckasaH y [onpuHocy
TEOPUJCKNX Ca3Hawa Yy obnactm Hayke O MapKeTUHry, WHTEPHET MapKETUHIY,
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AUrUTanHMM KOMyHMKaumjama, ca nocebHMM OCBPTOM Ha TEeXHUKe CaBpeMeHOor
TPXXULIHOT HacTyna u no3nunoHupaka bpeHga opraHmsauuje. Nictpaxusawem he ce
yTBpOMTM pasnvke u3Melly MapKeTUHLLUKUX aKTUBHOCTUM Ha OpeHaupawy U
No3nuMOoHMpary NPoM3Boaa U/unu ycnyra opraHusaumja Koje cy pasnuinte BerimymHe,
AenaTHOCTK, perucTpauuje, OyXnHe nocrnoBawba U HUBOa NnocnoBamAa.

ApywTBeHn uwrb je oapednTn apgeksataH o6nuk npunasa OpeHaovpawy U
NO3MLUMOHMPaKy MPUMEHOM aZleKBaTHUX MapKETUHLLKMX W MOCIOBHUX aKTUBHOCTW,
Kao u3a30By caBpeMeHor [pywTBa W opraHusauujama kao WHOAMBUAYanHUM
HocMoLMMa Mpeno3HaT/bMBOCTU jeaHe npuBpene. Ha Taj HauvMH he ce ykasatn Ha
3Ha4aj MapKEeTMHLUKUX KOMyHWKaumja n ©OpeHampamwa, n MOryhHOCTU HMXOBOT
kKopuwhera 3a yHanpehere nocnoBawa, 6e3 063npa Ha KapakTepucTmke NOCNOBHUX
cuctema.

VcTpaxnBarwe je 3aMULIIbEHO Kao TpaHcBep3anHo (CTyauja npeceka), Koje ce
opraHusyje paauv geckpunuuje 6peHavMpara 1 no3numMoHuparke nponssoia u ycrnyra
opraHusaumja, y opraHmsauujama pasnuyunTux Kapaktepuctuka (BenmyuHe, obnactm
nocrnioBawa, AyXMHE W HMBOA MocrioBawa). WcTpaxuBarwe Tpeba fa npukaxe
aHanuay penauuja nameny sapujabnu, kako 6u ce yTBpania HMxoBa yCNoOBILEHOCT U
NnoBe3aHoCT.

3Hayaj uctpaxueara je BUWeECTPyK. HeonxogHoO je gatv TPEHYTHY CRMKY O CHasu U
3Havajy 6peHaa opraHusaumja Koje npunagajy pasnMyuntum obnactuma nocrioBawa.
MpenosHaT/bMB U ycnewaH 6peHa nosehaBa Tpaxkwy 3a pobom M ycrnyrama Ha
TPXKULWITY, WITO NOCNeaMYHO JOBOAM M 0 pacTa ueHa Tux poba u ycnyra, a Tume pacty
n npuxog v [obut opraHmusauuwje. Takohe, 6peH je noTpowadYuma M rapaHuumja
cTaHgapaHor keanuteta npoussBoga W ycnyre. bpeHg Takohe npyxa opgpeheHe
[OMyHCKe BpegHOCTM KopucHuuumMa gobapa v ycnyra. la 6u ce HaBegeHo octBapuno,
OAHOCHO YyHanpeguna KOHKypeHTCKa no3vumja opraHusaumje, HeONxXo4Ho je
ogabpaHMm  CnNeToM  MapKeTUMHLUKMX  akTMBHOCTM  noctuhm  wto  6orbe
nosvumoHnpamwe 6penpa. Ctora, ce 3Hayaj UCTpaxuBakwa CacToju y carfnefaBarby
TPEHyTHOr CcTakwa bpeHOvpara M MNO3NUUOHMpPaHa opraHusauuja, n ms3bop OHUX
WHCTPyMeHaTa Koju ca MapKeTMHLUKOr CTaHoBUWITaA Aajy  HajedukacHujn,
HajeKOHOMUYHNjM N HajnpocmTabunHuju pesyntat no opraHusauunjy. Ha ocHoBy
AECKPUNTMBHOI Onuca pesynraTta UcTpaxuBamwa, ahe ce KOMeHTapu, Yy KOM npasLy
6bu Tpebano pa ce opraHusaumje Yycmepasajy npasuy LWTO  ychnewHujer
nosvumoHpama n bpeHgmpamna. Nopehewem pesyntarta UCTpaxnBara, TEOPUjCKNX
M MNpakTUYHMX UCKycTaBa, [[oOuMhe ce TpeHyTHa cnuvka no3uUnoHMpawa W
OGpeHanpama, Kao 1 NpukKas NPOMeHa Koje je HeONxo4HO CnpoBecTu aa 6u ce ocTBapmo
MakcumanaH ycnex 6peHga. OakBum npuctynom he ce patm cmepHuue y
MOAEPHU3aLMN U UMNNEMEHTaAUM|U TpeHaoBa M MHOBaUMja, KaO0 U KOHTUHyMpaHor
pas3Boja 1 ycaBpluaBawa bpernaa.
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1.3. TlMonasHe xunoTese UCTPaXNBaH>a

Y ancepTtaumjm ce NoLno oA jedHe onwTe xunoTese:

Xo - bpeHgupare npousBogal/ycnyra 3aBucu of GpojHMx cbakTopa yHyTap U BaH
opraHusauumja, a o4 camor kBanuteta 6peHaa 3aBuCcK NOCNOBHM yCnex opraHnsauuje,
NPeno3HaTIbLUBOCT Y OQHOCY Ha KOHKYpPEeHUMjy U nepuenumja KOpUCHUKa O KBanuTeTy
6peHaa n 3agoBorbCcTBa BpeHaAoOM

I'Iopep, onwTe noctaBJbeHO je N HEKOJTMKO NOCceBHMX xunoTeasa:

X1 - KBanuTeT MapKeTUHLLKMX aKTMBHOCTM 3HayajHO yTude Ha ObpeHaunpare
npounssogal/ycnyra

X2 - Pasnuke y kapaktepucTMkama opraHmsauumja 3HayajHO YTuUYYy Ha pasnuke y
OpeHanpamy 1 KBanuteTy bpeHaa npoussogal/ycnyra

X3 — TpagvumoHanHe MapKeTUHr akTMBHOCTM rybe Ha 3Hauvajy y OAHOCYy Ha
€NeKTPOHCKN Ha4yMH NpoMoBucara bpeHaa opraHusaumje

Xa. Mehyrbyackun ogHoOCU 1 MOTMBaUMja KOPUCHWKA (CTygeHTa) 3Ha4vajHu cy dpakTopu
nNpunvMKkom nepuenuuje 6peHaa

Xs. JegmHcTBeHOCT OpeHaa WM HeroBa MNPEno3HaT/bMBOCT KPO3 MapKETUHr U
APYLUTBEHE MpeXe 3HavajaH je hakTop NpUIMKoMm nepuenuuje bpeHaa.

1.4. MeTogonoruja uctpaxxuBama

MpBKn oeo ancepTaumje npeacrtaBiba TEOPUJCKM OKBMP U 'y OBOM AeNy paga kopuctuhe
ce bubnuorpadcko cnekynatmeHa meTtoga y3 kopuwhewe Benukor 6poja nurepapHux
n3sopa gomahe u cTpaHe nurtepaType, Kao U MHTEpPHET n3Bopu. VIcTpaxmsadku pag
obyxsatuhe pasnuunte metoge. Of aHanUTMYKMX MeToda Kopuctuhe ce meton
aHanuse, anctpakumje n fpegyktmeHa metoga. O cuHTeTUYkMX metoda ©Ouhe
KopuwheHa meToda cuHTEe3e, KOHKpeTusauuje, reHepanusaumje UM MHOYKTUBHA
mMeToaa.

Camo wuctpaxuBawe npeacTtaBrbahe TpaHcBep3anHy cTyaujy (CTyaunjy npeceka),
eMnupujckor kapaktepa. [llpunukom npukynibawa nogataka 6Ouhe kopuwheHa
HeCcTaHOap4M30BaHa MCTpaKuBayka TeXHWKa — aHkeTupawe. 3a oBy cBpxy 6uhe
nocebHo KpenpaHu ynutHuun. NctpakmBane he ce CNpoBECTU Ha Y30pKYy NpUBpPeaHNX
cybjekata pasnMUUTUX KapakTepucTuka, Kao W Ha WHOUMBUOYASTHOM  HUBOY.
MpukynybeHn nogaum obpaheHn cy annukatmBHum SPSS cuctemMoMm y3 npuMeHy
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OECKPUNTUBHE N KOMMNapaTuBHE CTaTUCTUKE. NcnntuBawe he ce cnposectn JINHHUM
JaBaweM YNUTHUKA, Kao U CllalkbeM eJIEKTPOHCKUM NMyTEM.

Pagu Behe cuctematMyHOCTM M NpernegHocTy, pesyntatu JobujeHn CTaTUCTUYKOM
obpagom npukynrbeHMx nogataka 6uhe nogerbeHn y Hekonuko oferbaka. NMpeo he
GUTKM npukasaHn pe3ynTatM He3aBUCHUX Bapujabnu, a 3aTtMM OeCKPUMNTUBHOM
CTaTUCTMKOM 3aBUCHe Bapujabne. KomnapatmeHa ctatuctuka he 6utu npeacraBrbeHa
nomohy ANOVA TecTa, 4BOaKTOpCKe aHann3e BapujaHce 1 Kopenauuje.

MpvMapHO MCTpaxuBake je cnpoBefeHo Ha 6a3n gBa aHkeTHa ynuTHuka. [Mpsu
AHKETHWU YNWUTHWK je cnpoBedeH Ha y30pKy of 163 ucnutaHuka M3 opraHusauuja y
Kojuma Cy UCnuUTaHMUM 3anocneHn. AHKETHU YMIUTHUK Ce cacToju oA 5 rpyna nutama:

e OCHOBHE KapaKTepuCTUKe opraHusaLmje

e OpeHgupaHoCT npousBogalycnyra opraHmsauuje

e KBanNUTET MapPKETMHLLUKMX aKTUBHOCTM OpraHusauuje

e ynotpeba TpaguuMoOHaNHOr W  EeNeKTPOHCKOr npomMoBucaka GpeHaa
opraHusaumje

e 3Hauyaj NojeaMHa4vyHUX pakTopa 3a bpeHanpare

lMpBa rpyna nutawa ce OOQHOCW Ha OpraHu3aunjy y Kojoj je MUCNUTaHWK 3arocrieH,
HapegHe TpuW KaTeropvje Ha CTaBOBe MCMUTaHMKa O KapakTepucTukama OpeHpa wu
MapKeTUHLLKMX aKTUBHOCTU npunagajyhe opraHusauuje, a nocnegha rpyna Ha
CTaBOBe O 3Hayvajy pasHux hakTopa Ha npouec bpeHaupara y onwTeMm CMUCHY.

Apyrv aHKeTHU YNUTHUK je MMao 3a uurb da ucnuta 3aJ0BOSbCTBO MCMUTaHUKA
(ctymeHaTa) npema ogpeheHMM napameTpuma Koju ce cmaTpajy peneBaHTHUM 3a
opabup oagpeheHe BUCOKOLLKONCKE YCTaHoBe. McTpaxuBarwe je CnpoBeaeHO Ha
y30pKy 04 213 ncnutaHvka Koju cy gaBanu oaroBope Ha 26 nocTaBrbeHUX NUTawba Ha
ckanun 3agosorbctBa o4 1 oo 5 (1 Hajmawe 3a0BOSbHU, 5 HajBuLIE 3a40BOSBHN).
MpumeHoM pbakTopcKke aHanu3e, yMecTo ycMepaBakwa Maxwe Ha Benukun 6poj
npBoGUTHO yTBpPhHEeHMX napameTapa, NOCTYNKOM HUXOBE Aarbe penykumje he ce
CTBOPUTU YCIOBU 3a Kpeupake cTpaTernje ontumusaumje nsgBojeHux gaktopa. Ha
Taj HauuH, he ce M3OBOjUTM OHU bakTOpM Koju ObjaliHaBajy npoyvaBaHy MojaBy-
3a[0BOSbCTBO CTyAeHaTa, OOHOCHO daKkTopu Kojuma ce objawnaBa Hajpehu ageo
HEHOr YKynHor Bapujabunurteta. [obujeHn pesyntatm nNpukasaHn Cy MPUMEHOM
ctatuctuukor codpreepa SPSS. OcuMM nOMeEHyTe TexHUKe, NPEe3eHTOBaHM Cy U
OCHOBHW nokasaTerbu [OEeCKPUNTUBHE CTaTUCTUKE, Kao W KIbYYHU 3aKibyyuu
KopenaumoHe aHanuse cnposefeHe Mehy CBUM napoBrMa nocmaTtpaHux Bapujadbnu.
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1.5. CrtpyKktypa papa

Pap je nogerbeH y ABa aena, npy Yyemy he ce y npBom AaTtu Teopujcka OCHOBa paaa,
a y Opyrom pesyntaTM WUCTpaxuBaka ca OUCKYCUMjOM M MoAenoMm YyHanpehewa
OpeHavparsa opraHusaumje.

Y yBoay paja je objallteH 3Ha4aj 1 akTyenHoCT npeamMeTa UCTpaXKmBaHsa.

MpBun geo papa ce cactoju og 15 aenosa, o Kojux je NpBu METOAOSOLKN OKBUP paja,
y KOMe cy objawHeHn npegMeT U Uuib UCTpaxuBawa W aeduHucaHe nonasHe
XMnoTese UCTpaxuBawa, objawkeHa MeTogonornja wuctpaxusawa. Cnege
objalwH-eHa Nojma MapkeTUHra, HeroBe BaXHOCTWU, MHCTPyMeHaTa MapKeTUHI MUKCa.
3atnm ce objawraBa nojam M pas3Boj bpeHaa v AedUHULIE WTA YMHU UOEHTUTET
6peHaa, BaxxHoCT 6peHaa 3a noTpollayve u 3a npomnssofade. bpeHampane npomssoaa
M ycriyra Cy BaXKHW acnekTu y npouecy uarpaghwe TpXuwHe BpeaHocTn bpeHaa.
Onucyjy ce npouenype pasBujakba enemeHata 6peHaa M Mepewe TpXULHE
BpegHocTn 6penpa. lNMosnumoHvparwe OpeHaa je of cTpaTelwke BaXHOCTU, Koje,
n3meny ocrtanor, 3aBuCU W O4 KBanuTeTHOr Au3ajHa. Takohe, ueHe cy 3Ha4ajaH
dakTop no3nunoHmpara 6peHaa. Y caBpemMeHoOM CBeTY ce Y Lurby cTBapawa bpeHaa
NPUMeEbYjy MHTErpucaHe MapKeTMHLUKE KOMYHUKauuvje (QUPEKTHU U UHTEPAKTUBHMU
MapKeTMHI, MAapKETUHT YCMEHOM M NIMYHOM npefajoMm nHdopmauuja un cn.). Ha kpajy
npBor Aena paga ce pasmartpa 6yayhHoct 6peHanHra.

Y gpyrom geny paga cy npeacrtaBibeHW pesynTtaTtu UcTpaxmeawa. Hajnpe cy
objallbeHe KapaKTepucTMke Yy3opka W OeCKpUnTUBHE CTaTUCTUKE, Ha OCHOBY
cnegehux rpyna nuTakwa: OCHOBHE KapaKTEPUCTUKE opraHu3auuvje, bpeHampaHocT
npowussogalycnyra opraHusauuje, KBanuteT MapKeTUMHLLKMX  aKTMBHOCTMU
opraHusauuje, ynotpeba TpaavuUMOHaNHOr MU eneKTPOHCKOr nmpomoBucakwa bpeHaa
opraHusaumje, 3Hayaj nojegmHayHux cdaktopa 3a bpeHagupane. Y gpyrom geny oBor
Aena pafa je U3BpLUeHO TecTupawe xmnoTesa. HakoH Tora cneam 3akrbyyak. HakoH
3aKkrbyyka crnegm cnucak nutepaTtype u cnegehun npunosu:

e [lpBK 1 Apyrn ynnTHUK
e [lperneg Tabena
e [lpernepg cnuka
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2. MOJAM MAPKETUHT A

MocTtoje 6pojHe gedunHMLMje MapKeTuHra. Y HajlumpemM CMUCHY, NoL4 MapKeTUHIOM ce
Hajyewhe nogpasymeBa npenos3HaBake U yOOoBOSbaBake SbyACKMM U APYLUTBEHUM
notpebama.

AMEpPUYKO MapKETUHLLIKO YAPYXEHE 3a MapKeTUHT ra fedpMHILLE Kao ,akTUBHOCT, CKynN
opraHu3auumja U MNpoLec cTBapaha, WCMOpPYKe U pa3MeHe MOHyde M MpPeHOLLEeHe
Nnopyke O HMMa, a Koje MMa BPeAHOCT 3a NoTpolluaye, KnujeHTe, napTHepe 1 ApyLUTBO
y LenmHn“,

JenHa of Hajkpahux gedomHuumja MmapkeTuHra rnacu: ,MapkeTuHr Huje pyHkumja. To
je cTaB yma.”®

Moxe ce pehu pga je MapkeTUHr npocmtTabunHo ynpaerbakbe OOHOCOM Cca
noTpowaynmva.t

YnpaBrbatbe MapKeTUHIOM je M YMETHOCT UM Hayka Guparba LUMIBHUX TpXULLTa U
npoaybromBaka, 3agpkaBaka UM noBeharwa Opoja noTpollaya cTBaparem U
MCMOPYKOM BPXYHCKE BpeOHOCTU 3a NoTpollaye, Kao 1 criakbem Mopyke o Hoj’.

Mpopaaja je camo jegaH 1 NO MHOrMMMa, He HajBaXkHWjU Aeo MapkeTuHra. Peter Drucker
cMmaTtpa ga ,MoXemo npeTnoctaBuTy Aa he yBek nocrtojatv notpeba 3a HeKakBOM
npoaajom, anv Unb je MapkeTuHra npoaajy YYMHUTU CYBULLHOM, UWIb j€ MapKeTuHra
nos3HaesaTu W pasymeTu noTpollaya Tonvko J0Opo Aa My npous3Bog wunuv ycnyra y
NOTNYHOCTW ofroeapajy Tako ga npomssod cam cebe npogaje. Y ngeanHoj cutyaumju,
MapKeTuHr Tpeba pe3ynTupaTtn noTpoLladeM Koju je cnpemaH Kynutu. JeguHo WTo je
Tafa noTpeGHo jecTe Aa cy NPOM3BOA UK ycryra A4oCTymnHK.“8

MecTa Ha Kojuma ce oKynrbajy Kynuu v npogaBum ca unbem ga obaBe TProBuHy ce
HasuBajy TpxuwTtnma. OHa mory 6uTtin TpxuwTa noTpowadke pobe, TpxuwTa pagHe
cHare, CUpoBMHa M MaTtepujana (NOCNOBHA TPXWUWITA), JflokanHa unu rnobanHa

4 American Marketing Association ,Definition of marketing*,
www.marketingpower.com/AboitAMA/Pages/DefitionofMarketing.aspx. (10.08.2017).

5 de Chernatony, L., McDonald, M. & Wallace, E. . (2011). Creating Powerful Brands. Elsevier Ltd.,
Fourth Edition, p 31.

6 Kotler, P., Armstrong, G. (2014). Principles of Marketing. Boston: Pearson Education, Part I., p 19-28.
7 Kotler P., Keller K.L. (2012). Marketing Management. 14th ed., Pearson: Prentice Hall, p.5.

8 Drucker P. (1973). Management: Task, Responsibilities, Practices, New York: Harper & Row, p. 64-
65.
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TPXULUTA U TPXKULITA HENPOUTHUX OpraHn3aumja U apxasHe rnoTpoLHe, Ha Kojuma
YHUBEP3UTETU, OpXXaBHE opraHm3aumje u cn. ogpenyjy ueHy ceojux ycnyra. Mo Kotler-
y 1 Op.° Ha TPXKULWTMMAa ce Hajuyellhe cTBapa NoTpaXkka 3a pasnuyunTMM KaTeropujama,
Kao LWTO Cy:

1.

9.

Poba (npexpambeHn npomsBoamM, ENEKTPUYHN anapaTn, ayToMobunmn, aBuoHu,
TB anapatu, komnjytepu n gp.).

Ycnyre (yroctuTerbcke ycrnyre, 34paBCTBEHE YcCnyre, CepBUCHe Ycryre,
GaHkapcke, agBokaTcke ycnyre, ycrnyre obpasoBana 1 ap.).

Horahaju ( cnopTcke npupendte n TakMniera, KOHLUEPTU, YMETHUYKE M3noxbe
nap.).

Ocobe (My3nyapu, BoOAUTEIBU, MEHaLlepu, nekapu, CTpyyYHauM CBUX BpCTa U
cn.).

MckyctBa (4apobHu ceeT Bonta [AusHuja y [OusHunengy, noceTta CnOpTCKUM
KamnoBMMa, My3MYKM KaMMoBU 1 Ap.).

MecTa (TypucTnyke gecTuHaumje: rpagoBu, Mopa, peke jesepa...).

MmoBnHa (onunsbuBe: 3rpage, 3eMSbuLLTa UMM HEONUNSbMBE: XapTuje oA
BPEOHOCTN...).

OpraHusauunje (koMmnaHuje, My3eju, YHUBEP3UTETU, aKynTeTn, HayyHu
WHCTUTYTU 1 Op.).

WHpopmaumje (nocnosHe, prHaHCKjcKe, KyNTypHEe, NONUTUYKE N Op.).

10.Wpeje (koje cy OCHOBM cBaKe MapKeTUHLLKE NOHyae).

Mako ce MapKeTUHr 4eCTo AeduHULLE Kao HELLTO LITO 3a40BOrbaBa noTpebe 1 xeroe
noTpoLuaya, nocToje n OHW KOju TBPAE Aa MapKeTUHr Hagunasu Ty yHKumjy, Beh aa
cTBapa notpebe 1 xerbe Koje paHuje HUCY nocrtojane. [pyrum peumma, oHM cMmaTtpajy
Aa MapKEeTUHLLKM CTpyYsauy noactuyy notpollade fa noTpolle Bule HoBUA Of
nnaHupaHor, N 1o Hajdewhe Ha pobe n ycnyre Koje y CylUTUHN He Tpebajy.

9 Kotler, P., Keller, K.L., Martinovi¢, M. (2014). Upravljanje marketingom, 14. Izdanje. Zagreb: Mate, str.

66-96.
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3. BAXXHOCT MAPKETUHIA Y 21. BEKY

MapkeTuHr y 21. Beky 3ay3anma cBe 3HauvajHuje MecTo. YecTo npencraBrba ycrioB 3a
npexuBrbaBawe y pacTyhoj KOHKypeHumju. Y caBpeMeHWM YCrioBMMa MocroBaha
4YecTO je HajBehn 13a30B Kako nnacupaTu (Nnpogatn) npoussog unu yenyry. MapkeTnHr
je UCTOBpPEMEHO YMETHOCT W Hayka, jep o4 MapKeTUHLLKUX CTpyyHaka 3axTeBa
KpeaTMBHOCT, MaXSbMBO MMaHWpawe W CnpoBofewe caBpeMeHUX MapKeTUHLLKUX
WHCTpPYMeHaTa 1 TexHukKa.

CaBpemMeHO rnocnoBake [J0Berio je A0 MpOMeHe rneauwTta Kag cy y nutawy
MapKeTUHLLKE aKTUBHOCTU, KOjU BOAE MUCTOM UUIbY, OCTBapeky npoduTa, OAHOCHO
nosehawa BpegHOCTM opraHusauuvje (gpywTBa). MohHa MapkeTuHLiKa dyHKUMja
noBesaHa je ca noborbllaHMM MOCMOBHUM nepdopMaHcama opraHusaumja.l® Y
CaBpeMeHMM YCfioBMMa Ce CBe BULIE TOBOPU O WHTErpuUcaHUM MapKETUHLLKUM
KOMYHMKaumnjama nog Kojuma ce nogpasymeBa KOOpAMHauMja npomMouuje n Opyrux
MapKEeTUHLLKMUX aKTUMBHOCTU Kako 6u ce obe3beano makcumanaH WHGOPMaLUUOHU
yTuUaj Ha noTpoLaye. MNaBHU LNIb MHTErpucaHUX MapKeTUHLLIKMX KOMYHUKaumja je aa
ce noluarbe KOH3UCTEHTHa nopyka noTpolladynmatl,

LinrbeBn MapKeTUMHLLKOr KOHLENTa Cy OCMULLSbaBake, 06nmMKkoBawe U pasBoj HOBUX
npoussoga W ycnyra, yHanpehewe kBanuteta, ogpehuBame KOHKYPEHTHE LEHE,
caBpemeHa npomouuja n anctpubyuumja, Npoaop Ha HOBa TPXMWLITA, 3agpXaBare
noctojehux 1 npuernayewe HOBUX NOTPOLLAYa, a CBe Y UWiby 3a00BOSbeHa Xerba U
notpeba notpowaya u nosehawa npoaaje n ocTeapuBara 4o6UTU. Y TOM UUIbY je
npe ceera NnoTpebHo OTKpUTK NoTpebe noTpoLuaya koje Tpeba 3a40BOSBLUTU, @ MOTOM
KpeupaTu NpoM3BOAE U yCnyre Koju ogrosapajy Tum notpedbama.

MapKkeTUHLLKE aKTUBHOCTM MMajy 3a LUWIb CTBapahke CHaXHOor 6peHaa paau javyansa
noTpaxHe 1 NojanHoCTN kynaua. MapkeTHHLUKE aKTUBHOCTM CY KOMMSIEKCHE U HAMAnOo
nake jep, uamehy ocrtanor, obyxeaTajy yTBphMBawe LEHe, MecTa nnacupara
npou3soda wnu ycnyre, usbopa onTumanHux MeToda nnacupaka (ornawlaBame,
WHTEPHET MapKETUHI, MapKeTUHr nyTemM OPYLUTBEHMX Mpexa...) U TO Yy ycroBuMa
CTanHUX TPXKULLHUX U TEXHOMOLLKUX NpoMeHa. MapKeTUHI KOMyHUKaLMje nMajy 3a LUnurib
Aa NOKaxy Kako KOMMNaHuja n keHn Npou3BOAM U ycnyre Mory nomohu notpowaymma
y 3agoBosbewy notpeba u xerba. CnobogHo ce moxe pehn ga je y unmby

10 Auh, S., & Merlo, O. (2012). The power of marketing within the firm: Its contribution to business
performance and the effect of power asymmetry. Industrial Marketing Management. 41(5), p. 861-873
https://doi.org/10.1016/j.indmarman.2011.09.021.

11 Pride, W., Ferrel, O. (2014). Marketing, Mason: South-Western Cengage Learning, p. 564-624.
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npexmB/baBaka Y CaBpeEMEHMM TPXUWHUM YCrnoBMMa HeornxogaH aKTuBaH,
KpeaTnBaH N KOHCTaHTaH MapKeTUHT.

Kako je mapkeTuHr dokycMpaH Ha noTtpowladve (Kynue), u3y3eTHO je BaxaH u3bop
BepbanHnx n BU3YyENHUX efiemeHaTa Yy KOMYHMKauMju ca noTpolladnma, Kao Wt
npoueHa edgekaTa koju he ce noctuhu. lNpu ToOM, CBakM KOHTaKT ca noTpoLllavymma
ncnopydyje oppeheHy nopyky. Mako MHorm cmatpajy ga je MapKeTUHr camo
npomMoumja, OHa je camo jeaH HeroB 4e0 KOju crnean HakoH BPOjHUX aKTUBHOCTHM Koje
joj npeTxoae. Moxe ce y 6yayhHOCTM ca curypHoLuhy odeknBaT HacTaBak NpoOMeHa y
opraHusaLmju 1 ynosm mapkeTuHLLKe dyHKLMje Y opraHusaumnjama.t?

3.1. WHCTpyMEeHTU MapKeTUHI MMUKca

YcnewaH MapKkeTUHr KOHUEenT nogpasymeBa MocCMaTpakwe LeSoKyrnHOr CcnekTpa
WHCTPYMeHaTa O HacTaHka npousBoga [0 Herose npogaje, Koju ce HasuBajy
WHCTPYMEHTU MapKETUHI MuKca. WHCTPYMEHTU MapKeTUHr MuKca ce MnonynapHo
HasuBajy 4[1 - nponsBoa, ueHa, npomouuja (MapKETUHLLKE KOMYyHMUKaLMje) U MecTto
(amnctpubyumja), (Four P’s: Product, Price, Promotion, Place).

Y HoBWje Bpeme, ca JOMUHAHTHUM MPUCTYNOM XOJTIMCTUYKOT MapKeTUHra, MapkeTUHr
MuKcy ce popajy reyam (People), npouecu (Processes), nporpamu (Programs) u
nocnosHn pesyntatn (Performance), 6e3 kojux 6K ycnex Ha TpxuwTy 6Kno
Hesammcnme. KoHuenumja XOnMMCTMYKOr MapkeTuHra 6asupa ce Ha pasBojy,
obnukoBaky M CnpoBohewy MapKeTUMHLLKMX nporpama, npoueca M aKTUBHOCTU
GasvpaHnx Ha  mefycobHOj noBe3aHoCTM oBuX enemeHata OCHOBHM pasnor
npoLuMpeHa Nexun y TOMe LITO Y CaBPEMEHNM KOHKYPEHTCKMM YCroBMMa Kynun BuLe
He Tpaxe npoussoae, Beh ,Apon3Boaun Tpaxe Kynue“.

MapkeTuHwke Bapujabne ceakor og 41 n npowmpeHor MapKeTUHr MUKca Hanase ce
Ha cnnum 1.

12 Homburg, C., Workman, J. P., Jr. & Jansen, O. (2000). Fundamental changes in marketing
organization: The movement toward a customer-focused organizational structure. Journal of the
Academy of Marketing Science, 28(4), p. 459-478.
http://link.springer.com/article/10.1177/0092070300284001.
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Cnuka 1: EnemeHmu mapkemuHe mukca 41 u npowupeHoz MapkemuHa MuKca

U3eop: rno y3opy Ha Heding, T., Knudtzen C.F. & Bjerre M. (2009). Brand Management Research, theory
and practice. Routledge: Taylor & Francis Group, p. 22-23.

3.1.1.MNMpounsBoAa KaO0 MHCTPYMEHT MapKeTUHI MUKCa

Mpounseopg (Product) ce Hanasn y OCHOBWU MapKeTUHT cTpaTeruje. Nponssoa ce moxe
nocmMaTtpaTu Kao CKyrn KapakTepucTuka U NpedHOCTU Koje Cy Yy CTawy [a 3a40BOrbe
OCHOBHe, kao v npatehe noTpebe noTpoluaya. Y caBpeMeHOM MapKeTUHTY Npou3Bo[,
je KombuHaumja dpusnyke (onunNIbLUBE) ANMEH3Nje ca BUASbMBUM CBOjCTBMMA, U ycnyra
1 Maeja Koju Cy HeonuMnIbUBK U 3aCHUBAjY Ce Ha CyDjeKTUBHOM J0XUBIbajy KOPUCHUKA.
Y KOMNOHEHTE NPOM3BOAaA Ce YKIbYYYjy U Ibyan KOju AoNpuUHOCE cTBapawy ogpeheHor
npounssoaals.

13 CramaToBuh, M., Bykotuh, C. (2008). Ynpaermare mapkemuHeom. Hosu Cap: Cekom — Books
d.o.o., cTp. 257.
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lMpou3Boam ce npema HameHu MOry KnacudukoBaTuM kao MNpov3BOAM 3a (Jarby)
penpoaykunjy (cpegcrtea 3a Mpov3BOAY) M npousBogde uHanHe (LUMpPOKe)
noTpoLHe (CpeacTsa 3a NoTPOLLHY)4.

Ca acnekta Ha4vMHa Ha Koju noTpoLLayu Kynyjy nojeanHe npoussoge, WTo ogpehyje u
MapKeTUHLLIKYy cTpaTerujy, npon3soau ce Mory knacudukosaTu kao:*®

KOHBEHUMOHanHu (convenience) unu obuyHM NpousBOAM, KOje Kymnum 4ecTo,
nako n 6e3 MHOro pasmulrbarwa Kymnyjy, Kao LWTO Cy MNPOM3BOAM LUMPOKE
noTpolwme (NpexpambeHn npounssoaun, nuha, AyBaHCKM NPOM3BOAN,HaCOMNNCKU K
ap.).

nocebHn (shopping) npousBoan Koje Kynuu nopefe Ha OCHOBY KBanuteTa,
LeHe, pa3HUX NOro4HOCTU U n3rnega, Npy 4emy je kynuuma Hajuewhe notpebaH
Ao4aTHU Hanop 3a HBUXOBY KyNOBUHY.

cneumjanHn  (speciality) npou3Boa, Koju ce OafvKyjy jeaVHCTBEHUM
KapakTepucTtMkama, 3a 4Mnjy KynoBWHY je Kynumma notpebaH ,cneuujanHu
Hanop“ NPUIIMKOM KYyNoBWHE jep yHanpea nnaHupajy KyrnoBuHY, He yrnopenyjy
anTepHaTuBe M He npuxeaTajy CynctutyTte. Y cneumjanHe npoussoge cnanajy
HaKUT, ayTomMobunckn 6peHaoBu jaryap” unm ,pojc pojc”, nocebHn bpeHaosu
doTorpadcke onpeme, pasHe nomogHe pobe n cn.

HeTpaXxeHn NpoM3Boau, Cy NPOM3BOAM KOjU 3aXTeBajy BEOMa MHOMO MapKeTUHr
Hanopa, jep Kynuu, no rnpasuny, yonwTe He pasMuLLbajy O KYMOBUHU TUX
npoussoda. Y TakBe Npou3BoAe cragajy XvBOTHa OcuUrypawa, eHuuknoneaunje
UNn geTekTopu Anma, u Hajuewhe ce npoaajy nytem arpecuBHe nNu4yHe npoaaje.

3a npou3Bo kao enemMeHaT MapKeTUHLLKOT MUKca ¢y BUTHWU®:

>

>

®yHKUMOHAIHOCT, jep je ynoTpebHa dyHKUMja NnpoM3Boaa UnNn ycnyre oCHoBa
Ha Kojoj ce B6asnpa oanyka o KyrnoBUHMU;

W3rnen, ogHOCHO cnosballkOCT MPOU3BOAA, KOjU, Kao M HeroBO NakoBawe
Tpeba ga ce npunarogn notpebama kynaua;

KBanuTteT nponsBoaa unu ycnyre koju tpeba ga je y cknagy ca nopykom Koja
ce warbe KynuMma Ha TpXuwTy n Tpeba ga 6yge Ha OHOM HMBOY Koju je
Kynumma obehaH. Cpue oanuyHor 6peHaa je yBek oanuyaH npoussog/ycnyra.

14 Lamb, C.W., Har, J.F., McDaniel, C. (2009). Essentials of Marketing, Mason: South-Western Cengage
Learning, p . 294.

15 Boone, L., Kurtz, D., McKenzie, H., Snow, K. (2010). Contemporary Marketin. Second Canadian
Edition, Toronto: Nelson Education Itd., p. 239.

16 MTD Training (2010). Effective Marketing. MTD Training &Ventus Publishing, p.1-54.
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MakoBarwe koje Tpeba pa byne ycarnaweHo ca obehaHum KBanUTeETOM W
dyHKUMOHanHowhy nponseoaa;

BpeHa, koju nogpasymeBa jacaH U Npeno3HaT/bUB UAEHTUTET;

MapaHumja koja Kynuuma npeHocu MOpPyKy O KBanuteTy Mpou3soja, rae
KpaTKopo4Ha rapaHLmja Moxe 3Ha4uMTu [ia je KBanuTeT oLy,

Ycnyra/nogpuika, jep Kynue 3aHuma LTa OHW MOry O4YeKkuBaTu ako Hauhy
npobnemu ca NPon3BOAOM UMK YCIYroM, OOHOCHO Kako M Ha KOju HayuH Mory
nobutn nomonh. MNMpyxarwe agekBaTHe ycnyre y TUM cuTyaumjama je og Benuvke
Ba)XHOCTM jep He3adoBOSbHM Kynuu he cBoje rfowe UCKYCcTBO NoAesniTn ca
Apyrmm ocobama, LITO HeratMBHO YyTMYEe Ha NOCMOBHWU Yrrea v nosuuunjy Ha
TPXULLTY.

M3mehy npomnssoga n 6peHOa NocToju pasfnvka koja ce MOXe mckasaTu TEPMUHOM
.Ao0aTte BpeaHoCcTM", O4HOCHO BPEAHOCTU HEeonunsbMBe akTMBE KOjy noTpoLuad
AOXMBIbaBa [a je cagpXaHa y npomssoay. [1pounsBog ca jakum 6peHgom Bpeam BuLle
oA 306upa cactaBHMX AenoBa, kao y cny4ajy Coca Cole u xurbage gpyrmx nosHaTux
GpeHaoBa.

Ha cnvum 2 je npeactasrbeHo Aa ce T3B. OnunibuBa OCHOBHA BPeAHOCT Npomn3Boa U
ycriyra (KOMNoHeHTe, cacTtojuu..) yBehaBajy 3a goaaTy BpedHOCT KOjy YMHE UMMUL,
CTWN, CEPBUC U C.

e
[opata BpegHOCT

6peHpga (Mmui, cTun,

cepsuc...) \

——

-

OcHOBHa BpeaHOCT \
npoussoga uau
ycnyra (KOMMNOHeHTe,
cacTojum...)

Cnuka 2. SHa4aj 0o0ame epedHocmu bpeHOa y yKyrnHoj epedHocmu

M3Bop: no y3opy Ha: Heding T., Knudtzen C.F. & Bjerre M. (2009). Brand Management Research, theory
and practice. Routledge: Taylor & Francis Group, part Il, p. 29.
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3.1.2.LleHa KaoO UHCTPYMEHT MapKeTUHI MUKca

OppehuBamne LeHe je BaXkaH acnekT MapKeTUHLLKe cTpaTernje. Ha doopmupamnse LeHa
Cy o4 npecydHor yTuuaja TPOLUKOBM MPOMU3BOAHKE WK YyCnyre, Kao U KpeTawa Ha
TpxmwTy. [lpM TOM, UuUeHe npousBodga W ycnyra Mopajy OUTU KOHKYPEHTHe.
OppehuBane LeHa je MHOro BULIE HEro nokpmBawe TpolukoBa. lNpe ogpehuBama
LeHe, HEeOMxOAHO je ypaguTu MapKeTUHLUKa WCTpaxuBawa Yy uuby aobujawa
MHopMaumja o0 noTeHumjany Kynawa v npoLeHe KOSIMKO Cy OHWU CNpeMHW Aa nrate 3a
Npoun3Boa, Unn ycnyry.

LleHoBHe cTpaTtervje 3aBuce of BpPCTE WHAOYCTpUje (rpaHe [enaTHOCTK), jaynHe
KOHKYpPEHLMje, akTUBHOCTU Ha TPXULUTY U 04 MHOro Apyrux paktopa. Ha ogpehmBare
LUeHe MOory yTuuaTtu YHyTpawHn U CnosbHU dhakTopu. Y Haj3HauvajHuje yHyTpallHe
hakTope cnagajy TPOLLUKOBW, Kao OOH-a rpaHvua ucnopg Koje ce octeapyjy ryovum y
nocnoBaky, NPOUTHU LUIBEBU, XKEIbeHN pacT U cn. Y cnorbHe aktope, OAHOCHO
drakTOpe Koje HUCY nog KOHTpOrom cybjekta Koju ogpehyje ueHy, ybpajajy ce
KOHKYp€eHLMja, 3aKOHO4ABCTBO, KyrnuWu, MPOMEHEe Ha TPXULUTY, pasBoj TeXHONOrja m
cn.

MocToje 6pojHe LeHoBHe cTpaTeruje, a Hajyewhe cy'’:

1. mMakcummpawe npogaTux kKonmumHa (ekoHomuja obuma) koja moxe 6utn
nocebHo edpmnkacHa npunmnkom npodoja Ha HOBa TPXMULLITA,

2. UeHe kojuma ce xenu nospahaj og wMHBecTUUMje y ogpeheHom obumy U
BPEMEHY,

3. ogpehuBame LeHa Ha OCHOBY BpPeAHOCTU Koje ocTBapyje Kynau (CMamere
TpowkoBa unu nosehawe npuxoaa),

4. nonynapHa LieHOBHa Tayka (LeHe Ha OCHOBY urpe GpojeBnma unu Bu3yernHor
yTUCKa, Kao HNp. ueHe o 9,99 nnun 49,99 HoBYaHUX jegmHuua),

5. dep ueHe, Kao LeHe Mo Kojoj Kyrnuu BpeaHyjy Npon3Boa Ui ycnyry.

Mako Ha npBu norneq v3rnena ga je Hajnakwe 6aBuTM ce LIEHOBHOM CTpaTerujom,
YKONMKO Ce He nocTtaBu pfobpa crparternja, moxe gohn Jo rybrbewa Benukor
TPXULWHOr yaena. YKONMWKO ce ogpeau npeBucoKa LeHa, OHa Moxe oabutu
noTpowade, JOK ce oAapefnuBareM MpeHUucke LeHe Mory oabutu notpowadu ycnen
CyMH-€ Yy KBanuTeT npoussBoga unu ycnyre. 3aTo je BeOMa BaXHO [a ce LueHe
dopmupajy y cknagy ca TpOLUKOBMMA, KapakTepucTukama npovsBogda v ycriyra u
TPXULWITEM.

' MTD Training. (2010). Effective Marketing, MTD Training &Ventus Publishing, p.1-54.
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3.1.3.lfpoMoumja KaO MHCTPYMEHT MapKeTUHI MUKCa

Mpomoumnja nogpasymesa npoLec KOMyHuUmMpawa mamehy npoussohada/noHyamnoua
ycnyra u noTtpowadya/kopucHuka ca uuMrbeM [a ce CTBOpU MNO3UTUBaH CTaB O
npous3BoAMMa 1 ycryrama Koju Boau Ka hUXOBOM (paBopu3oBamy y NpoLecy KynosBuHe
Ha TpxuwTty. W3 HaBegeHor npousunasu [a je OCHOBHM 3ajaTtak npomouuje
CTUMyNMUcare nracMaHa npoussoda 1 ycnyra Ha TpxxuwTy. [pyrum peduma, unsb je
Aa ce Ja Kpo3 jacHe u yBepsbMBe nopyke obaBecte noctojehn mnu noTeHuunjanHu
noTpoLlayn o KapakTepucTnkama n npegHoCTUMa Npou3Boaa U ycnyre Koje ce Hyge.
YcnewHa npoMmouumja Hajuyewhe 3a pesyntat uma KyrnoBWHY NpousBoda unn ycnyre.
Mpomouwuja ce cacToju n3 cnegehnx enemeHaTta NPoOMOTUBHOT MUkca:*8

» Jlnyna npopaja:
o Jlvuem y nuue.
o [lpeko TenedoHa.
o [lytem Bugeo koHepeHuuje.
o Kpos nHTtepaktnBHe komnjytepcke sese namehy npogasua u Kynua.

» besnuyHa npoaaja:
o Peknamupamne (npeHolwwene nopyke nytem Meauja Kao LITO Cy paawo,
TB, MHTEepHeT, unu nytem NpoMo martepujana).
o [MpomoTnBHa npoaaja.
o [upekTtaH mMapkeTuHr (nMMyHa KOMyHuKauuja namelhy npoaasua u Kynua
npv YeMy npojaja 3aBuCK o CTasa, 3Hawa U YCNeLwHOCTU NpoaasLa).
o OpHocu ca jasHoLwhy.

3.1.4.0ncTtpubyumja Kao MHCTPYMEHT MapKeTUHI MUKCa

Mog Aauctpmbyumjom ce nogpasymeBa [AoCTaBibake MNpoM3Boda Kynuuma Yy
pPasnMuMTMM BPEMEHCKMM NEpMoamMma Koju MOry U3HOCUTU Of HEKONMKO YacoBa [0
HEKONMKO Meceuun, Npu Yemy ce npouec UCcTpubyumje Moxe oasujaT N Ha jeaHOj
reorpadckoj fiokaumju, nnu Ha rnobanHom mehyHapogHOM NpPocTopy. Y caBpeMeHUM
TPXXMULLHUM YCIOBMMA, Ca pa3BOjeM HOBUX KOMYHUKALMOHUX TEXHOMOIMja, Kao LITO je
WHTEPHET, reorpad)Ckn acnekT gucTpmbyumje nocraje mawe perneBaHTaH, jep Kynum
MOry KynuTu wTa Xene og 6mno kora wmpom ceeta. uctpubyumja je kao enemMeHT
MapKeTUHI MMWKCa Be3aHa 3a Npou3BOAEe, a He 3a ycnyre, Ko KOjux je MecTo
Npon3BOAH-E U TPOLLEHA YCryre Ha UCTOM MECTY U y UCTO Bpeme. 3a pasnuky of

18 Ctamatosuh, M., Bykotuh, C. (2008). YnpaBrsarwe mapkeTuHrom, Hoeu Caa: Cekom — books d.o.o.,
cTp. 365.
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ycnyra, 3a Npoun3BOAE je KapaKTepuUCTUYHO Oa ce Mopajy (pu3nyku gonpemMmuTty 0o
Kynua.

Y 3aBMCHOCTU 0 XEerbeHe jaunmHe TPXULIHE MOKPUBEHOCTU, Moryhe je kopucTu jeaHy
o4 crnegehe Tpu ctpaternje guctpndyumjel®:

1) WHTeHauBHa aucTtpubyumja, Koja oO3HayaBa cTpaTernjy y kojoj npowussohau
KOpPUCTM CBE pacnonioxmee npoaajHe objekTe y AMcTpubyunju npoussoga wm
Hajuewhe ce kopucTu kog AUCTpubyumje npomssBoda KOjU Ce YecTo Kynyjy
(xne6, oyBaHCcku Npon3Boaun, NMBO, COKOBMU, XBakahe ryme, canyH, eTepLIeHT,
HOBWHE U C1.).

2) CenektuBHa guctpmnbyumja, Koja nogpasymeBa kopuwhewe HEKONUKO, anu He
N CBUX pacnosioxmeux npofajHux objekata, 36or yera HOCU Make TPOLLKOBE
O4 WHTeH3MBHe aucTpmbyumje. OBa cTpaTervja je ageksaTHa 3a TpajHe
(noTpoLuayke U MHAYCTPUjCKE) NPOM3BOAE.

3) EkcknysmBHa gucTpubyumja ce Hajuewhe KopucTu Kaga npomnssohad xenu ga
KOPUCTKN caMO jeQHor nocpegHuka, npy Yemy npoussohay 3akrby4dyje yroBop o
€KCKIy3MBHOM 3acCTYMHULITBY KOjuM ce ogabpaHu nocpefHuk obasesyje aa
Hehe npogaBaTu KOHKypeHTcKe npowusBogde. OBa cTpaTternja ce Hajyewhe
Kopuctn y guctpubyumju aytomobuna, kKyhHux anapata wnu OJeBHUX
npegmera.

3.1.5.Jbyau Kao enneMeHTN MapKeTUHI MUKCa

Jbyan (people) cy Krby4HM 3a ycnex MapkeTuHra. JegHom peudjy, MapkeTuHr he 6utm
ycnewlaH OHOSMKO KOSMKO cy Jo0pu rbyaum y opraHmsaumju. Of reybasHoOCTU SbyacKor
dakTopa (HNp. NpoAajHor ocobrba) M HayMHa npeacTaBibakwa npoussoga (HMp.
ypeheHOCT npocTopa U1 CIl.) Y BENNKOj Mepu 3aBucK ga N he HEKO KynuTu Npon3BoL
unu ycnyry. Bpno 4ecto je ocoba koja npogaje npomsBo4 Unu ycnyry npecygHa 3a
n3bop n 3a KynoBmHy. 3aTo 3anocreHn y opraHusaumjama tpeba ga 6yay obyyeHu
Kako Aa npefcraBrbajy NpoM3BoAe U yCcnyre, Kao n caMmy opraHusauujy.

Mpw ToM je o4 BaXXHOCTM pasmoTputu cneaehe enemente:?°
1. Kakse ycnyre Kynum o4ekyjy o4 npogasaua n ocobrba TexHuyke nomohu, aa nm
CY OHM CNPEeMHU Aa UCNyHe Taj HMBO YCyra u Aa nn ce NnaHupa TPEeHUHT Sbyaun
Kako 6u ncnopy4mnu ogpeheH HMBo ycnyre?
2. KakaB u3srnepg ce xenuv 3a rbyae Koju npes3eHTyjy koMnaHujy n kojy he nopyky
HBUXOB M3rnen npeHeTn jaBHOCTU? [Ja nu ce kopucte YHUGOpMEe Kao

19 FonujanuH, L. (2010). MapkemuHz y mpeaosuHu, YHueepautet CuHrnagyHym, beorpag, ctp. 9.

20 MTD Training. (2010). Effective Marketing. MTD Training &Ventus Publishing. p 1-51.
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naeHTudurKaLmnja TUMCKOr Kapaktepa WUinu je noXerbHO Aa Sbyan nckasyjy Heku
HWBO MHAMBUAYANHOCTN?

3. KakaB je cTaB rbyaMm, jep HUXOBa OTBOPEHOCT, Sbybas3HOCT, npujaTerbcka
HacTpojeHOCT M pobpofoLwnuvua MMajy CHaxaH yTuuaj Ha cTaB Kynaua o
Npoun3Boay NN yCriyaun Koju ce Hyau.

3.1.6.Mpouecn Kao enemMeHTU MapKeTUHI MUKCa

Moa npouecrma (processes) ce nogpasymeBa KpeaTUBHOCT, AUCLMNIIMHA U CTPYKTYpa
y ynpaBrbaky MapkeTMHroM. JeoHOM peudjy, caBpeMeHV MapKeTUHr noapasymeBa
MalITOBMTOCT Yy MpoHanaxewy HOBWUX uWAaeja, KPeaTMBHOCT Yy OCMULLIbaBaky
Npon3Boaa v NaXbUBO MlaHMpake MapKETUHLLKE cTpaTervje.

3.1.7.Mporpamu Kao enneMeHTU MapKeTUHr MUKca

Mporpamn (programs) ofpakaajy CKyrn akTMBHOCTU YCMEpPEeHUX Ha noTpoluavya.
O6yxBarTajy Kako TpaguuMoHanHe MapKeTUHLLIKE akTUBHOCTM MapkeTuHra (411), Tako un
caBpeMeHe aKTMBHOCTW, Kao LTO je npuMmeHa uHTepHeTa. bBuTHO je ga cBe Te
aKkTMBHOCTW Byay nHTEerpucaHe aa genyjy kao uenvHa, Yume ce MoCTMXKE CUHEPTNjCKM
ecpekar.

3.1.8.MocnoBHM pe3ynTaTtu Kao eyieMeHTU MapKeTUHI MUKCa

[MocnoBHW pesynTaT je enemMeHT MapkeTUHr MUKCa Koju obyxBata UHaHCujcKe u
HedpmHaHcujcke ncxope. Hbume ce aajy oaroBopu Ha nuTaka fa fiv cy CTpaTermjcku n
(PUHAHCUjCKM UMIbEBU OCTBapSbMBM Yy nornegy npouTaburiHoCT N TPXULLIHE
BPEAHOCTHN, KakaB je yAeO Ha UENOKYNMHOM TPXULITY WNW MNOjeAUHVUM H-EeroBuMm
cerMeHTMMa, KakBa je LeHOBHa peanusauuja, na 4o nNuTaka Be3aHuX 3a OPYLUTBEHY
OArOBOPHOCT, NPaBHe UMK eTUYKe acrnekTe.

TpaguunoHanHn "MapkeTUHr MMUKC' KOHLUEeNnT He MOXe Yy MOTNyHOCTM onucaTtu
caBpeMeHe MapKeTUHLLKe nporpame, UM MHore akTMBHOCTU, Kao LUITO Cy nporpamu
nojanHoctn. Hajborbn npumep Cy aBMO KOMMNaHWje Koje LWMPOM CBeTa Hyae
nHOMBUAYyanHe nporpame fnojanHocTu Koju Harpal)yjy ydecHuKe 3a hMxoBa nyToBama
GecnnatHum netoBuMa. Jbyau koju Hajuewhe neTte, 3naTtHuM uYnaHoBw, Aobwujajy
AofaTtHe npuBuiervje Kao LWTo je NpucTyn npoctopujama 3a ogmop. Heke rmaBHe aBno
KoMnaHuje cy ce yapyxune n ogpopmune anujaHce (Star Alliance, One World, Sky
Team) koje Aajy nogcTpek nyTHMUMMA [a YXXUBajy Y HU3Yy JodaTHuX npusuneruja. Y
A3ujn, HajnosHaTmju nporpamm cy Singapore Airlines-ov Kris Flyer n Cathay Pacific-
oBe Air Miles. Y JyxHoj Kopeju, Asiana Airlines Hyau Arianna Club, ca Buwe og $10
MUMOHa YnaHoBa, a Korean Air SkyPass nma Buwe og $13 mununoHa unaHosa. Mako
camMo Manu NpoueHaT YnaHoBa Cy Jbyan Koju 4YecTo nete, 6poj CKynrbeEHUX MUIba je
Harmno rnopacTao jep Cy noTpoLwa4v MOrmun a ux cakynrbajy He camo Mpeko rieTosa
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Hero v npeko Gopaska y XoTenuma, U3HajMIbuBakem Kora u Kopuliherwem KpeauTHUX
KapTuua u MobunHux TenedgoHa.?!

Mnak, komnaHuvje n garbe Mopajy Aa AoHoce oanyke o ToMe wra he Ta4yHo npoaasaTy,
Kako un rge he npogaTtu 1 no Kojoj ueHu. [ipyrum pednma, kKoMmnaHuvje unak Mopajy aa
HanpaBe NPOM3BOA UK OCMUCIe YCNyry n ogpene LueHe u ctpaternje auctpmnbyumje
Kao [e0 CBOjUX MapKeTUHLUKMX nporpama. Tpeba nmatu y Buay Aa noTpoluadn y
pasnMunTUM [ernoBuma cBeTa Apyradvje OOXMBIbaBajy MapKeTUHr akTUBHOCTU. Y
CjeantbeHnm Amepuukum  [OpxaBama noTpowiayn umajy TeHaeHunjy na 6yay
MPUIMYHO LMHUYHM Npema ornawasaky, OOK Yy JanaHy Ha TO rrnejajy 3HaTHO
no3uTMBHUje. Pa3nvke nocrtoje M y pekramMHOM CcTuny: JanaHcks ornacu wumajy
TeHAeHUuvjy da Oydy MeKwu u Buwe ancTpakTHU y TOoHy, Aok y CjeanreHum
Amepudkum [pxasama cy ornacu 4ecto boraTuju y nornegy WHdgopmaumja o
npoussoamMma. KomnapatveBHe cTyauje nokasyjy Aa cy wadHce apa nyta Behe ga
amepuyku notpowayun Byay nog ytvuajem ctaBa o NpoussBody W caMoMm BpeHay AoK
cy KopeaHum ocam nyta nognoXxHuju yTuuajy AapywTBeHux (coumjanHux)
HOPMaTMBHUX YBepeH-a 1 oHora wTta 6u apyrv mMucnunm o Tome?2,

21 Rahn, K. (2006). Who Are Million Mileage Holders?. Korea Times, 4 August 2006, p 43.

22 Bendapudi, N. & Leone R.P. (2003). Psychological Implications of Customer Participation in Co-
Production, Journal of Marketing, 67(1), p. 14—-28.
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4. NMOJMOBHO OAPEHEHKE BPEHOA

4.1. LUWTa je 6peHAa

MocToju Benukn 6poj aedumHMumja Kojuma ce objalwraBa wTta je bpeHa. JegHa of
Hajkpahmx peduHuumja je: OpeHA je HasuB Koju yTmye Ha kynue. KnacudHa
aedpuHuumMja rmacu ga je "OpeHg CKyn MeHTanHuMxX acoumjaumja, y rnaesama
noTpoluaya, Koje goaajy BpeaHoCT nponssoanmMa unm ycnyrama®.?® Te acouujaumje cy
Aa je 6bpeHa jeANHCTBEH (EKCKy3uBaH), jak (3By4YaH) M no3utmBaH (noxersbaH). Mpwu
TOMe je o u3y3eTHe BaXHOCTW [a ce Yy rfaBama noTpowada CTBOpU Crvka O
npoms3BoAMMa u ycrnyrama npe YvmHa uanyke KynoBuHE.

MpaBHa geduHnumja bpeHaa 6u 6una ga 6peHa npeacTaBrba 3HAK UKW CKYN 3HAKOBa
Koju noTBphyjy Nopekno nponsBoga Unim ycnyre Koje ux pasnukyje og KOHKypeHuuje.

AMEpUYKO MapKeTUHLLKO yapyxewe AeduHuwe O6peHa kao ,,MMme, MojaM, 3Hak,
cumbon, obnuk nnu koMbnHauujy TUX enemeHara, Yvja je HameHa aeHTUPUKoBaHe
pobapa unu ycnyra jegHor npogasua unu rpyne npogasala U hUXOBO pa3fMKoBare
O4 KOHKypeHaTa.“ W3 HaBegeHe pedvHuumnje je jacHo pa ce nog ©GpeHaom
noapasymeBa NpoOu3BOA UMW ycryra Koju ce pasnukyjy of ApYyrMx npoussoda wnm
ycnyra ausajHMpaHux fa 3agoBofbe ucte notpebe. Te pasnvke mory 6utn
PYHKUNOHarHe, paunoHanHe unm onunsbmee - NoBe3aHe ca ycnelwHowhy nponssona
ogpeheHor 6peHpga. Pasnuke Takohe mory 6utn n cumbonuyHe, emMouuoHanHe wu
HeonunsbuBe, Tj. MOBe3aHe Ca OHMM LWTO OpeHA npeacTaB/ba WAM 3HaYU Y
ancTpakTHUjeM cMucny?4.

»DpeHA npeacTaBfba Npeno3HaBawe BPEeAHOCTWU, OLHOCHO yodaBake MAeHTUTEeTa
oapeheHor npoussoga“?®. CHaxaH bpeH ce u3aBaja Ha KOHKYPEHTHOM TPXKMLLTY.
Jbyan ce 3arbybrbyjy y ©peHooBe, Bepyjy UM, BEPYjY Y HUXOBE CYynepuopHOCTW.
HauunH Ha koju GpeHa OOXMBIbaBajy yTU4e Ha ycrnex opraHmsaunje, 6e3 o63mpa Ha To
ga nu je start-up, HenpogWTHa, WM NPOM3BOAHA opraHu3auuja.’® Y oCHOBHOM,
OpeHOoBM Cy O3Hake unn cumbonu, a cBpxa MapkeTuHra je ga WOEHTUUKYjY u

23 Keller, K.L. (2013). Strategic Brand Management - Building, Measuring, and Managing Brand Equity.
Pearson: Education Limited. 4th ed., p. 220-248.

24 Kotler, P., Keller, K.L., Martinovi¢, M. (2014). Upravljanje marketingom. 14. lzdanje. Zagreb: Mate,
str. 241-244.

25 QOlins, W. (2002). Opinion piece: Branding the nation-the historical contex. Special Issue Journal of
Brand Management. 9( 4-5). p. 241-248.

26 Wheeler, A. (2009). Designing Brand Identity, John Wiley & Sons, Inc., p.2.
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pasnukyjy jeaaH NnpousBoa o4 Apyror, unn jeqHy KomnaHwjy og apyre.2” bpeHgosu cy
nocTanu rnaeHy urpad y mogepHomM Apywtsy. [1pakTuyHo, oHu cy ceyga. bpeHgosu
npoaupy y cBe cdepe Haller XXMBoTa: eKOHOMCKU, Coumjariiu, KynTYpHU, CNOPTCKH,
Yyak 1 y penurujy.?® MpenosHaTrbMBe M no3HaTe pobHe Mapke ynuBajy NMoBepere
noTpowa4ymma, na ce 3aTo Kaxe ga cy 6peHgoBw rnacHuumM nosepewa. Leone at al
(2006) pedwmHuMwe OpeHn cnuke Kao “"kOMOWMHauMjy nepuenuuja noTpowaya wu
BepoBaka 0 bpeHay".?° bpeHa ce cmaTpa "obeharem, rapaHunjoMm Unn yroBopom ca
npoussofayem 1 cumBonMykM nNpeacTaBrba o3Haky kBanuTeta".3? Gabbott n Jevons
(2009) cmaTpajy ga ycnen KOHCTaAHTHOr npoueca pasBoja Teopuje U npakce Moxe
nocTojaTh Benukn 6poj pasnuuntux "OpeHa” aeduHuumja, cxsaTtaka U npuctyna.t
Fichter n Jonas (2008) peduHuwy 6peHn Kao "CTepeoTun Koju ce uma npema
Bperay".%

3aHNUMIBUMBO je Aa ce U3 pasnuunTux gedvHnunja bpenga moxe 3anasuTtu ga nocToju
Hecrnarawe ekcnepaTta y Be3u geduHuumje bpeHaa, npu Yyemy cy pasnuke 4ecTo y
HujaHcama. NocebHO NoCcToje Hecnarawa O HajbosbeM NPUCTYMY 3a MepeHe cHare
O6peHaa. PUHaHCHjckM NpUCTyNn Mepu BpeaHoCT bpeHaa n3aBajakbeM HETO AoAaTHUX
npunuea rotToBnHe Hactane od 6peHaa. OBu JogaTHU HOBYAHW TOKOBW Cy pesynTaT
BOSbe noTpollada ga Kyrne jefaH 6penHg BuLe O CBOjUX KOHKypeHaTta, YaK u kaga je
apyrn 6peHp jedptuHujn. Kynuu nnahajy Buie jep Bepyjy y Bpe4HOCTM Npon3soaa unuv
ycriyra, Koje Cy CTBOPEHe TOKOM BpeMeHa Yy HUXOBUM rfaBama Kpo3 MapKeTUHr
O6peHaga. Opyrum pevnma, 6peHaoBu Mmajy omHaHCK|CKY BPeOHOCT jep Cy CTBOpUIu
BPeAHOCT (MMOBMHY) Y yMOBUMMa M cpuMMa noTpowadya. BpeaHoCcT 4vMHM cBecT o
OpeHay, BepoBaka y HEroBy KOPUCT, EKCKMY3MBHOCT W CYNEepUOPHOCT, Kao U
€eMOTMBHO Be3uBake. Ca puHaHcujcke nepcnekTuBe nocmaTpaHo, BpeHaoBu cy

27 Ballantyne, D. & Aitken, R. (2007). Branding in B2B markets: insights from the service-dominant logic
of  marketing. Journal of Business & Industrial Marketing, 22(6), p. 363-
371, https://doi.org/10.1108/08858620710780127.

28 Kapferer, J.N. (2008). New strategic brand management : creating and sustaining brand equity long
term. Kogan Page. 4th ed., p. 9.

29 Leone, R. P., Rao, V. R,, Keller, K. L., Luo, A. M., McAlister, L. & Srivastava, R. (2006). Linking brand
equity to customer equity. Journal of Service Research, 9(2), p.125-
138. https://doi.org/10.1177/1094670506293563.

%0 Varela, P., Ares, G., Gimenez, A., & Gambaro, A. (2010). Influence of brand information on
consumers’ expectations and liking of powdered drinks in central location tests. Food Quality and
Preference, 21(7), p.873-880. https://doi.org/10.1016/j.foodqual.2010.05.012.

31 Gabbott, M. & Jevons, C. (2009). Brand community in search of theory: An endless spiral of ambiguity.
Marketing Theory, 9(1), p. 119-122, DOI 10.1177/1470593108100066.

32 Fichter, C. & Jonas, K. (2008). Image effects of newspapers: How brand images change consumers’
product ratings. Journal of Psychology, 216(4), p. 226-234. https://doi.org/10.1027/0044-
3409.216.4.226.
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HemartepujanHa cpeacTsa, npukasaHa y bunaHcy cTawa Kao jegHa of BuLle BpcTa
HemartepujanHe umoBuHe (naTeHTn, 6ase nogataka n cnu4vHo). bpeHaoBu cy BaxHa
HeMaTepujanHa MMOBMHA Koja 3Ha4ajHoO yTu4ye Ha yunHak dpupme.33 bpeHpa aaHac urpa
BpojHe BaxHe ynore koje nobosbluaBajy XMBOTE Kynaua U OCHaxyjy OUHaHCUjCKy
BPeAHOCT opraHusauuja. bpeHgoBu mrpajy BaxHy yrory y npouecuma [OHOLLEHa
MOCINOBHUX oaslyka. 34

bpeHooBu cy ycnoBHa cpeacTtBa, jep ga OuM ocTBapvmBanu CBOjy (OMHAHCKjCKY
BpeAHoCT, oHu Tpeba fa pajge 3ajegHo ca ocTanuM MatepujanHum cpeacTBMMa Kao
LWITO cy npousBoama, objektn nnu ycnyre (TproeuHa, obpasoBawe U cn.). JeaHoM
peujy He nocToje 6peHaoBy 6e3 NPOM3BOA4A UMK YCIyre Kao hMXOBOr Hocuoua.3®

Ha cnvum 3 je durypaTmBHO npukasaHo ga cy, 6aw Kkao u Kog caHTe nefa, Heku
enemeHT 6peHaa Buarbmem (MMme, Noro u cn.), 4ok BehnHa enemeHaTta 6peHaa Huje
BMOSbUBA Ha npBu nornes (obehawe, NCKYCTBO, BPEAHOCT, CBpXa, rnac ...).

CnoraH

O6ehawe

BpegHocT

Cnuka 3: Budrbusa u Hesudrbusa spedHocm bpeHOa

U3eop: Branding Strategy Insider, www.brandingstrategyinsider.com (05.03.2018.)

83 park C.W., Eisingerich A.B., Pol G., Park J.W. (2013). The role of brand logos in firm performance.
Journal of Business Research, 66(2), p.180-187. https://doi.org/10.1016/j.jbusres.2012.07.011.

34 34 Michell, P., King, J. & Reast, J. (2001). Brand values related to industrial products. Industrial
Marketing Management, 30(5), p. 415-25. https://doi.org/10.1016/S0019-8501(99)00097-8.

35 Kapferer, J.-N. (2008). New strategic brand management: creating and sustaining brand equity long
term. Kogan Page. 4th ed., p.10.
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Moh 6peHaa je y nposBoanMa unm ycryrama, reyauma, KOHTakTuma, LLeHU, Mectnma,
KOMYHMKaunjama y UCKYCTBY. TO je pasnor 3awito ce roBopu o BpeHay Kao XMBOM
CUCTEMY KOju ce cacToju of Tpu cTyba: npoussoda wnu ycnyra, Hasmea, cumbona u
KOHUenTa, Kao WTOo je NpuMKkasaHo Ha crnvum 4.

BpeHa KOHUenT

Nme 6peHaa n cumbonum Mpounseoau n ycnyre

Cnuka 4. Cucmewm b6peHda

W3Bop: AyTop

Mpema TBOpPUY MoAepHe Teopuje mapkeTuHra dununy Kotnepy ,Openg je un3y3eTHO
KOMMIEKcaH rojam Koju MoXe MmaTy 1 [0 LEeCT AUMeH3uja 3Hadera“. OH o3HavaBsa 6:

1.

CeojctBa — CtBapa npegpacyae o ogpeheHnm cBojctBuma. lNogpasymesa
ckynohy, 0obpy nspaay, KBanuteT, TPAjHOCT, BUCOKN yrnead, BUCOKY NpoaajHy
BpeaHOCT, 6p3nHy, uTa.

. Kopuctn — bpeHg Huje camo kombBuHaumja ceojctasa. oTpowaym He Kynyjy

CBOjCTBa HEro KOpUCTH.

. BpegHocT — Bpenp Takohe roBopu 0 BpeaHoOCTM npousBohada, Kojy mopa

npeno3HaTu uuibHa rpyna Kynada KOja TPpaXXun TakBe BPeOHOCTU.

. Kyntypa — bpeHpg Mmoxe npeacrasrbatn n ogpeheHy Kyntypy Hauuje y Kojoj
HacTaje.
. JlInuHocT — Bpeng moxe npeacrtaerbatu ogpeheHy ocoby. NoHekag moxe

npeyseTn kKapakTepucTuke nosHaTe ocobe unm ocobe 3agyxeHe 3a KOHTakTe
ca jaBHowhy. MapKeTUHLLUKMM aKTMBHOCTMMA WNM CaMUM  WCKYCTBMMaA

36 Kotler P., Wong V., Saunders J., Armstrong G. (1997). lNpu+Hyunu mapkemuHeaa. beorpag: Mate, cTp.

549-5609.
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notpowwaya 6peHa Moxe a nonpumMu oCobuHe unu Sbyacke BpeOHOCTU W,
Kao n ocoba, moxe 6BUTN MoaepaH, CTapoOMOaH, XuBaxaH UM er3oTu4aH.
MeT pguMeH3nja nuyHocTM 6peHOa Ccy: WUCKPeHOCT (MCKpeH, 3apaB W
pasgparaH), y3byarovs (ogBaxaH, BaTpeH, MalTOBUT, Yy TOKy), cnocobaH
(noyspaH, nameTaH, ycrnewaH), copuctTyumpaH (LapmaHTaH, BuLa Knaca) v
N3OpXrbUB (YBPCT U akTuBaH).3’

6. KopucHuk — BbpeHg Ha Heku HauvH ofpefnyje noTpoluaya Koju Kynyje unu
KOPUCTU NPOU3BOA.

Pike (2004) cyrepuwe fga ce bpeHg Moxe BUOETU M3 OBE pasfnnyMTe nepcrekTuse.
Kaga ce nocmaTpa 13 yrna npoussohaya, KOPUCHO je pasmuwsbati 0 GpeHay Kao
noeHTUTETY Npomnssoda. 3a notpowada, 6peHa npeacrasrba nmuy. Kao wrto ce Buam
Ha cnuum 5, nosMunoHnpare bpeHaa Moxe npencTaBbaTn UHTepdejc namehy osa
ABa yrna nocmatpawa. Kpos pasBoj jeAnHCTBEHe NMUYHOCTM npousBoaalycryra unm
nmua 6peHaa, Koja ngeanHo ogroBapa COMCTBEHOj OCOBUHKU noTpoLuaya, MOXe ce
CTBOPUTU eMOLMOHarHa Besa.

BpeHa ngpeHTUTeT

e Mucwuja/susmja Mo3nunoHunpame BpeHa nmuuy
6peHaa 6peHaa

e BpeagHocTt

e XerbeHun umunil

Cnuka 5: MBeHmumem 6peHda, no3uyuoHupare bpeHda u umuy bpeHOa

U3zeop: Pike, S. (2004). Destination Marketing Organisations. Oxford: Elsevier, p 75.

YcnewaH 6peHa je npowusBod, ycnyra, ocoba unm MecTo, Koje MOXe fa ce
naeHTUMUKyje n Koju cy yehaHu Ha TakaB HauyuH Aa Kynaw unv KOpUcHuK aobwujajy
pernesaHTHe, jeANHCTBEHe AofaTHe BPeOHOCTU Koje HajBuLle 3a40BOSbaBajy Huxose
notpebe. LUTaBuwe, weros ycnex pesyntupa moryhHowhy ga ce oBe gogaTtHe
BPEAHOCTM O4yBajy Y OOHOCY Ha KOHKypeHuujy 3.

MpenosHaTrbMB M ycnewaH GpeHn nosehaBa Tpaxiwy 3a poboM M ycryrama Ha
TPXXULUTY, LUTO NOCINEANYHO AOBOAM M [0 pacTa LieHa Tux poba v ycnyra, a Tume pacTty

37 Aaker J. (1997). Dimensions of Brand Personality. Journal of Marketing Research, 34(3), p. 347-357.

38 David F. D. (2001). Brand warfare. New York: McGraw Hill, p. 107.
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n npuxoa u [obut opraHmsauuwje. Takohe, 6peHO je noTpowadYnma v rapaduumja
cTaHgapgHOr kBanuteTa npoussogda u ycnyre. bpeHa Takohe npyxa opgpeheHe
[AOMyHCKe BpeAHOCTU KopucHUMma gobapa u ycnyra.

YcnelwaH 6peHa npeacTaBrba M3Bop AodaTe BPeAHOCTH 3a opraHusaumjy jep:°

1. OnakwaBa nsrpagkwy OyropoyHUX U CTabunHMxX ogHoca ca KynuuMma u, no Tom
OCHOBY, CTBapa AyropoyHy Tpaxmy.

2. OnakwaBa gudepeHumpare 1 Npeno3HaTibUBOCT Y OOHOCY Ha KOHKYPEHTCKe
NnoHyae.

3. Wt op arpecuBHe KOHKypeHuuje W npeactaBrba Gapujepy ynacka Ha

TpXULWTE.

Moowmxke aTpakTMBHOCT KOMMaHwje N geduHULLE je Kao TPXMULLUHO Mo3HaTor

akTepa.

Moawxke nperoBapavky moh y ogHocy Ha gobasrbave.

Cmamyje yTuuaj MapkeTUHLLKNX Kpuraa.

Mma edbekTMBHUje MapKeTUHLLKE KOMYHUKauuje.

MocToju Beha moh wupera bpeHaa.

B

© NOo O

bpeHaoBn cy 4ecTo HajpegHuja MMOBMHA KOjy noceayjy KomnaHuje. Homxosa
BPeOHOCT je yecTo Beha of BpegHOCTU onpeme, objekaTa n nNpousBoga KOMMaHuje.
KomnaHwuje Tpolle 3Ha4yajHa cpeacTBa Ha pasBujakbe MMeHa bpeHaa nnu 3alTuheHnx
3HaKoBa, Koju cuMbonunayjy KBanuTeT 1 gpyra CBojcTBa Npon3Boaa, kako 6u npueykne
noTpoLLaye aa Kynyjy UCKIby4MBO HXoBe npoussoae.

BpeHngoBu npencraerbajy cumbone koju omoryhasajy notTpowiadnma ga ckpate Bpeme
noTpebHo 3a n3bop npaBux anTepHaTnBa LOK UICTOBPEMEHO NPeACcTaBrbajy rapaHumjy
na he npounsBoau v ycryre 3afj0BOSbUTU HUXOBa OYekmBaratl.

BpeaHocT 6peHaa 3a noTpoLlaya 3Ha4vajHo je JeTepMUHMCaHa NCKYCTBOM KOje OH nma
ca ObpeHOoM YKIby4yjyhn n KOMyHUKaunMoHe nopyke BesaHe 3a ObpeHp koje OH cTBapa
He caMO Ha OCHOBY aTpubyTta 6peHaa Beh yKynmHOr CKYCTBa y NPOLIECY KYMOBMHE U
ynotpebe bpeHaa*.

39 BerobkoBuh, C. (2010). bpeHO meHalIMeHm y cagpeMeHUM MPXULWHUM ycrioguma. beorpag;: LieHTap
3a nsgaBadky genatHoct EkoHomckor cpakynteTta y beorpagy, ctp. 124,

40 Ghauri, P., Cateora, P. (2006). International Marketing, New York: McGraw-Hill Companies, p. 138.

41 Veljkovi¢, S., Pordevi¢, A. (2010). Vrednost brenda za potroSace i preduzeéa. Marketing, 41(1), str.
3-16.

42 Krsti¢, B., Duki¢, S., Popovi¢, A. (2014). Vrednovanje marke kao klju€ne intelektualne imovine iz
perspektive potroSaa. Marketing, 45(1), str. 14-28.
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BpeHn npefcraerba HeonNUNILMBY UMOBKHY, a npoueHe komnannja y CAL v Benukoj
Bputannju nokasyjy na ce Buwe on 80% BpegHOCTM KOMMaHWja Hanasn y
HeonunybMBOj UMoBMHU (Intangible Assets), og 4yera ce npouewyje Aa Ha 6peHn
oTnaga HajMawe 20% HeonunrbUBE BPEOHOCTU, Kao LWITO npukasyje cnuka 6.
HaBepgeHo noTtkpensvyje npumep KkomnaHuje Proctor and Gamble’s Koja je 3a KynoBuHy
Gillette nnatmna 31 munujapgu £, o Kojux je camo 4 munujapge £ 6uno 3a
MaTepujanHa cpeactasa (OnUnNbMBY UMOBUHY), @ OcTaTak of 27 munujapaun £ je buna
ueHa Heonunrbuee umosuHe. Kaga je dunun Mopuc kynuo Kpadpt nnatmo je 12,9 £
MuUnvjapau, LWTO je M3HOCWUNO YeTupu nyTa Buwe Of BPeaHOCTU HUXOBUX
maTtepujanHux cpeacrtasa.*?

. bpenn Bpera _}" Heonunrbvea nmoBMHa MapKeTUHra
H E MNateHTn
1 20% ]
] ] Heonun TexHonoLwlka HeonunibMBa UMOBUHA
[ i Codteepu
______________ IbuBa
' Ocrama | aktuea OnHocK ca KnvieHTUMA }— Heonunrerea nmoBmHa Kynaua
| ECmn E Mpasa auctpubyumje
i IbuBa :
! aktmea | PanHa cHara yI’OBOpHa HeonunsbnBa MMOBUHA
i 55% E MocnoeHu Nyasun
— Onunrbu
Onunrb B
R aKkTuea
akTvBa
25%

Cnuka 6: bpeHO Kao saxHa Heornurn/busa UMo8UHa KoMraHuje

U3eop: www.brandfinance.com (10.02.2018.)

bpeHa je BaxXHO HemaTepujanHO CpPeacTBO KOje 3HayajHO LOMPUHOCKU pesynTaTtuma
nocrnoBaka, JOK ce BpeaHOCT bpeHaa Hajborbe mMepu kao npemuja npuxoaa*t. 3a
BehNHY KOMMaHWja Ha MOCNOBHOM TPXWULWITY, Ha3MB KoMnaHuje je 6pena. OTyaa je
TMNu4yaH OpeHO Ha NOCMOBHOM TPXMLWTY KopnopatMBHu 6peHa. YcnewaH
KoprnopaTusHu 6peHa ce 6asnpa Ha KoprnopaTMBHOM UAEHTUTETY KOMNaHwuje. [NocToje
pasnuyuTe onuuje nsbopa nocnosHor 6peHaa. CBaka o4 HUX MMa CBoje NPeAHOCTU U
HeZloCTaTKe U 3axTeBa ogpeneHe KoMneTeHUnje n pecypce.

BpegHocT 6peHaa (Brand equity) je npemuja BpeaHOCTU KOjy KOMNaHuja ocTBapyje o4
npom3Boga ca Npeno3HaT/ibLUBMM MMEHOM Yy nopefewy ca HEroBUM FeHEepPUYKUM
ekBnBaneHtoM. KomnaHuje wmory kpeupatm BpegHoCT OpeHaa uyuHehu cBoje
npoussBoae HeszabopaBHMM, Nako MPEno3HATIbMBMM, CYNEPUOPHUM Yy KBanuTeTy U

43 de Chernatony, L., McDonald, M. & Wallace E. (2011). Creating Powerful Brands. Elsevier Ltd. Fourth
Edition, p.17.

44 Ailawadi, K.L., Lehmann, D.R., Neslin, S.A. (2003). Revenue premium as an outcome measure of
brand equity. Journal of Marketing, 67(4), p. 1-17.
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noysgaHoctn.*® Kaga je BpeaHoOCT GpeHaa BUCOKa, Kynuu cy cnpemMHuju Aa nnarte
npemujy 3a LeHy npounssoaa.*® CHaxaH 6peHa ce Moxe aeduHucaTi kao 6peHa ca
BMCOKOM BpeAHOLLNY, LITO pe3ynTupa CynepuopHNUM 1 cTarHum NpoTokoM npoduta.4’

KomnaHuja Moxe aa ce onpenenu 3a Heky oa cneaehux crpaTernjckmux onuuja 8:

1. n3bop nameny kopnopaTUBHOr, dhaMunujapHor nnu nHaneuayanHor 6peHaa,

2. n3bop nameny npeMmjymckor nnu knacu4Hor 6penaa,

3. un3bop namehy HaunoHanHor, mefjyHapogHor, TpaHCc-HaumMoHanHor u rnobanHor
GpeHaa.

JegHa o KomnaHuja koja ce GpuHe O BpedHOCTM CBOr OpeHaa je amMepuykm
npoussohayd aytomobuna Chrysler. Nocne packuga katactpodanHor KopnopaTtueBHOr
,opaka“ ca Hemaykom doupmom Daimler, Chrysler-oe HoBu napTHep Fiat je noyeo ga
OXuBrbaBa bpeHa, AENMMMYHO TaKo LUTO je NoYeo Aa ybauyje utanujaHcku wapm m
cekcunun. Fiat je xxeneo ga npuy4ve mnahe, mogepHuje n 6oratnje noTpoLlade v 36or
TOra je pasBMO HOBM [M3ajH KOfa CnNu4aH OHOM CUMMATUYHOM M NocebHOM Koju ce
Moxe Hahu Ha ynnuama Puma. Ca gpyre ctpaHe, Fiat nnaHvpa ga 3agpxu BpeaHocT
OpeHaa cTtapujux mogena kao wTto cy Dodge Ram kamuoH n Town and Country
MuHMBaH. lNpeobpaxaj, BpegaH 1 munujapay gonapa, je NnpoMeHWo uarneg moaena
Chrysler 300 Tako LWITO je 3agpXao TPaHCMUCK]jy HanpaBIbeHY Y Hemaukoj anun my je
aopdao eneraHtaH uarnen v craB. Peknama 3a BpeMe HajnonynapHuje ytakmuue
amepudkor coyabana - Super Bowl-a, koja je Tpajana 2 MuHyTa 1 kowTana 9 MunmoHa
aornapa je npukasana KoOHTpoBep3Hor penepa Eminema koju cmeno usjaerbyje ga cy
kona ,yBexeHa u3 [JeTpouta“.4?

Ha cnvumn 7 ce Buam ga y 6pengoBu ca Hajpehum pactom y 2016. roguHu 6mnu
Facebook, ca pactom oag 48%, Amazon ca pactom og 33%, Lego ca pactom og 25%,
AOK ce Ha 29. mecTy Hanasm Siemens ca pactom o 10%.

45 Page, C. Herr, P. (2002). An Investigation of the Process by Which Product Design & Brand Strength
Interact to Determine Initial Affect & Quality Judgment. Journal of Consumer Psychology, 12(2), p. 133-
147. https://doi.org/10.1207/S15327663JCP1202 06.

46 Beverland, M.B. (2005). Creating value for channel partners: the Cervena case. Journal of Business
& Industrial Marketing, 20(3), p. 127-35. https://doi.org/10.1108/08858620510592740.

47 Rossiter, J. (1994). Brand building: The search for principles in advertising. Journal of Brand
Management, 1(6), p. 332—334. https://doi.org/10.1057/bm.1994.16.

48 Kotler, P., Pfoertsch, W. (2007). Being known or being one of many: the need for brand management
for business-to-business (B2B) companies. Journal of Business & Industrial Marketing, 22(6), p. 357-
362.

49 Muller, J. (2011). Can Fiat’s First Lady Make It in America?, Forbes, 28 February 2011, p 84-87.
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Top Growing Brands
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Cnuka 7: bpeHdosu ca Hajeehum pacmom y 2016. 200uHU

U3eop: http://interbrand.com/best-brands/best-global-brands/2016/ (12.12.2017)

Ha cnuum 8 je npeacTtaBrbeH pacT BpegHocTn 6peHaga Amazon 3a nepuog 2000-2016-
roguMHe, U3 Koje ce BMAM Ada je pacT UHTeH3mBupaH nodeB of 2010 roauHe, oa 6u
BpegHocT 6peHaa 2016, roanHe nsHocuna npeko 50 mnpg. USD.

Growth History

Amazon

Source: bestglobalbrands.com
50,338 $m

H ¥ §

Brand Value $m (USD)
H

Cnuka 8: Pacm epedHocmu 6peHda Amazon

U3eop: bestglobalbrands.com (12.12.2017).
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Cnuka 9 nokasyje fa je og camor ocHuBawa 6peHg Facebook 6enexuno Bucok pacr,
Tako Aa je 3a 5 roguHa BpeaHocT bpeHaa nopacna Ha rotoso 33 mnpa. USD.

Growth History

Facebook
" Source: bestglobalbrands.com 35,593 Sm

Brand Value $m (USD)

Cnuka 9: Pacm epedHocmu bpeHda Facebook

U3eop: bestglobalbrands.com (12.12.2017)

Ocam kaTteropuija koje 6peHa npeacrtasrba cy:>°

1.

BpeHn kao 3Hak BnacHuwTBa (@a nm je ©OpeHg npousBohaya wnu
anctpubyTepa).

BpeHn Kao MHCTpPYMeEHT andpepeHumjaumje (pasnunumtocTtn). bpeHg omoryhaea
KOpUCHUUMMA Oa WOEHTUMUKYjy NpoM3BOL4E W yCryre Kako Mpeko WUMeHa,
nakoBaka MUnn ornawlaBaka, Tako U Npeko nepuenumje notpowada. Kao wrto
MHOIM cmaTpajy, Bpe4HOCT je y oKy nocmaTpada. [lopen tora, bpeHa kao WTo
je MNepcun He camo Ja ce ycnewHo pasfnukyje ce o4 Apyrux npawllkosa 3a
npake, Beh Kog noTpowava cteapa ocehaj gnobujawwa gogate BpeaHOCTMW.
BpeHa kao 3Hak dyHKUMOHanNHocTU. Hekn npomssohaum n TproBum nocebHo
Harnawaeajy yHKUMOHAnNHy CrnocoOHOCT jegHor GpeHaa, Kao rapaHuuje
KBanuteTa.

BpeHa kao cumbon. Hekn 6peHaupaHn npomssog, Kao LWTO cy napdemu mnu
opeha, 3a kynue npegcraerbajy MoryhHocT fa npefcrase cebe (CBoje emoumije,
cTaTyc, uta).

50 de Chernatony, L., McDonald, M. & Wallace, E. (2011). Creating Powerful Brands. Elsevier Ltd.,
Fourth Edition, p. 48-53.
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5. bpeHg kao peayktop pwuanka. MHorm Bepyjy Oa KynoBuHy OpeHaupaHux
npoussoda wunu ycnyra tpeba nocmartpaTtu npe Kao npouec y Kome Kynuu
NOKyLLaBajy Aa CMake pU3MK of AOHOLWEHa OAfyKe O KYMNOBWHW, HEro LUTo
Xerne ga makcummsupajy kopuct. lNpumep je bapmaueyTcka nHaycTpuja, roe
Kynum cmaTpajy MHOroO Make pPU3MYHUM HOBW flEK 3a Aely ako ra Npou3soam
KOMMaHuja ca No3HaTum 6peHaoM.

6. BpeHa kao npaBHa 3awTuTa. [la 61 ce 3awTnTUNE CBOje No3HaTe BpeHaoBe o
CBe MacoOBHuje rnojaBe hancudukoBara, KOMNaHvje BpLUe NpaBHYy 3alUTUTY
6peHaa. Ha npumep, no3Hatv amepuykn npoussohad xutapuua Kellogg vy
CBOjUM pekriama Uctmye YmkeHuly aa je upsenun Kellogg notnuc Ha ambanaxu
3HaK ga noTpoLuayn Kynyjy opurmHanHm nponseoa.

Cnuka 10 npukasyje Heke O HajBaXXHUjUX (pakTopa Of KOjux 3aBuUCU BPEeOHOCT
OpeHaa, kao WTO Cy KBanuTeT U LeHe npousBoda WUnu ycnyra, ctpartervja npogaje,
KOHUMNMpaka MapKeTUHLLKE Kamnawe, NpuUcycTBa Ha WHTEpPHETY, KoprnopaTUBHOTM
naeHTuTeTa, NoApLUKe NoTpoLuaya, na cBe A0 MHTEePHUX dakTopa, Kao LUTO je 0OHOC
3anocneHnx npema bpeHay.

UeHe

Ksanurter MapkeTuHwke
npovssoaa Kamnawe

Crparteruja

7 3anocnexun
npogaje

Kopnopartushu
naeHTUTeT

www

OpaHocu ca Moapwka
jaBHowhy noTpowauy

MNoctpojerba

Cnuka 10: ®@akmopu 00 Kojux 3asucu 8pedHocm bpeHoa

U3eop: www.dreamstime.com (noceheHo 3.10.2017)

JenaH of Hajno3HaTujux cBeTCkMX bpeHaoBa 13 obnactu 3gpaBscTtBa, Mayo KnuHuKa,
je ocHoBaHa kpajem 19. Beka of ctpaHe Dr William Worral Mayo n werosor cuHa. Og
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CBOr noyeTka, Mayo KnuMHUKa je m3pacna y CBeTCcKor Bofy Yy He3n 6onecHuka,
NcTpaxumBarwy M 0obpasoBaky M MocTana je nosHara No CBOjUM CBETCKM MO3HATUM
cneuyuyjanucTMma n MegULIMHCKOM UCTpaxmBawy. [lopen CBoje opurnmHarnHe rnokauuje,
narpagunun cy knuHuke y Llekconsuny Ha ®nopuam n Skocdejlu y ApusoHn 80-mx
roanHa. Buwe oag 500 000 nauwmjeHTa roguwre fobujajy Hery y Mayo OHEBHUM M
CTaHgapaHuMm 6onHuuama. 1996. Mayo je nOKpeHyo CBOjy NpBY CTyaujy Bpe4HOCTU
cBor 6peHa v of Taga pedoBHO paau KBanuTaTMBHE M KBaHTUTaATUBHE MpoLeHe Ha
HUBOY OpXaBe. HbUXOBO UCTpaxuBawe je oapeaurnio cegam bpeng aTpubyta mnm
BpeOHOCTN Koje Ykrbydyjy: (1) wHTerpaumjy, (2) wHterputeT, (3) TpajHocT, (4)
eKkcknyauBHocT, (5) BohcTtBo, (6) mygpocT m (7) nocseheHoCcT. Ha ocHOBY CBOjuX
ncTpaxusawa Mayo KnvMHMKa je cxBaTuna ga je wuxoB bpeHa ,MohaH n gparoueH.”
Takohe cy cxBaTunu ga, nako vMmajy Bpfo nosntueBaH MMUL, MOpajy ha pasBujy
npaeuna 3a 3awTuTy cBor 6peHga, kKao u ga pgossone ga Mayo HacTtaBu ca
nocTmsaweM cBoje mucuje: [la npyxa Hagy v 4onpuHocK 3apasiby 1 Ao6podutn Tako
LWITO MpyXa Hajborby Hery CBakOM MauMWjeHTy KpO3 WHTEerpucaHe KrvMHWYKe npakce,
obpasoBate 1 UCTpaxkmnBare. !

JenaH of HajycneLwHujux 1 HajppegHujux 6peHgosa fbyam Ha ceeTy ja Oprah Winfrey.
Yaconuc Forbs je npoueHno HeHy HeTO BpedHOCT Ha npeko 2,7 munujapge US
nonapa. Oprah je npeBasulina pasHe NU4He npenpeke n CMPoMaLUTBO Y AeTUHCTBY,
n BoheHa cBoOjuM MOTOM ,2KMBWM CBOj HajOOrbU XMBOT NMPEHOCUM CBOj HeymopaH
onTMMMU3aM 1 Xerby 3a pa3sojeM cebe Ha CBOjy opaHLLM3Y, KOja NoKpUBa BESNMKU A0
TPXKULWITA Meanja y pasHuUM genosuma ceeta. Y 3eHUTY NonynapHoOCTU, keHe eMucnje
je rmegano 12 munuoHa reyam gHEBHO caMo y AMepuum, a npukasmearne cy ce y joLu
144 ppxase wwnpom ceeTa. HbeH yaconuc, O (The Oprah Magazine) nma Tupax og
oko 2,5 munuoHa npumepaka. Winfrey je 6una npoayueHT gpama Ha bpoasejy,
urpaHnx unmoBa M CBOje caTenuTcke paguo ctanuue. Kaga je 3aBpwuna cBojy
eMuncujy Koja ce emmntoBana 25 roguHa, 25.05.2011, dpokycmupana ce CBOM KabrioBCKOM
kaHany OWN. HbeHa 0TBOPEHOCT U yBEpIbMBOCT Kof Nybnuke ctBapa xutose og 6uno
Kor nponsBoga unu bpenga kora oHa npenopyyun. ,Oprah Book Club® je naHcupao nyHo
BecTcenepa n HeKW cmaTpajy Aa je cnacuo wTaMmnapcky MHaycTpujy. HbeHa roguwmsa
nHdo-peknama ,OmMurbeHe cTBapu® je NnpeTBopuna Hekag u Mano no3Hate 6pengose
Y UHCTaHT ycnexe.%?

51 Mayo Clinic Brand Management (1999) Internal document, https://www.mayoclinic.org/ (15.03.2017);
L. Berry, L. & Seltman, K. (2008) Management Lessons from Mayo Clinic: Inside One of the World’s
Most Admired Service Organizations. New York: McGraw Hill, p. 237.

52 Berfield, S. (2011). Marketing Lessons from Brand Oprah. Bloomberg BusinessWeek, 29 May 2011.
p.62.
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4.2. Pa3Boj bpeHAaa

BpeHaoBn noctoje BekoBMMa Kao CpeAacTBa pasnukoBawa nNpousBoAda  jeaHor
npoussohaya oa npoussoga Apyrux.® BpeHaupare 3anounke y goba aHTUuke
umBnnusaumje pka n PuMmrbaHa, KOjM Cy KOPUCTUNM O3HaKe W UMeHa paau
noeHTudurkaumje ogpeheHnx npomssoaa, Kao WTO Cy BMHO, MacT unu nocyhe. Pey
,0peHa’  notmye  m3  cTapo-Hopamjcke  peun  ‘OGpaHgap’ Koja  3Hauu
ropeTu/cnanutu/xmrocaTtun (opyrn HasmB 3a GpeHA je Xur), jep je bpeHa 61o HaunH Ha
KOju Cy BriacHMUM CToke obenexasanu cBoja ctaja.

HajpaHunju 3HakoBu cTBapawa bpenaa y EBponn 6unu cy cpefHeBEKOBHU LIEXOBMU,
KOju Ccy of 3aHaTnuvja 3axTeBanu [Ja CBOje MNpou3BoAe O3HavaBajy 3aluTUTHUM
3HakoBMMa kako 6u cebe M Kynue 3awTUTUNM O4 folwmvjer keanuteTa. Tako je y
YMETHOCTU cTBapake bpeHaa 3ano4veno Kkaga cy yMeTHULM noyvenu ga ce noTnucyjy
Ha cBoja gena. KacHuje y 18-om Beky, KoHUenT OpeHaa je eBonympao, na je nocrano
yobuyajeHo kopuwhewe uMeHa npousBohaya ga ©6um ce wugeHtTudumkoBanum ca
npoussogmMma. PeBonyumoHapHa TpaHcdopMauuvja Yy KOHUenTy OpeHaupama
HacTynuna je NonoBWUHOM ABajeceTor Beka. Pa3Boj HOBUX TexXHoOmoruja Kkpeupao je
HOoBe O06fiMKe KOMyHMKaumja u noBe3nBaka MNOCMNOBHUX MNapTHeEpa W CTBapaka
BpeOHOCTM 3a Kynue. BpemeHoM, Kkynum cy noctanu cBe 3axTeBHWjU, LWITO je
MOTMBMKCano npoussohade 3a Kpeumpawe nocebHux u npenosHaTbMBMx BpeHaoBa
npoun3soga unu ycnyra, ogHOCHO u3rpagkwe koprnopaTtusHor 6peHaa, koju omoryhasa
KOHKYPEHTCKY NPeaHOCT opraHusauunju®®. JegHom peudjy, TEXHOMOLLKE WHOBaLuje
yTpne cy NyT NpoAaju 3aCHOBaHOj Ha NoTpoLlavyMma, OAHOCHO, HUXOBOM Npey3nMamy
BrnacHUWTBa Hag 6peHaoBuma .5

Y caBpeMeHMM TPXULIHUM YCOBMMAa [MOCIOBaHkba Kora KapakTepuwy Benuka
KOHKypeHLuja y3 CBakogHEBHE NMPOMeHe, opraHu3aumje HacToje aa Oyay npenosHaTrbumee,
kako 6u npuBykrne n 3agpxane kynue. [a 6u y Tome ycnene, Kpevparwe yCrneLuHor u
npenosHatibuBor OpeHaa ce Hamehe kao umnepaTuB. JedHa of HajU3pakeHUjux
MapKEeTMHLLKMX BELLTMHA je A4a ce CTBOPW, OAPXW, Ojava 1 3awTnuTn dpeHa. YcnewHu
6peHpoBn kao wTto cy BMW, Mercedes, Apple, Sony nnn Nike cy 3axsarbyjyhu
CHaXXHUM BpeHOoBMMA OCTBapUNN NPEOHOCT Ha TPXULITY U cadyBanu nojaniHOCTU
Kynaua.

HajouTHuju 1 HesaobmnasHu 3agaTak MeHalMeHTa je ga Kpeupa jak OpeHg, ca
NOeHTUTETOM, KOju onpaBaaBa NoBepeH-E U NcnywaBa fata obehawa 1 ycnesa ga ce

53 Silver, L., Berggren, B. (2010). The Close Relationship Strategy — Corporate brand development in
banking. Journal of Brand Management, 17(4), p. 289- 300.

54 Keller, K. L. (2003). Strategic Brand Management, Building, Measuring, and Manageing Brand Equity,
New Jersey:Pearson Education, p. 54.
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O4pXu 1 ojava BpeMmeHoM. iaeHTuTeT 6peHaa nspaxana kapaktep 6peHaa komnaHuje
M Ha Taj HA4YMH CTBapa eMOTMBHY NOBE3aHOCT noTpowada. Xvjepapxuja bpeHga ce
MOXe OnucaTtM Kao HayuMH cymupawa cTpaTternje 6peHaa ekCninuUTHUM
NnpukasvBakeM MOpPeTKa CBMX 3ajedHUYKMX U NoceGHMX enemeHata GpeHpa®®.
BpeHaoBu ce cBe BuLLEe NOCMaTpPajy Kao Kiby4yHe Tadke andpepeHumjaunje n ogpxusee
KOHKYPEHTCKe npeaHocTm.>®

Webster n Keller 5’ Hyne 6a3vyHa ynyTcTBa 3a ycrneluHy usrpaawy U passoj bpeHaa
Ha NOCMOBHOM TPXMLUTY:

1. Ynora n 3Ha4aj 6peHanparsa Tpeba aa byae AMPEKTHO Be3aHa ca MOgeNioM
nocrnosawa W CTuuawa npoduta M crpaternjom koja ce 6asvpa Ha
ncnopyLm BpegHOCTMW.

2. MNoTpebHo je pasymeBawe yrore OpeHaa y npouecy oanyydnmBawa o
KYMOBMHW NOCMOBHOT Kymnua.

3. lNoHypna 6asnyHe BpegHocTM OpeHaa mMopa OMTM 3HayajHa 3a Kiby4dHe
urpaye y npouecy oanydmBata 0 KynoBMHU U CaMOj jeauHULM o4ny4YMBara
(LEeHTpY KyrnoBuHe).

4. Harnacak Tpeba ga 6yae Ha nsrpaghun kopnopaTuBHor 6penga, a mory ce
KOPUCTUTK N NOABPEHAOBM.

5. Warpagwa kopnopatmBHor 6peHaa Tpeba ga ce 6asnpa Ha HEONUMILUBUM
erneMeHTMMa, Kao LUTO Cy CTPYYHOCT, NoBepere, Nakoha nocroBawa U
A0NaarbMBOCT.

6. M3beraBarwe KOH(Y3HOr KOpNopaTUBHOI KOMyHWUUMpawa U pasnnuKkoBahe
cTpaTternje kKomyHuumpama n bpeHgmpamsa.

7. MNpumeHa peTtarbHe aHanuse cerMeHTauuje M cermMeHaTta - y OKBUPY M
namehy cermeHata nojeauHUX NPUBPEAHUX rPaHa, Ha OCHOBY pasnuka Y
CTPYKTYPU 1 (OYHKLMOHMCAKY LIEHTapa KynoBUHE Yy TUM CErMeHTUMa.

8. Narpagwa KOMyHMKaLuMja Be3aHO 3a OpeHO Ha OCHOBY WHTEPaKTUBHUX
edekaTta ynotpeba pasHmx meauja.

[aHac ce noa npouecom ynpasrbawa bpeHaoM, OAHOCHO nof 6peHa MeHalLMeHTOM
nogpasymeBa npouec nnaHupawa, OpraHv3oBawa, W3BpLUEeHa W KOHTpone
MapKETMHLLKUX aKTUBHOCTU (POKYCMpPaHNX Ha Kpenpawe NaeHTUTEeTa, XesbeHor umuiia
n penyTtauvje b6peHoa Ha TPXUWTY Y UMby OCTBapuBaka MO3UTUBHE pearnHe
MMOBMHCKe BpeaHoCTM 6peHaa (ryasuna). Ynpaerbawe 6peHaom gobuja ctpaTeLlku

55 Jobber D. (2006). Osnovi marketinga. drugo izdanje. Beograd: Data Status, str. 12-67.

56 Mudambi, S. (2002). Branding importance in business-tobusiness markets: three buyer clusters.
Industrial Marketing Management, 31(6), p. 525-33. https://doi.org/10.1016/S0019-8501(02)00184-0.

57" Webster, F.E.; Keller, K. L. (2004). A roadmap for branding in industrial markets. Brand Management.
2(5), p. 388-402.
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3Hau4aj,

HaunH:"8

w

a aKTMBHOCTM Kpeupara bpeHaa ce Mory cuctemaTv3oBaTu Ha cnegehu

WNarpagwa noeHtuteta 6peHga, ogHOCHO acouwmjauuja npema 6peHay.
MmnnemeHTauunja 6peHaa, ogHOCHO no3vuMOHUpawe OpeHaa y cBecTu
noTpoLuava.

YnpaBrbake 6peHaoM TOKOM XXMBOTHOT LMKNyca bpeHaa.

Ynpaesrbawbe noptonuom OpeHpa, noa  Kojum ce  nogpasymesa
KoopauMHaumja 6peHOoBa KOjU uYMHE MOpTEONMoO y uUWby AOCTU3ana
ONTUMAanHOr YYMHKa.

lNleBepuy ©GpeHga, OOHOCHO MpPEHOC wuAeHTMTeTa HOBUM Jojauuma
Npoun3BogHe NHMje Uy HOBOj KaTeropuju nponssoa (ekcteHauja bpeHga).
BpeaHocT 6peHaa, ogHOCHO marpaawe Wro Behe BpeaHoCTV 6GpeHaa TOKoM
BpeEMeHa.

CtpaTterujcka aHanusa 6peHga (aHanuaa TpXxuwTa, Kynaua, KOHKypeHumje
N MHopMauuja o 6peHay).

58 Cravens, D. W. & Piercy, N. F. (2006). Strategic Marketing. New York: The McGraw Hill. p. 125-322.
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5. ENMEMEHTU (MOAEHTUTET) BPEHOA

YcnewHn 6peHgoBu noceanyjy CHaxaH u npeno3Hatibue naeHTutet. EnemeHTn koju
n3gBajajy npous3Bog WUNW yCryry u pasnukyjy Ux og Opyrux ce HasvBajy enemeHTu
6peHpa. EnemeHTn mnageHtuteTta cy: ume, 6oja, noro, rnac (ToH) 6peHaa, croraH,
nakoBam€ n obenexabsare. 3aTo KIiby4HE MOMEHTE Y Kpenpawy bpeHaa npeactasiba
n3bop umeHa, rnoroa, cumbona, Au3ajHa nakoBawa (ambanaxe) wnu Opyrux
KapakTepucTuKa Koje naeHTUdUKyjy nponssos 1 usasajajy ra o gapyrmx. EnemeHtn
OpeHOoa cnyxe 3a uaeHTMdUKauWjy, pasnukoBawe, npenos3HaBawe OpeHaa U
n3rpagwe No3MTUBHUX CYBjeKTMBHMX MUCM N ocehaka Kynaua, a CBe ca UUIbeM
narpagwe Wwto Behe TpxuwHe BpegHocTM GpeHpa. TecT cnocobHOCTM enemeHTa
OpeHaa y narpaghke bpenga ce 6asmnpa Ha ToMme WwTa 6M NoTpolavym MUCIUAN UK
ocehanu o npounsBoay ,ako v camo 3Hanu 3a Taj eneMeHT 6peHaa“, 0AHOCHO He 6u
3Hanu O ApyrMM HadMHMMa Ha Koju ce MPoM3BOL UMW ycryra jowl peknamupajy mnu
OpeHaunpajy. bpeHO enemeHT Koju npyxa no3uTMBHE AonpuHoce OpeHaoBoj
BpeaHOCTN MPeHOCK NN HaroBeluTaBa ofpehere BpeHe acouujaumje nnm peakuuje.
BehuHa cHaxHux GpeHaoBa npuMmekrsyjy BULLECTPYKe erniemeHTe bpeHga. Tako Hnp.
KOMMNaHvja Huke nocepyje npenosHaTibMB JIOro M yneyatrbms crioraH ,Just Do [t*
(Camo ypagm).

MocToju WecT KpuTepujyma npema kojuma ce bupajy enemeHTn bpenaa:>®

1. HesabopaBaH, (KONMKO ce nako Kynuum npucehajy M npenosHajy enemeHT
GpeHaa).

2. CmucneH, (ga nu je OGpeHa yeBepsbmB, ga nv ynyhyje Ha opgroBapajyhy
KaTeropujy n cactas Nnponssoa unm BpcTy ocobe Koja 6u ra morna KopucTuti).

3. lNpuBnayaH, (KONMKO je ecTeTCKN npusayaH enemeHT 6peHaa).

4. TlpeHocuB, (MOXe nu eneMeHT 6peHaa NpeacTaBUTM HOBE NMPOU3BOAE Y UCTUM
WNU pasnMuUTUM KaTeropuwjama, ga nv LONPUHOCKM TPXWULLHO] BPEeAHOCTH
GpeHaa n3BaH reorpadCKmMx rpaHuLa).

5. Mpunarogreue, (KONWKO je eneMeHT OpeHga npunarog/bMB M NOASNOXaH
aorpaghsn).

6. 3awTtunheH, (KONMKO ce NpaBHO MOXe 3alWTUTUTU enemMeHT BpeHaa n Kako ce
MOXE 3aLUTUTUTK OF KOHKYpeHLuje).

HaBeneHnun kputepujymmn 3a ogabup 6peHa enemeHarta, npukasanu cy y tabenu 1.

59 Kotler, P., Keller, K.L., Martinovi¢, M. (2014). Upravljanje marketingom. 14. lzdanje. Zagreb: Mate,
str. 250.
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Tabena 1: Kpumepujymu 3a o0abup 6peHO erlemeHama

M3Bop: no y3opy Ha: Kotler, P., Keller, K.L., Martinovi¢, M. (2014). Upravljanje marketingom, 14. 1zdanje,
Zagreb:Mate. n. 250.

1. | HesabopaBaH *[1lako ce npenosHaje
(YnamTrbums) *Jlako ra ce ceTuTn
2. | CmuncneH (3HavajaH) *OnucaH
*YBepromB

3. | MNMpuenavaH (Jonaareue) *3abaBaH 1 UHTepecaHTaH
*BoraTa Bu3yenHa v sepbarnHa cnvka
*EcTeTckn npujataH

4. | MNpeHocuB *Y 1 KpO3 KaTeropuje nponssoaa

*Ha kynType npeko reorpadckmx rpaHuua
5. | Npunaroasreme *®dnekcndbunax

*Moxe aa ce axypupa
6. | Moxe 6uTtuK 3awTmheH *[paBHO

*Of KOHKypeHuuje

MpBa Tpu KpuTepujyma (ynamTribuB, 3Ha4ajaH, Aonagsrbue) cnagajy y MapKeTUMHLLKY
odaH3MBHY cTpaTernjy u rpage BpegHocTt OGpeHpa. [Nlocnegwa Tpu (NpeHocwuB,
npunaroarbms, 3awTMheH) uMMajy OedeH3MBHY yrory 3a yTuuaj U ogpxaBahe
BpegHoCTM bpeHaa kafa je bpeHn CyodeH ca pasHUM npunukamMa n orpaHnyernuma.

Mmepnawe camo Ha GpeHaupane Kao AaBawe MMEHa, AN3ajH Un peknamupane je
CyBMLIE KpaTKOBMOO W TakBa nepcrnektnBa ckpahyje XMBOTHM Bek OpeHAa.
BpeHaunpame je ckyn PyHKUMOHANHNX 1 eMOLMOHANHNUX BpeaHOCTU, Koje omoryhasajy
opraHusauuju ga obehasa KOpUCHUUMMA OOXUBIbaBake jeQUHCTBEHUX N MO3UTUBHUX
NCKycTaBa.

Cnuka 11 npukasyje enemeHTe OpeHOa Kora 4YuHe I5Oro, AuM3ajH, MNOBeEpee,
NOEHTUTET, MAPKETUHT 1 Op.
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R =

DESIGN VALUE

=

ADVERTISING MARKETING

Cnuka 11: EnemeHmu 6peHda

Uzeop: https://www.slideshare.net (15.02.2018)

Takohe, Hekn oA HajBaXXHUjUX eneMeHaTa GpeHaa npukasaHu cy Ha cnuum 12,

T\

\
JINHKOBK |

N e N
[ WL ) / ENEMEHTU | 3ByK |
’ BPEHAA (rnac) |

Cn®\| ’/ \‘\
] e MNakoBarwe |
(nopyka) r\ :

UnHrn |

Cnuka 12: EnemeHmu 6peHda

U3seop: https://www.slideshare.net (15.02.2018).
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KFC je Hajno3HaTuju CBETCKM NaHau, pectopaHa Koju Cry>Xu NUIeTUHY U Heros ycnex
je 6e3 cymwe [enom nocTUrHyT 360r ceTa jakux, ynamTIibMBMX, 3HaAYajHUX WU
aonagsemeux 6peHn enemeHaTta. Mime 6peHaa ykasyje Ha TO wWTO Gpen Hyawu:
Kentucky Fried Chicken. CnoraH koju je Hactao 50-ux rogumHa ,006ap ga npcre
nonwxewl“ je ofjekHyo y nopoguuamMa LWMpoM cBeTa M HacTasrba aa 1o paau Beh 50
roanHa, 3ajeqHo ca HUXOBUM NPEno3HaT/bLUBMM MNaKoBaH-eM, NarnMpHOM LPBEHO-
6enom kodumuom. NMuonnp KFC-a, nykoBHMK Harland Sanders, je n gar-e rmaBHu nuk
n cumbon KFC peknama, nakoBawa W ©OpenguHra. ,lykoBHUK® je jegaH of
Hajnpeno3HaTIbLUBMjUX, MOLUTOBAHNX U BOSbEHUX BpeH MKOoHa uMkaga CTBOpeHux. U
noped Manux OAEBHUX MPOMEHa, OH HacTaBrba Aa noAaceha Kynue Ha YKYCHy,
KBanuTETHY, CBEXY NUNeTuHy ca 11 TajHUX TpaBKM W 3a4MHa KOjy je noyeo Aa npaswu
npe 50 rogmHa. Odwmumjanim KFC URL je kfc.com koju cagpxu sBuwe og 30
MHTepHaLuuoHanHmx web cajtosa wnpom Amepuke, Eepone, Asuje n Ayctpanuje.®°

Cnuka 13: "The Colonel" (IykogHuUK) - 6peHd ukoHa komrnaHuje KFC

U3eop: www.kfc.com; www.kfc.com.au (15.02.2018).

60 www.kfc.com, (15.02.2018); www.kfc.com.au (15.02.2018).
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5.1. Wme 6peHpa

Mwve OpeHpa je pedy unu pedn kKoje maeHTUdUKyjy He camo npousson, Beh wu
npoussohava 1n rosopu o camoj cpxu 6peHaa. OHO nogpxkaBa CrnKy KOjy KoMnaHuja
Xenu aa npeHece knvjeHTuma. Moxe ce cactojatv o4 peun, crioa unm 6pojesa. Vime
6peHna 6u Tpebano aa Oyae pasnMuMTo 04 MMEHa KOHKypeHaTa, kako 6u ra unrbHa
rpyna notpowadva ©p3o 3anamTuna, npenosHana M nako usrosopuna, ga Oyae
CnocobHO fa oncTaHe y AyroMm BpPEMEHCKOM nepuogy M cnobogHo 3a nerarHo
pernctpoBarwe. EdukacHo ume 6u Tpebano ga byae Ha npBOM MeCTy Yy [fnaBu
noTpoLlada Kkaga nomucrie Ha noTpeby Kojy xene Aa 3agoBosbe. Mime BpeHaa moxe
Aa byae Bpnio ecbektaH CTeHorpaddCkm HauMH KOMyHUKaLumje. 3a pasnuky o pekrnave
Koja MOXe TpajaTM nona MWHyTa, npoueca npodaje Koju MOXe Tpajatm caTtuma,
noTpoLlayn ume 6peHaa n HEeroBo 3Ha4YeHe PErNCTPYjy U akTUBMpajy y CBOM Nnamhery
Yy POKY OA cCaMO nap CEeKyHAMW.

Mpunukom pasmaTtpara Kputepujyma 3a m3bop edukacHor umeHa 6peHaa, Heke of
cMepHuLa mory 6uTtn:t

1. Nme OpeHpa Tpeba ga Oype jegHoctaBHo. Mme Tpeba ga Oype kpaTko,
pasyMSbUBO, jep je Nnaklle 3a Kogumpake KpaTke peun y Memopuju. To je pasnor
3awWwTo noTpowaymn Bone ga ckpahyjy nmeHa, ymecto Pepsi Cola je Pepsi,
Budveiser nocrtaje Bud, Apple MacBook noctaje Mac.

2. [a Gyge no3vTMBHO, Tj. Oa M3asnBa MNO3UTUBHE KOHOTALUMjE Ha TPXULLTY,
O[HOCHO Aa Hema HeraTMBHEe KOHoTauuje.

3. Nme BpenHpa 6u Tpebano ga 6yme npenosHaTibMBO, Kao wWTo cy Kodak u
Adidas.

4. Nwme 6peHaa 6u Tpebano ga byge cMucneHo n komnatubmnnHo ca npoMsBo4oMm
UnNn ycnyrom, kao kaga ce 6atepujama ga ume Energizer, wTo acoumpa Ha
Noy34aHoCT Y AaBake eHepruje, unu nve Timex 3a caToBe.

5. Nme GpeHpa uckasyje emouujy, ka0 nmeHa napdgema kao wto cy Clinique
Happy 1 Ralph Lauren’s Romance.

6. Nme b6penpa Tpeba ga Oygoe pacnonoxueo, WTO nogpa3ymeBa da je npe
AOHOLLEeHEe offyke O MMeHy noTpebHOo yTBpauTU Aa nun je ume croboaHo,
O[HOCHO Aa Huje 3aKOHCKM 3awTUheHo o CTpaHe HeKor ApYyror KOpUCHMKa.

7. WN3beraBatn npeTepaHy ynoTpeby uHuumjana. [poTOKOM BpeMeHa Heku
6peHaoBu, kKao Ha npumep International Business Machines (IBM) unn General
Electric (GE) mory 6uTu npenosHatm Kao wuHWUMjanu, anu je notpebHo
ogpeheHo BpeMe ga nHuumjany NocTaHy NoBe3aHn ca MMeHoM bpeHaa.

61 Kapferer, J.N. (2008). New strategic brand management : creating and sustaining brand equity long
term. Kogan Page, 4th ed. p. 19.25.
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8. Pa3Butm wumeHa koje omoryhaBajy ¢nekcmMbunHocTt, Koja nogpasymesa
mMoryhHoOCT fa ce 6peHf npunaroan NpoMeHsrbMBuM notpebama TpxuwTa, aa
ce wupu ca nakohom, kao wWTo je Apple 6uo y cTawy Aa cBOje Mme NpoLumpm
ca payyHapa Ha mobunHe TenedoHe, 3agpxaBajyhu nmuy 6peHaa.

9. Pa3Buntn uMeHa koja cy MehyHapogHO npuxBaT/bMBa, OAHOCHO Hemajy
HeraTMBHY KOHOTaUMjy Ha je3nKy Apyre 3eMsbe, Kao HMp. WTOo MMe ayTtomobuna
Ford Kuga uma HeratneBHy acoumjaunjy Ha 6onecT koja je Hekaa xapana. dopa
je y bpasuny HanpaBmo CRMYHY rPeLUKy Tako WTO je CBOj Moaest aytomobuna
Ha3Bao »Pinto«, He3Hajyhu ga oBa pey Ha GpasuriCkOM CreHry o3HadyaBa
»MYyLLUKEe Mane reHuTanmje«. KapaktepuctnyaH npumep je aytomodun General
Motorsa Chevy Nova, jep Ha3uB y JykHOj AMEPULIN »N0 Vak 3HaA4YN »HEe Nhe«.

10.[Ja uma TpajHy BpegHoCT, aa byae opujeHTUcaHo Ka 6yayhHOCTU, OAHOCHO Aa
No3nUMOHMpPa KOMMNaHWjy Ha nNyTy pacTta, NpoMeHe 1 ycnexa.

Koa 6peHagupana nponssona, 0OgHOCHO u3bopa nmeHa 6peHaa, KoMnaHuja Moxe aa
KOpUcTn®?;

1. CrtpaTteruvjy kopnopaTUBHOr MMeHa (MOHOMUTHA cTpaTerunja), rae Npon3Boan Hoce
nMme komMmnaHuje (kopnopaumje), Kkao wWTo nokasdyje cnuka 14. KomnaHuje kao
General Electic i Samsung kopucTte cBoje uMe 3a cBe CBoje npoussoe. Takohe,
nopepn KopnopaTnuBHux bpeHaoBa, Hekan ce Kopucte n noa-6peHaoBu, Koju nvajy
nedvHucaH mefhycoGHM OHOC KOjUM ojavaBajy je3rpo bpeHnaa kojem npunagajy.s3

Samsung

PpuxKngepu Tenesusopu Komnjytepwu TenedpoHun

Cnuka 14: MoHonum+Ha cmpameauja 6peHOupar-a UMeHa

Ussop: aymop

62 Lee, K., Carter, S. (2005). Global Marketing Management. Oxford: Oxford University Press, p. 1-680.

63 Aaker, D.A., Joachimsthaler, E. (2009). Brand Leadership. London: Simon & Schuster, p.102.
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Amepunyka komnaHuvja FedEX je npumep MOHONUTHE apxuTtektype OpeHaa, Koja
kopucTtu 60oje kako 6u ce nctakao noa-6peHn, Kao WTO nokasyje cnvka 15.

Express Ground

®

Freight

FedEx. Fed

Office Trade Networks

Cnuka 15: MoHonum+a cmpykmypa 6peHOa FedEx corporation

U3eop: fedex.com (18.02.2018).

2. Crtparervjy vianeBmngyanHux uMeHa, rge komnaHuja He Be3yje CBOjy penyTauujy 3a
penyTtauujy npomssoga. KomnaHuvje y Tum cnyyajesuma Aajy MHaMesmayanusoBaHa
MMEHa CBOjMM HOBUM MPOM3BOANMA KOja HEMajy Be3e ca UMEHOM KoMnaHuje (Hnp.

Procter & Gamble, 6peHnosu npondsoga Pampers n Pantene), kao WITO nokasyje
cnuka 16.

Procter &
Gamble
Head & Max Factor Ace Tide
shoulders

Cnuka 16: Cmpameeuja uHOusudyasiHux umeHa

Useop: aymop
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3. Crtpartervjy damunujapHor MeHa, koja nogpasymeBa hopmupane jeaUHCTBEHOT
MMEHa Koje MOoKpuBa LWKUpy rpyny pasnuyunutmux npousBoda Koju npunagajy
pasnuuuTum TpxkuwTuma. MNMpumep je komnaHuja Ford, kao WwTo nokasyje cnuka 17.

Ford

Ford Ford
Taunus Ford KA Mondeo Ford Fokus

Cnuka 17: Cmpameeuja ¢ghamurnujapHoe umeHa bpeHda

U3eop: aymop

4. Crparternjy npuBaTHor bpeHga, kaga ce npomsBoau ycTynajy Tpehoj cTpaHu wm
npoaajy nog tyhum 6pengom (Hnp. K plus).

5. Crtparerujy cermeHTupaHor 6peHanpaHor npom3Boaa, koja ce KopucTu 3a nocebHe
NMHWje npou3Boda Koje Cy HaMeweHe yHanped AedUHUCAHUM  TPXULLHUM
cermeHTuMa.Tako ce wamnoH komnaHuje Gillette Silkience koju ce y ®paHuycKoj
3o0Be Soyance, y tanuju 3oBe Sientel a y Nemackoj Silience. Benukn HegoctaTtak
kopuwhewa pasnMunTux MMeHa 3a UCTM NPOM3BOA NpeacTaB/ba CTBapake
BMCOKMX TPOLLKOBA 360r pasnnunTux eTuketa, NakoBara v peknammpama.

Cama umeHa OpeHaoBa umajy pasHoBpcHe obnuke.®* NocToje nMmeHa GpeHpooBa
3acHoBaHa Ha:

1. Mmenuma rbyan (ocHMBa4va,BnacHWKa, npoHanasaya), kao LITO je ko3MeTuka
Estee Lauder, aytomobunun Porsche, nnn Heinz, McDonald’s, Bakery, Ford,
Kraft, Ralph Lauren. lNo3nTnBHa cTpaHa oBakBMx BpeHaoBa je TO WTO je Nakwe
Aa ce nMme 3alITUTKU, a HeraTMBHa CTPaHa je TO LUTO je HeO4BOjMBO BE3aHO 3a
pearnHy ocoby.

2. WmeHuma mecTta Kao Konowscka Boga Santa Fe, Chevrolet Tahoe SUV i British
Airways, Evian, Cascadian farms, Monterey pasta.

64 Room A. (1992). Dictionary of Trade Greatest Brands: An International Review. New York: John Wiley,
p. 126.
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MmeHnma xunBoTuwa kao Mustang aytomobunun, Dove canyH un Greyhound
aytobycnu.

Heka nmeHa GpeHOoBa Cy yaopyXeHa U HepasdBOjHa Of 3HadeHa peyun Koje
Kopucte kao Ha npumep Lean Cuisine, Ocean Spray wu Tickertron, wunu
npenopyyyjy 1 anyaupajy Ha ogpeheHe GUTHe kapakTepucCTUKe UNN KOPUCTW,
kao Ha npumep DieHard akymynatopun, Mop & Glow 4uctaum nogosa u
Beautyrest gyweum.

MamunwsbeHa nmeHa Koja umajy npedukce U Cy(puKkce Koju 3ByYe HayuyHo,
NPUPOAHO MM MPEeCTUXKHO Kao Lexus aytomobunu, Pentium npouecopu wn
Visteon ayto onpema,®® unu nmeHa Nivea, Google, Sony, Compaq, Kodak,
Xerox.

MpeyseTe (ycBojeHe) peumn ynoTpebrbeHe Ha HeobuyaH HauYMH Kao LTO Ccy
Apple, Amazon, Yahoo, Horizon.

Heckpunumju, ogHOCHO onucy npupogde OusHuca, kao wTo je E*TRADE (E
TprosuHa). [NpeaHOCT OeCKPUNTUBHOI MMEHA je LUTO jacHO caoriwTaBa Hamepy
KomMnaHuje, a moryha HeraTMBHa CTpaHa je TO LITO, YKOSIMKO Ce KOMMaHwuja
pasBuja n WMpn, nme Mmoxe aa byae orpaHmyasajyhe.

Heke op meToda koje ce Mory KOpUCTUTM 3a reHepucare MmeHa GpeHaa mory aa
obyxBaTe:56

ogabhwbdE

Brainstorming

"pynHe anckycuje (3anocneHu, noTpoLLayn)
WHcnnpaumjy

Acouujaumje

Takmuyena namehy sanocneHmma
KomnjyTtepckn reHepucarwe VmeHa.

Mme komnanuje ,Apple“ je jeaHocTtaBHa anu wn gobpo no3HaTa pey Koja je
npenosHaT/bMBa Yy KaTeropuju npousBoda Kao WTO Ccy Komnjytepu, TenedqoHu,
TabneTtu n ap. n Koja je 36or Tora NoOMorna y passujary CBECTU 0 bpeHay. 3Havere
peun, jabyka, je aytomaTcku gasana upmu ,npujaterbcku cjaj“ n Tonsay NNYHOCT
6peHay. Takohe, BM3yenHo je nojayaHa flOrooOM KOju Ce nako NPeHoCu y pasnuyute
KynType npeko reorpadpCckmx rpaHuua. To nme Moxe fa ce Kopuctu Kao nnatdopma
3a cyb-bpeHaoBe kao WwTo cy Macintosh, a ga npu Tome nomaxe y ysohewy b6peHq

65 Keller K.L. (2013). Strategic Brand Management - Building, Measuring, and Managing Brand Equity.
Pearson Education Limited. 4th ed., p. 261.

66 Kapferer, J.N. (2008). New strategic brand management : creating and sustaining brand equity long
term. Kogan Page. 4th ed., p. 206-210.
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ekcteHsnja. Kao wto Apple nnyctpyje, nobpo ogabpaHo nme 3a 6peHg Moxe nyHo ga
AonpuHece BpeaHocTn 6peHaa.

52. Ioro

Jloro npepncrtaBrba BaxkaH eneMeHT BU3YerHOr KoprnopaTuBHOr uaeHtuteTa. [Jobap
noro Tpeba aa 6yae ayteHTMYaH, Npeno3HaTibUB, je4HOCTaBaH, Aa NpUBNaYvn naxky
N OoCTaBrba yTucak. 3a noro je BaxaH nsbop 6o0ja, na gobpo msrnega y upHo 6enoj
Goju 1 ga ce MoXxe KOPUCTUTU Y PasnMYnTUM BENUYMHaMa, Ha BU3MT-kapTama Kao M
Ha 6unbopamma.

YcnewaH noro Hajyewhe wu3asmBa CnuyHy nepuenuujy ko BehuHe noTpoLuava.
lMojaBa jeanHCTBEHOr MUcnosrbaBaka UM nNpuxeatawa YHUPUUUPAHUX NepLenTUBHUX
acouujaumja noro-a 3a rpyny noTpoLuaya Hasuea ce 1 CTuMyrnaunoHa kogabunHoct.®’
Jloron 6pengoBa mory umatm noteHumjan ga KomyHuumupajy u nojadaBajy obehamwe
O6peHaa ga NOMOrHy KynuMma y HWXOBOM CBaKOAHEBHOM XMBOTY, a TUMeE rl0rou
ojayaBajy ofiHoC Kynaua ca 6peHaom.58

Jloro je Tnorpadckm 3HaK Koju ce cacToju o4 uMeHa ncnucaHor ogpeheHmum obsmkom
cnosa nnu/v cumbona, uptexa, rpba, ambnema, BuHeTE U Ch., KOjU cTBapa ogpeheHe
acoumjaumje, BepoBaka U ovekmBawa noTpolwladya. EnemeHtn GpeHpga kao WTO cy
noro m cumbonu mory ©utm 6asmpaHuM Ha Jbyauma, MecTMma, CcTBapuma W
ancTpakTHUM crivkama. Y peknamama, KopucHuum ceora 6penaa nmajy nyHo nsbopa y
opabupy 6poja 1 BpcTe enemeHaTa bpeHaa Koje xene ga kopucTe 3a ngeHtudukaumjy
CBOjMX Npou3Boaa.

1.1.1. TvnoBwu noro-a

1. TekcTyanHu, Koju nogpasymeBa ogpeneH obnnk croBa KojuMm ce ucnucyje nme
KOMMaHuje, Npon3Bo4a MUnu ycryre, kao WTOo cy cneaeha noroa npyMkasaHux Ha
cnvum 18:

67 Clow, K. E. & Baack, D. (2005). Integrated Advertising, Promotion & Marketing Communications.
New Jersey: Pearson Education, p.53.

68 Eisingerich, A. B., & Rubera, G. (2010). Drivers of brand commitment: A cross-national investigation.
Journal of International Marketing, 18(2), p. 64—79. https://doi.org/10.1509/jimk.18.2.64.
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Linked 3 Go 816 é’@%

Cnuka 18: TekcmyasnHu 11020 N03HamMuUX KOMaHuja

U3eop: Iwww.google.rs/search?g=logo (19.02.2018).

1. padunykm cumbon, uptex, ambnem, rpd, BUHETa, Kao WTO Cy NpMMepU foroa
Apple, Nike, Olimpijskih igara, Starbucks, Mercedes Benz, npukasaHux Ha
cnvum 19:

" — OO@% S

Cnuka 19: [paguyku 1020 No3Hamux KomrnaHuja

Uzeop: Iwww.google.rs/search?g=l0go(19.02.2018).

Kaga noTtpowaun Apple-a 6p3o Buge Apple logo, oHM Hajyewhe nomucne Ha
MHoBaUWjy 1 yxmBawe. Jloro, koju je 1976. roguHe gusajHmpao Pob JaHod (Rob
Janoff), npeacrasrba 3arpmxkeHny jabyky — npujaterbckm cMm0on 3Hawa U, Kako ce joLu
cmatpa, cumbon aHapxuje y PC ceeTy. OpurnHanym noro 6uo je obojeH y ayruHe 6oje,
anu caga npencrasrba je4HOCTaBHM jeAHOB0jHM 3HaK.

Kaga je 1909. roguHe Notnuo Jajmnep (Gottlieb Daimler) kpenpao opurnHasnHu noro
3a Mepuegec-beH3, OH ce cacTojao of npukasa TpOKpake 3Be3de, Koja je
npecTtaerbana goOMuWHaUWjy KoMnaHuje ,Ha 3emMrbu, Mopy U y Basayxy“. Caga oBaj
cumbon npeacTtaerba, nNpe ceera, fnykcy3 u Hajbpxe aytomobune. Cumbon je 6mo
ApaMaTU4HO NojeAHOCTaBIbEH TOKOM NPOLUSIOr BEKA M OCTAO je€ BEOMa NPENo3HaTIbMB.

2. KombuHoBaHwu, rae ce 5ioro cactoju u3 TekctyanHor n ogrosapajyher rpacouykor
pelwena, npukasaHmx Ha cnuum 20:
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Cnuka 20: KombuHogaHu 51020 no3Hamux KoMraHuja

U3eop: Iwww.google.rs/search?g=logo (19.02.2018).

Pasnuuntn dpopmaT noroa ce KopucTe 3a WTaMname N eneKkTpoHCKe npeseHTaumje,

Kao LUTO cy

1. BekTop chopmat
2. Pactep coopmat n
3. Merta copmar.

5.2.1.CnoBa ob6nuk u 6oja noro-a

M360op crnoBa je BaxaH jep ocTaBIbajy yTUCaK Ha noTpoLlaye 1 ynueajy nosepemne. Ha
cnuun 21 je npukasaHa naneta pasnuuutux crioBa (poHTOBa) Koja KopucTe

KOMnNaHwuje.
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Cnuka 21: N36op crosa pasnudumux KomMnaHuja

U3eop: https://images.search.yahoo.com (20.02.2018).
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Mpunukom napage noro-a nocebHy naxwy Tpeba obpatntn Ha n3bop obnuka n 6oja.
Kopuwhenem ogpeheHnx 6oja ce ctBapajy ogpeheHe acoumjaumje kog rbyau, jep 6oje
Cy 3a O4YM OHO LUTO je My3uKa 3a ywu. Tako xyta cumbonuayje UHTENEKT, Bepy,
AobpoTy, npujaTesrbCTBO; HapaHacta cumbonuayje TPOomncKy atmocdepy, packoLl,
CTpacT, ersoTuKy; Nnaea: BEPHOCT, NOBEpPEH-E; IbybnyacTa: 04aHOCT, jeANHCTBEHOCT,
npaBay, WUCTUHY; CUBA: HeyTpariHOCT, CTabWNHOCT, MyApPOCT; 3eneHa: mMup, pacT,
HoOBaLU, 34paBrbe, MyApoCT; LpHAa: NOTULLTEHOCT, TajHOCT, NpasHWHY, O4aj; LupBeHa:
cTpacT, onacHocCT, MnagocT, y3byhewe. boja ce kopuctn ga usasoBe emouuje U
n3pasm ocobuHe OpeHga. OHa noacTuMye acouuvjaumje ca OpeHaom u ybpaasa
pasnvkoBake, Kao LWTO noTpowlaydn, naeHTnugukyjy Koka-Kony ca upBeHom 6ojom,
nnn ME® ca nypnypHoM. JeQHOM peyjy, HaKoH BU3yanHe nepuenuuje, Mo3ak ,4mTta’
60jy, HaKOH LUITO perncTpyje obnmk, a Npe Hero WTo Npo4vnTa cagpxaj. 3ato, bupame
6oje 3a ngeHTUTEeT 3axTeBa CYLUTMHCKO pasymeBake Teopuje 60ja, jacHy BM3ujy Tora
kako 6peHa Tpeba ga Byae nepumnupaH U pasnuKoBaH of ApYrux, kao U cnocobHoCT
Aa 3agp>Xu OOCNeAHOCT U 3HaYeHe Y pasnmunTtuMm Meauvjma, Kao LWTO je npukasaHo
Ha cnuumn 22.
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Cnuka 22: lNpumepu 3Havyera 60ja 3a KoMnaHuje

U3eop: http://www.coolinfographics.com/ (19.02.2018).
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®paHuycka komnaHuja Michelin je naHcupana HOBY, BUTKWjy BepP3ujy HUXOBOT
nosHator pgeberbywkactor Michelin 4yoBeka (4vje ume je Bibendum) 3a cBojy
CTOroAuLUHNLY, Kao WTO je NpukasaHo Ha cnvum 23. Y 13jaBu 3a Wtamny Hanucanm
cy: ,Tawn 1 HacmejaH, Bibendum he narnegaTtn kao Boha nowTo To U jecte n umahe
oTBOpeH n yBepsrbms ctas“. 2000. roanHe Bibendum je nsabpaH 3a ,Hajbosrbu noro
nKkaga“ Ha TakMmyewy 4Ymjn je cnoHsop 6mo Financial Times. Y cBeTCkoj kamnamwmn
2009. rognHe y kojoj je oBaj Nk 6o rmaBHKM xepoj, Michelin YoBek, KOju je eKCKMy3NBHM
dokyc Michelin-oBor peknamupawa og 2001. roguHe, je npewwao M3 ,NacuBHUjer
noapxada y akTMBHujer pewlasaoua npobnema®“. lNojayaH crnoraHom ,lMpasa ryma cse
MeHa“ HOBa KamMnakwe Harnawasa ynory Kojy ryme (nHeymatuum) wmajy vy
CBaKOOHEBUM XMBOTMMA Ibyam.5°

Cnuka 23: Michelin yoeek - jedaH 00 Hajrno3Hamujux ceemcKux yio2oa

U3zeop: Parpis, E. (2009). Michelin Gets Pumped Up. Brandweek. 6 October 2009; Parloff, R. (2005)
Michelin Man: The Inside Story. Fortune. 19 September 2005; Marcus, B. (2007) Brand Icons Get an
Online Facelift. 30 May 2007, www.imediaconnection.com (19.02.2018).

69 Parpis, E. (2009). Michelin Gets Pumped Up. Brandweek. 6 October 2009; Parloff, R. (2005) Michelin
Man: The Inside Story, Fortune. 19 September 2005; Marcus, B. (2007) Brand Icons Get an Online
Facelift, 30 May 2007, www.imediaconnection.com ,(19.02.2018).
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5.3. mac (ToH) 6peHAaa

ac (ToH) 6peHaa nogpasymeBa HauMH Ha Koju ce GpeHg obpaha (komyHuumpa)
noTpowaynma. lpouecomMm KOMyHUKauuje ce ycrnocTtasrba Be3a namehy norpoiuaya v
6peHga. mac (ToH) mMopajy 6uTn y xapMoOHMju ca jacHOhom u nu4yHowhy kako 6u
3anHTepecoBanu notpoLuade, 6uno ga oHu cnywajy, rnegajy nnm uutajy, jep ceaka
pey Hyan MoryhHOCT UHpopMucara, MHcnupauumje 1 nokpeTawe npude o4 ycta ao
ycTta“. buno ga je y nutaky No3vB Ha akuujy unmn onuc npons3soaa, je3vk obpahama
noTpolwaynma mopa 6uUTK BUTaNaH, jacaH, enokBeHTaH u aupekTtaH’®. HaunH Ha Koju
OpeHa KoMyHMUMpa ca LMibHOM rpyrnom uarpahyje nmuy 6peHga. AKO LMIBHY rpyny
OpeHaa npeacTtaBrbajy TUHejepu, Taga rnac 6penpa Tpeba pa 6yoe cnvyad
HMXOBOM TeMnepaMeHTy: M3a3oBaH, NpoBokaTuBaH, y36yhyjyhu nnn ekcnnosusaH.
MehyTum, ako cy uurbHa rpyna rbyam Koju nmajy npeko wesnecet roavHa, taga rnac
O6peHaa Tpeba ga 6yae cMupeH, NyH noBepexa, 03burbaH.

mac (ToH) 6peHaa je GuTaH 1 pasnukyje ce y MHOrMM cuTyaunjama, Koje cy npukasaHe
Ha cnuum 24.
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Cnuka 24: nac bpeHOa y pasnudumum cumyauujama

U3eop: http://blog.aepadvertising.com/ (19.02.2018).

0 Wheeler, A. (2009). Designing Brand Identity. John Wiley & Sons, Inc. p. 26.
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N36op 6peHa rnaca nogpasymesa 1 n3bop oarosapajyher kpeaTtuBHOr cTuna kojum he
Ce CaonLITaBaTu XerbeHe Nopyke noTpowlaynma. Hekonumko ctunosa KOMyHULMpaka
MoXke GUTU NpeacTaBrbeHO Ha cnegehn HaumH: 't

1.

Cwutyauumja 13 xmnBoTa, KOjOM Ce nokasyje kopuwhere Nnpons3soaa unu ycnyre y
pearnHoM OKpYeksy. (HNp. NopoauLa Koja 3a CTONOM n3paxasa 3a40BOSbCTBOM
HOBUM BpeHaoM Kekca).

C1nn xuBroewa, KOjuM ce Harnawlasa ce Kako ce Npou3Boj yknana y >XUBOTHU
CTUN (HNp. NOpYKa 3a LWKOTCKM BUCKM NOKa3yje 3roqHor YoBeka cpeHnx roanHa
KaKo [p>KM Yally LLKOTCKOr BUCKMja Y jeHO] pyLn OOK ApYroM yrnpasiba CBOjOM
jaxtom). ®aHTasmja, Koja ce cTBapa OKO NpomM3BoAa U Heroee ynotpebde. (Hnp.
ornac 3a napcgem Chanel No. 5 nog Ha3ueoMm ,[logenute daHTasujy").

Yrohaj unn umuni, Kaga ce nusasmBajy yrohaj oko 6peHga kao LWTO je nenota,
mpybas, unu cnokojcteo (Philip Morris-oB ,macho®, Marlboro Man i R. J.
Reynolds ,cool“ Joe Camel).

Mysuka. Kopuwhewe Mysuke y No3agnHu U rnokasmBawe jeHe unu suLle
ocoba nnun nukoesa 13 upTaHMx umoBa Koju neBajy necmy BesaHy 3a bpeHs.
MHorn cy ornacu 3a Coca Colu kopuctunu osakaB obnuk. HajnosHatuju je
HajsepoBaTHuje ornac Coca Cole koju npukasyje necmy HasBaHy ,Boneo 6ux
Aa Hay4uMm cBeT Aa nesa‘“.

Cumbonu nnyHoCTK, Y BUAY NiMKa KOju nepcoHudukyje ogpeherHn bpena. Jnk
Moxe 6utn HaupTtaH (Jolly Green Giant,) unn cteapaH (Marlboro Man, Morris
the cat).

TexHu4yKa CTPYYHOCT, Kaga Ce MoKasyje CTPYYHOCT KOMMaHuje, UCKYCTBO U
MOHOC Yy u3pagu npou3Boda, Kao Ha npumep, ornacu 3a aytomobune,
KoMnjytepe 1 cn.

HayyHu nnu notepheHn gokas, kaga ce NpurvkoM orfnailaBakba UcTudy 6orsu
pes3ynTtaTu unu NnpeaHocTn oA Apyrnx bpeHaosa, Koje cy Hay4yHo AokasaHe, Kao
KOA pekrnamvpara nacte 3a 3ybe. Hekaga cnaBHe, anu n 0BUYHU KOPUCHULN
npovssBoda WNW ycriyre y pekrnamama roBope Kofuko M 3awTo ogpeheHu
npoun3sog Bone (Hnp. kopucHuumn Vitafon-a unu Korege).

Ha cnnum 25 cy cumBonunyHo npeacTaBrbeHe pasHe Nopyke n eMoLuuje Koje pa3Memsyjy
ABa nuua.

71 Kotler P. (1997). Upravljanje marketingom — analiza, planiranje, primjena i kontrola. Zagreb; Mate, p.
121-322.
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Cnuka 25: nacoeHa pa3meHa riopyka, UHghopmayuja u emoyuja

U3eop: https://images.search.yahoo.com (24.02.2018).

LIvHrnoBsu cy mMysmuyke nopyke HanucaHe 3a OpeHf Koje 4YecTo cagpxe LOBOSbHO
,yamua“ u pedpeHa Koju 4ecTo nocTajy 3abenexeHn y cBecTu cnywanaua, 6e3
0063upa xenenv oHM To UNn He. Y NpBOj NONOBUHU ABaAECETOr BeKa KaJa Cy pekname
yrnaBHoM Gune orpaHuMyeHe Ha paguo, Te necmuue cy oune Bpno BaxHa cTaBka y
BpeHanHry.

5.4. CnoraH (Mopyka)

CnoraH 6peHga npeacTtaBrba KpaTKy acouujaTMBHY peYeHuuly unuM u3pas Koju
npeacTasiba CyWTUHY U MUCKjy BpeHda n NpoMoBMCaka CTaBoBa W BPeAHOCTU 3a
Koje ce BpeHA koMmnaHuje 3anaxe. CnoraH (nopyka) 6peHaa npeacTaBiba CBe OHO LWTO
GpeHa xxenu ga caonwTu noTpowadymmMa un Wwrto Tpeba aa pesyntupa ogrosapajyhmum
nmuom 6perHaa. MNopyke GpeHaa PyHKUMOHMLWY O06PO OHAA Kaja Ccaxumajy cpx
npou3soga wnu ycnyre. lNopyka Tpeba ga npvByde nNaxwy, Aa npobyan mHTepec
noTpollaya, Aa CTBOPWU Xerby 3a KyNMOBUMHOM M [a pes3ynTupa akunjoM, OOgHOCHO
KynoBuMHOM. [lamMTrbuBa nopyka pacte LITO Ce BULIE NMOHaBiba W MOYUHKE [a KUBWU
COMCTBEHUM XMBOTOM. CrioraHn Mory fja ce Kopucre Kao ,yauue” unu ,apLike“ 3a koje
Kynum mMory fa ce ,yxBaTte“ 1 Tako cxBaTe 3Hadere OpeHaa v wTta ra YnHn nocebHnMm.

dopmynrcarse Nnopyke 3axTeBa pellaBare YeTupu npobnema:
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Cappxaj nopyke (wta pehn).

CTpykTypa nopyke (kako To pehn).

dopmaT nopyke (Kako To cumbonunyku pehu).
M3Bop nopyke (ko 6u nopyky Tpebao pehn)

hrwbdPE

Hajsehu n3as3oB je ocmmucnnty Nopyky koja he npmByhu naxwy ogpeheHe uurbHe
rpyne, OAHOCHO CBaKOr TPXMULUHOr cerMmeHTta. [lopykama ce KOpUCHMUMMA 4ecTo
obehaBajy kopuctn og ynotpebe npoussoga wunu ycnyra, nokKylasajy npobyauTu
HeraTMBHe UM NO3NTUBHE eMoumje Kako 6 ce MOTMBUCANM NOTPOLLIAYM Ha KYNOBUHY
unn ynyhyjy moparnHu anenun ycMepeHu Ha ocehaj ncnpaBHocTH.

EdekTmBHOCT nopyke 3aBucu of weHe cTpyktype. OBMYHO ce Hajjaun apryMeHTm
CTaBIsbajy Ha NoYeTKy Nopyke Aa 6u nsassanu naxmwy, UNK Ha Kpajy aa 6u ce CHaxHo
ypesanu y namhewe noTtpowada. cTpaxuBakwa nokasyjy [na Hajborbu ornacu
nocTaBsbajy NTakwa 1 SOnyLITajy KopMCcHULMMa ga obnukyjy CONCTBEHE 3aKIby4Ke.

dopmaT nopyke 6u Tpebano ga Oyaoe wuspaxajaH, 6uno ga ce OHa npeHocu y
lWTaMmnaHoMm obnukKy, nyteM paguvja, Tenesusnje unu nu4vHo. MNMopyke ce npeHoce u
caMnm NPOU3BOLAOM W HEFOBUM NaKOBakeM, Na Tpeba obpaTntn naxwy Ha 6ojy,
TEKCT, BENMUYMHY 1 00MnKK.

O6u14HO NopyKe Koje NpeHoce nonynapHe NUYHOCTU U3asnBajy Behy naxwy 1 OA3MB,
Kao kaga je kowapkaw Michael Jordan npegcrasrbao npounssohada natuka Nike nnu
Cindy Crawford ko3meTnykun kyhy Revlon. Nopyke Koju gocTaBrbajy BUCOKO LiEHEHU
n3Bopu aenyjy yeepsrbueuje. 3aTo (papmaueyTcke KOMNaHuje xene ga nekapwu
cBefo4Ye O KOpUCTMMA HUXOBUX MPOM3BOAA, NN a CTOMATOS03M rOBOPE O KBaNuTeTy
n ednKacHOCTU cpeacTaBa 3a oAp)xaBawe 3yba. CroraHum ce 4ecTo nojaBrbyjy y
peknamama, anv Mory aa urpajy u BaxkHy yrory Ha nakoBakuma v Apyrum acnektmma
MapkeTuHLKor nporpamMa. Kaga je Snickers peknamupao ,[‘nagaH? 3rpabu Snickers.”
Taj crioraH ce UCTO MojaBMO U Ha OMOTY 4vokonaguue. MNMpumepun nopyka (crnoraHa)
MO3HATUX CBETCKUX KOMMaHuja NnpukasaHu cy Ha cnuum 26.
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Cnuka 26: lNpumepu ropyka (crioeaHa) no3Hamux ceemckux KomnaHuja

Izvor: https://images.search.yahoo.com (24.02.2018).

HBO TV kaHan ce gogatHo nnaha, na je HBO mopao ga ybegu rmegaoue ga cy
BpeaHn popatHe npetnnate. HBO uma Tpaguuunjy npukasmBaka OpPUIMHANHUX,
NpoBOKaTMBHMX nporpama kao wTto cy Cekc u rpag, Urpa npectona (The Game of
Thrones) koju ce He mory BUAETU HKU Ha jeaHoM oa 6ecnnaTHux nporpama. Kako 6um
nctakao cywtuHy 6pernaa, HBO je cmucnmo gocetrsus cnoraH ,,OBo Huje TB. OBo je
HBO“. EkcTepHO, OBaj crioraH je gao rnegaouuma pedepeHTy Taudky Kako ©ou
pasymenu u copTupanu osaj bpeHn. NHTepHo, cnoraH je omoryhno ga 3anocreHu
UMajy jacHy BU3Njy U LWIb HA yMy, OOHOCHO, LITa rog pagunu, To HUKag He cMe aa
nnM4n Ha obuyaH TB.7?

72 Adamson A. (2007). Brand Simple. New York: Palgrave Macmillan, p. 39.; Grego, M. (2010). It's Not
Just Any Network Executive. Broadcasting & Cable. February 2010, p.20.
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5.5. [lakoBawe u obenexaBawe OpeHaa

MakoBake obyxBaTa CBE aKTMBHOCTM OKO AM3ajHMpara U NpoM3BOAH-E€ Nocyda vnu
omMoTaya 3a npousBod. Kao u gpyrm enemeHtn OpeHpa, nakoBawa uMmajy ayry
ncropujy. NMpBOOUTHM rbYaN Cy KOPUCTUIM XKUBOTUHCKY KOXY M nNnwhe 3a NnpekprBare
N HoWeke Boae 1 xpaHe. [locyae of ctakna cy ce npeo nojasune y Erunty oko 2000
n.H.e. ®paHuyckn nmnepatop HanoneoH je gogenvno 12.000 dpaHaka nobeaHuky
TakMuyerwa Hajborber HauMHa Ja Cce YyBa XpaHa LWTO je [JoBeno [0 MpBOor,
NPUMUTUBHOI BakyMm MnakoBaka.’?

[n3ajH nakoBata M HaunH obenexaBawa OpeHga Cy 3HaA4yajHU 3a u3rpagwy
noeHtTuTeTa bpeHaa jep umajy 3a unrb ga opurnHanHowhy NnpuByKy naxky Kynaua u
nosehajy waHcy ga npoussog wnu ycnyra 6yay npogatu. Germain at al (2010)
cMmaTpajy ga v npe Hero LTo Aeryctupajy npoussog, noTpowayv npenMuHapHo
O4Ny4yjy O TOMe Ha OCHOBY MakoBaka, LUTO UIYCTPYjy NpUMEpOM [a Kaja uurapeTe
nmajy obuyHy ambanaxy, agonecueHtTm ux  cmatpajy  "mocagHum" M
"HenpuBnayHnM".”* 3aTo nakoBawe Tpeba Aa cagpXu jacHO yourbMBoO MMe GpeHaa,
noro un 6oje koju cnyxe 3a 6p3y naeHTUKUKaLMjy U pasfnnkoBake 04 KOHKYPEHUMje.
OcHoBHa (pyHKUMja nakoBawa je [[a 3aWwTuTu Npou3Bog, OLHOCHO cnpeyn aa
npounssog byae owTeheH UnNn yHUWTEH, Aa naeHTudukyje 6pena, ga vHpopmuLle
Kynua (0 cacTtojuMmMa npousBoda, 3eMSbW Mopekna v cn.) W 3agoBosbu notpebe
noTpowlaya 3a 6p3vHom, yaobHowhy 1 Hocusowwhy, Aa 6yay caBpeMeHo 1 ynaarbueo,
Kao u ga byoe OumsajHMpaHO 3a jegHocTaBHy ynoTpelby. Y cBe BehOj TPXKULLHO)j
KOHKYPEHLMjW je BeoOMa BMTaH eCTETCKM YTUCaK O MaKoBaky, KOje Hekaga Moxe butu
cayyBaHO HAaKOH KOH3yMupaha Npomn3BoAa 1 KOpUWheHo y apyre capxe.

LlenokynaH cet OpeHa enemeHaTa cadMwaBa uaoeHTUTET OpeHga m aonpuHocU
pasBujarby CBECTU 0 BpeHay. Koxe3mBHOCT BpeHa ngeHTuTeTa 3aBucK o tora Kosnmko
Cy enemeHTn 6peHaa KOH3UCTEHTHU. NoeanHa cutyauunja 6u 6una kaga 6w ogabpaHu
ObpeHa enemeHTU noapxasanwu jeoHW Apyre, Tako da Mory ga Oyay nako
WHKOPMOpUpaHu y apyre acnekte 6peHaa n MapkeTUHLLIKe nporpame.

"peLuke y MapKeTuHry cy Hekaga 03burbHe 1 ca yropoyHum nocrneguvuama. Jega oq
Hajpehux ceBeTckux npousBohaya ogehe Benetton je Mmao ycnoHe n nagose Yy
pykoBoheny cBOjuM BpeHaoOM U HeroBoM BpeaHOCTU. Benetton je nsrpaguo jak 6peHs

3 Croft N. (1985). Wrapping Up Sales. Nation’s Business (October 1985), p. 41-42.

74 Germain, D., Wakefield, M. A. & Durkin, S. J. (2010). Adolescents’ perceptions of cigarette brand
image: Does plain packaging make a difference? Journal of Adolescent Health, 46(4), p. 385-392.
https://doi.org/10.1016/j.jadohealth.2009.08.009.
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TaKo LUTO je pa3BMO LUMPOKY MOHYAY OCHOBHMX U pa3HOBOjHMX OOEBHUX KOMaga Koju
CYy ce CBMAENM BENUKOM Bpojy Hajpasnnumtmjux kynawua. Hbomxos kopnopaTmBHM CRorax
,YjeomweHe 6oje Benetton-a“ je ckopo caBpLleHO 0OyxBaTao HMXOB XKErbeHU MMULI U
nosvumoHnpawe. O6yxBaTao je He camoO yrnen OAEeBHMX npeameTta (HUxoBa
pasHobojHa npupoada) Hero M yrned noTpolwlada (pasnuuuMTocT SfbyAM KOjU Hoce
HMXOBE OAEBHE NpeaMeTe) 1 Tako CTBOPMO jaky nnatdopmy 3a 6peHa. Benetton-ose
pekname cy nojadasarie no3vuuMoHupawe Tako LWTO Cy MpukasuBane rbyge ca
pasnUYUTUM pacHUM KOPEHMMa Kako Hoce HMXoBY ofehy v npoussoe pasnuyumTmx
6oja. Benetton je npoMeHWo npaBal, CBOje pekramHe kKamnakwe 80-Tux roguHa
Apajecetor Beka W (OKycMpao Ce Ha KOHTpOoBep3Ha [ApyLTBEHa nuTama.
OcmuwirbeHa je y camom Benettonu of ctpaHe nosHator guaajHepa Oliviero Toscani,
N HUXOBWU MOCTEPU U APYrY WUTaMNaHn pekrnaMmHu mMatepujanu caga cy npvkasvsanu
HeyobunyajeHe ¥ NoHekag y3Hemupyjyhe crnuke Kao LWTO je Ha npumep cnuka 6enor
aeTeTa ca Kpunuma aHhena koje cToju nopepn upHor geteta ca haBonvm porosuma,
MW KaTOMMYKOr nona Koju ce Sbybu aa YaCHOM CEeCTpPOM, UK CNMUKY NauujeHTa Koju
yMupe o cuae oKpyXeH CBOjOM NOpoauLIOM CIIMKAHO caMO nap MUHyTa npe Hero LWTo
je NpeMnHyo, unu, camo jegHoM wTamnaHo, 56 cnvka n3bnmsa MyLKUX U XKEHCKNX
reHuTanuja. Benetton je 1994. roonHe naHcMpao peknamMHy KaMmnamy Koja je kowtana
15 munmnoHa gonapa v 6una je wTamnaHa y HoBMHama M Ha ©ounbopamma y 110
3emarba Koja je npukasmBana KpBaBy W ucuenaHy yHUdOpMy MpTBOr ©ocaHckor
BOjHMKa. Kamnawa koja ce 3Bana ,Mu Koju yekamo M3BpLUEHE CMPTHE KasHe“ je
npukasmBana cnuke AMepuyknx 3aTBOpPEHNKa Koju Yekajy Ha n3BpLLUEH-E€ CMPTHE Ka3He
N TEKCTOM KOju ONucyje HuxoBe 3M04YNHE M KONMKO Cy Ayro y 3aTtBopy. Kputudapm cy
OLEHMNM OBE KaMnakwe Kao YMCTO MNpuBMayveHe Naxhe LWOKAHTHUM CTBapuma u
oNTyXmMnu cy Benetton ga kopucte Bpno oceTsbMBe OPYLUTBEHE TeMe Kako Ou
npogasanu emnepe. OunMrnegHo je ga je kamnawa morna ga ycne y ogpeheHom
CErMEeHTYy TpXWUWTa, anu je CBOjOM ,eKCKny3anBHOWNY“ yaarbmna 6peHa og MHOrmx
Kynaua. 36or Tora Huje n3HeHahyjyhe ga npoaajHm 06jektn n dpaHLM3e HUCY YBEK
neno npuxeartane HoBe kamnawe. Peakuuja notpowwaya je 6buna jegHako HeraTuBHa:
y Amepuum npogaja je onana 3a 50%. Jo 2001. rognHe 6poj Benetton pagwu y
Amepuum je onao Ha 150 ca 600 konuko mnx je 6uno 1987 rogmnHe. Og 2001. rognHe
Benetton-oBe pekname npukasyjy KOHBEHUWOHamnHwWje crnuke — TUHejllepe Y
pa3HOOOjHUM ofAeBHUM nNpeameTuma. Benetton n garbe T8pAaM Aa he HactaeBuTu ca
CBOjUM ,APYLUTBEHO OLrOBOPHMM® MPUCTYNOM Tako wWTO he ce dokycupatn Ha
HEKOHTpaBep3He TeMe Kao LUTO Cy pacHa AUCKPMMWHauMja, CMpOMaLLTBO, Aely Kao
pafHy cHary, cBecT o cuau, uta. [NpBa gekaga HOBOr MUIeHVjyMa npeacraBiba Bpeme
Y KOjOj Ce jaBSba jaka KOHKypeHumnja og Zare, H&M-a, n octanux. lNowTo H1UCy nmanm
BEpPTUKANHy MHTErpaumjy HATM NOCNOBHE TakTuke ,6p3e moae“, a nowTo cy u3rybunum
6peHa MoMeHTyM, Benetton cy ycnenu ga npeasvhy Herosu nonynapHu n rmnkmjm
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puBann.”® JeaaH on ,IOKaHTHUX' NMpuMepa kamnawe Benetton-a npukasaH je Ha
cnuumn 27.

UNITED COLORS
OF BENETTON.

unhatefoundationorg

Cnuka 27: lNpumep "wokaHmHe" kamnarme Benetton-a

Izvor: https://images.search.yahoo.com (24.02.2018).

75 Kenna, A. (2011). Benetton: A Must-Have Becomes a Has-Been, Bloomberg BusinessWeek, 10
March 2011. p.12-17.
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6. BPEHA Y OOHOCY HA NMPOU3BOO/YCNYIY

MoTpowayn, OAHOCHO KOpUCHULUM Npom3Boda u ycnyra 6upajy ogpeheHun 6peHn Tek
Kaga ce cnuka kojy 6peHa Kpevpa noknana ca kuxosum notpebama, BpegHocTUMa u
cTunom xueoTta. [1o6po narpaheH 6peng rpagn nojanHoCcT, Te€ Ha Taj HAYMH 3HA4ajHO
yMawyje puU3UK KOju je npucyTaH npu KynoBWMHM MPOM3BOSA WU yCnyre Kojy
KapakTepuLLle HeONUMIbUBOCT 6.

Namehy 6peHaa n npoussoda u ycnyra Tpeba npaBuTtu pasnuky. lNpoussoa je 6uno
LITa WTO Ce MOXe NYHYAUTU TPXULLTY 3a KynoBuHy, kopuwhere, ynoTpeby kako 6u
ce 3a[i0BosbuIie xerbe n notpebe kopucHuka. Nponssoan mory 6GUTK oNUMILUBK Kao
WTO Cy Ha npumep uepeanuje, TEHUC peKkeTu unuM aytomobunu. Ycnyre Hyae
opraHuMsaumje kao LWTO Cy aBuo-KomnaHuje, GaHke W ocurypaBajyha OpywTBa,
npopasHuue, pobHe kyhe, cneunjanu3oBaHe pagre, 0cobe Kao LWTo Cy NonuTuyapwu,
rnymMumn unu npodecnoHanHn cnopTMCcT, MecTa Kao LUTO Cy Ha NpuMep rpaj, Apxasa
nnn 3emrba.

BpeHA je BMLWe o4 npoM3Bo4a 3aTO LUTO MOXe cagpXaBaTu acnekTe Koju ra pasnukyjy
o4 OpYyrnx Npou3Boga Koju 3agoBosbaBajy Ucty notpedy. OBe paanuke mory ga éyay
paunoHanHe n onunsbMBe U Aa umajy Besy ca nepdopmaHcom bpeHga unu ga éyay
BMLLE CMMBONUYHE, EMOTUBHE UIM HEONUNSBbMBE U OHAA Cy MOBE3aHe Ca OHWUM LUTO
OpeHn npeacrtaerba. Hekn GpeHOOBWU npaBe KOHKYPEHTHY NpefHOoCT 3axBarbyjyhu
nepcgopmaHcama npoussoga. llepunnupaH KBanuTeT NPoM3BOAa WM yCnyre Koju
O4YeKyjy noTpowaynm y OAHOCY Ha antepHatMBe je CBe Texe noctuhu jep ce
npoussoaun/ycriyre KOHCTaHTHO noborbLlaBajy 1 BpeMeHOM Cy JOBeNu Ao nopacrta 'y
oyekuBawmma noTpowava. Kako 6m ce nocturao oarosapajyhm wmmuy 6peHaa,
KOMMNaHuje ce dokycupajy Ha KyrnoBUHY U MOTPOWmy. [lyHO MapKeTUHLLKMX
aKTUBHOCTW ce nocBehyjy Hanaxewy HadMHa Aa ce MmoTusuMe npobawe U NOHOBHA
KynoBWHa 04 CTpaHe noTpoluaya. 3aTto ce moxe pehu ga noteHumjanHo HajnoBOSbHMjEe
acouujaumje noTpowlada y ogHocy Ha ©6peHa npousunase M3 camoM UCKYCTBa ca
npounssogom unu ycnyrom. Proctor & Gamble To 30Be ,,Apyr MOMeHaT UCTUHE (NPBU
MOMeEHaT HacTaje y MOMEHTY KYrNOBUHE).

BpeHanpann npoussoan mory ga Oyay kopHdnekc uepeanuje Kellogg’s, Prince
peketTn 3a TeHuc mnm Ford Mustang aytomobunu; ycnyre Delta Airlines, Bank of
America, Allstate ocurypame; cneyujanusoBaHe pagre kao wto cy Body Shop pagwe,
ocobe kao wTto cy Warren Buffet, Mariah Carey unn George Clooney; mecTa Kao LWTo
cy Mapus, gpxasa Cpbuja nnu semrba Ayctpanuja.

6 Beech, J., Chadwick, S. (2006). The business of tourism management. London: Prentice Hall, p. 34-
45.
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Bpengosu, kao wrto cy Gillette i Merck cy roguHama nuaepu y cBojuM Kateropunjama
npou3soa jeaHnM genom 300r huxose ctanHe nHosauuje. KOHTUHyMpaHo ynarawe
N UCTpaXusah-€e N pasBoj Cy pesyntupanu HajHoOBMjUM 1 Npeasogehnm nponssoanma
N TexHukama. AIcToBpemMeHo, copuctTmumpaHe MacoBHe MapKeTUHLLKe cTpaTernje cy
06e36eanne wMxoBo 6p30 NpMxBaTakwe 0 CTpaHe NOTPOLLAYKOr TPXKULITA.

Adpyrm  6GpeHOoBM TO WUCTO MNOCTUXKY TakKTUKamMa Koje HUCYy 3acHoBaHe Ha
nepdgopmaHcama wumxoBux nponssoga. Coca-Cola, Nike, Yves Saint Laurent, Chanel
No.5 u gp. cy roanHama nuaepu Ha TPXKULITY y CBOjUM KaTeropujama npovssoia Tako
WTO pasymejy MOTMBaUMje U XeSbe noTpowada W cTeBapajy ogrosapajyhe u
npyMamMIbUBE CrnKe OKO CBOjUX Mpon3BoAa. Te HeonunibMBe acolmjaumje ca cnmkama
CY jeQnHO No YeMy ce HhUXOBWM NPOM3BOAM PA3fMKYjy Y CBOjUM KaTeropuvjama, Kao wTo
je npukasaHo Ha cnvum 28.77

the
Consumers
Mind

Cnuka 28: CumbonnyaH npukas acouumjaumja no3HaTnx 6peHgosa y rnaBama
noTpowava

U3zeop: http://libguides.colorado.edu (27.02.2018).

MpownsBohaykn GpeHaoBU cy 4YecTo ,BUREHU" Kao NNMYHOCT ca KBarMTeToM, AOK Cy
TproBayku 6peHao0BU BUfEHM Kao NIMYHOCT KojuMa je GuTHa ueHa’s.

77 Keller K.L. (2013). Strategic Brand Management - Building, Measuring, and Managing Brand Equity.
Pearson Education Limited. 4th ed, p. 287.

& Gaolijanin, D. (2010). Marketing u trgovini. Beograd: Univerzitet Singidunum, str.55.
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7. YNOrA BPEHOA

BpeHa omoryhasa noTpolwayunma (kynumma), 6uno ga ce pagm o opraHmsaumjama unm
nojeAnHUnMa, npuvgaBawe HaKMoOHOCTUM ogpeheHoM npoussBody WM ycnysu, LWTO
cTBapa obaBesy M 04roBOPHOCT npoussofhaynma nnu guctpnbytepuma ga 3axrese
Kynaua 3agoBosrbe. Kynum Ha OCHOBY CBOr NPEeTXOL4HOr MCKYyCTBa WCTY BPCTY
npovssoga MOry BpedHOBaTU Ha pasnuuute HauduHe, 3aBUCHO of ©OpeHaa koju
3agoBosbaBa wuMxoBe notpebe. LUTO je XKMBOT Kynaua CnoXeHuju, yxypbaHuju u
BPEMEHCKN OrpaHu4YeHuju, TO je BpedHuja crnocobHocT GpeHaa Aa nojeaHOCTaBwu
AOHOLLEHE 0f1yKe U CMakn PU3KK.

Ynora 6peHaa je ocTBapeHe KOHKYPEHTCKE NPeaHOCTU Koja noagpasymeBa ClocobHOCT
Aa ce 6peHa UCTakHe Ha jedaH Unv BULIE HayMHa, Tako [a ra KOHKYPeHTU He Mory
nako cneamtn. Michael Porter cyrepuwe komnaHvjama pga usrpage oapXuBy
KOHKYPEHTHY MpeaHOCT, LITO je Yy peanHoCTM TeLKo ocTBaprbuBo.’® KoHKypeHTcka
npegHOCT MOXe CMY>XUTU Kao oAckoyHa aacka (leverageable advantage), kao WwTo je
HNp. Microsoft kopucTno cBoj onepaTtueBHu cucteM 3a Microsoft Office, a 3aTnm 3a
MpEeXHe annukaumje.

BpeHa vma Buwe KIby4yHMX yriora Be3aHUX 3a Au3ajH nNpousBoda, OAHOC ca
noTpowaymma M MapKeTUHLLKY KOMyHUKauunjy. bpeHa wuma jeqHOCTaBHY UM jacHy
dyHKUMjy — Aa naeHTudukyje npounssoae unum ycnyre. CeeobyxsaTHa nHTepnpeTauuja
O6peHaa hokycmpaHa jy Ha goaaTy Bpe4HOCT U Ha ogHoC n3amehy KopucHuka n 6penga
Ha HemaTepujarHOM HUBOY nepuenunje n npectumxa: 6pens je cywTuHckn obehamwe
yyecHMKa Ha TpxuwTy ga he gocnegHo mcnopydvmsBaTtu ogpeheHn ceT atpubyra,
kopuctu (6eHedmTa) 1 ycnyra Kynuy.

YcnoB ga 6peHn 6yoe eumkacHO NO3MUMOHMPAH Ha TPXULWITY je Aa noTpoLlayu
KOHKYPEeHTCKe NpegHOCTU MNpou3Boga cMaTtpajy U NoTpoLllavykum npegHoctuma. Tako
HOpP. KOMMaHuja Hehe OCTBapuUTU KOHKYPEHTCKY npeaHocT TBpaehn ga Huxos
npoun3Bog paan bpxxe oA KOHKYPEHTCKMX, ako MoTpollaym He ueHe bpauHy. Kaga ce
KOMNaHuje ycpecpede Ha npegHOCTM 3a noTpowadve, Taga he ocTBaputu
3a,0BOSbCTBO U BUCOKY BPEAHOCT 3a hUX, LWTO A0BOAM 40 Beher npomeTa 1 4O BUCOKE
npocmTabmnHoCcTn KomnaHuje. 3Hawe noTpollaya o 6peHay nma aBa gena: CBecT O
6peHay u umuni 6peHaa. Ceect o0 GpeHay je noBe3aHa ca jaumHOM Tpara y namhemy u
MOX€e Ce MepuTu Kao MOryhHOCT noTpolwada ga npenosHajy opeHg y pasnuyunTum
ycrnosuma. [Jpyrum pevmma, cBect o 6peHay ogHocu Ha MoryhHoOCT noTpoluaya aa ce
ceTn unu ga npenosHa 6GpeHa kao n ga nosexe mme, cumbon u noro 6penga ca
ogpeheHum acouuvjaumjama koje Beh namtu. PasBujakbe cBectn 0 GpeHay nomaxe

79 Porter, M. (1980). Competitive Strategy: Techniques for Analyzing Industries and Competitors. New
York: Free Press, ch.3. p 123.
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noTpoLlaymma fa pasymMejy y KOjoj ce KaTeropuju nponsso Unm ycriyra TakMmdm u Koju
npoun3Boaun n ycnyre ce npoaajy noa tum 6peng nmeHom. Takohe yBepasa notpoLuaye
Koje he notpebe 3agoBOrbMTU BpeHd, OOHOCHO, Koje Cy TayHO OCHOBHE dyHKLMje
6peHaa ko noTpolada. 3Hawe 0 bpeHay nma v gyouHy u wupury. lybuHa ceectu o
BGpeHay mMepu ce No TOMe KOMMKO ce moTpowadn cehajy 6peHga wnu mory ga ra
npenosHajy. bpeHa kora ce moTpolwadyn nako cete uma Oy6rbM HMBO CBECTU Hero
6peHn kora ce camo ceTe kaga ra suge. WuvpuHa 6peHoa mMepu pasHOBPCHOCT
KynSfbeHMX NPOu3BoAa UM PasHOBPCHOCT cUTyauumja y Kojuma noTpoLuaym Kynyjy vy
KojuMm nomucre Ha 6pena. Mmuy 6peHaa je Buherwe BpeHaa oa cTpaHe noTpoluaya
Koje ce ogpaxaBa Yy acouujaunjama o 6peHay y namhewy noTpowlada - wWTa ra
KapakTepuLe v wTa Tpeba aa npeacrasrba y CBECTU NoTpoLLaya.

7.1. BaxHocT OpeHAaa 3a noTpoLuiaye

BpeHaoBu nmajy pasnuunte ynore 3a notpoLlaye n npondsohaye. Hekn oag ekcneparta
3a OpeHauHr Bepyjy Aa 3a Heke rbyae oapeheHn 6peHOoBM MMajy Yak U HEKY BPCTY
penurnosHe ynore, 3amMeHy 3a Bepcke obpede u nomaxy Yy ydspwhuamwy
camonoLliToBara.? Takohe, KynTyponoLuku yTuuaj 6peHaa je orpomaH v nocneaHnx
roanHa pasBuno ce MyHO WHTepecoBawa OKO pasymeBawa MehycobHor yTtuuaja
KynType notpoluayda 1 bpenaa.®! 3Harwe notpoluaya o 6peHay je oa Benuke BaKHOCTU
y U3rpagru BENUKoOr noeepersa npema bpeHay.®? [laHac cy komnaHuje MoTuBUcaHe
[a ynaxy y usrpagty CHaxHe eMOTuMBHe Be3e m3mely notpowaya u 6peHga 36or
ca3Hawa [da TakBa Be3a Boau Behem cTeneHy nojanHocTU noTpowada u 60rbmMm
duHaHcujckum pesyntatuma.®s Varela i al (2010) cmaTpajy oa v KynosuHa npovssoaa
He 3aBWCK camo O ONUMNIbMBUX PM3MYKNX AeTarba, Beh ga Heduanykm getarom Kao
LUTO cy OpeHa v LieHa Takohe yTudy Ha oanyke notpoiuaya.d

80 Shachar R., Erdem T., Cutright K.M. & Fitzsimons G.J. (2011). Brands: The Opiate of the Nonreligious
Masses?. Marketing Science, 30(1), p. 92—-110. https://doi.org/10.1287/mksc.1100.0591,

81 McCracken, G. (2009). Chief Culture Officer: How to Create a Living, Breathing Corporation. New
York: Basic Books, p. 5-95.

82 Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based brand equity.
Journal of Marketing, 57(1), p. 1-22. http://www.jstor.org/stable/1252054.

83 Malar, L., Krohmer, H., Hoyer, W. D., Nyffenegger, B. (2011). Emotional Brand Attachment and Brand
Personality: The Relative Importance of the Actual and the Ideal Self. Journal of Marketing, 75(4). p. 35-
52.

84 Varela, P., Ares, G., Gimenez, A. & Gambaro, A. (2010). Influence of brand information on consumers’
expectations and liking of powdered drinks in central location tests. Food Quality and Preference, 21(7),
p. 873-880. https://doi.org/10.1016/j.foodqual.2010.05.012.
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Moh 6peHaa je y OHOME LUTO NeXn y cpuy 1 MUCrMma notpoluaya. Hekaga je 4oBoSbHa
cBecT 0 bBpeHay ga OM ce u3asBana MNO3UTMBHA peakuuja, Kao Ha npumep y
crny4vajeBvMmMa rge ce ofryka o KyrnoBUHW JOHOCKM Be3 MHOro pasMuiirbara U 'y Kojuma
Cy Kynuu CNpemMHU ca ce oaflyde camo 3aTo WTOo UM je BpeHa 6nusak. Y gpyrum
crny4vajeBuMMa, jake, NO3UTMBHE W jeJMHCTBEHe acouujauuje urpajy KrbydHy yrory y
oapehueaky andepeHumjanHe peakumje koja ogpehyje BpeaHocTt 6peHaa. bpeHa uma
Behy BpedHOCT kada MOTpollayn MO3UTUBHUje pearyjy Ha npov3BO4 W HEroB
MapKeTUHr 1 Kaga ra nako naeHTudukyjy. bpeHg uma HeraTuBHY TPXULLHY BPeAHOCT
Kaga noTpowayu pearyjy Makwe MNOo3UTUBHO Ha MapKeTUHr 6peHaa Hero Ha
HeMMeHOBaHy Bep3ujy NpousBoga unn Beps3njy npomssoda ca (PUKTUBHUM UMEHOM.
Mpumepa pagu, Hitachi 1 GE cy 6unu cyBnacHuum cabpuke y EHrneckoj koja je
npasuna naeHTMYHe Tenesusope 3a obe komnaHuvje. JeamHa pasnuke je 6uno mve
6peHaa Ha wmMa. Hitachi je npogasao Tenesusope $75 ckynrbe 1 npoganu cy oynno
BULWe komaga o GE 6e3 063vpa Ha ckynrby LeHy. 8

MocToje yeTupm hakTopa y ymy notpoLuaya Koju ce KomOuHyjy n dpopmmpajy BpegHoOCT
BGpeHaa: cesecT 0 BpeHay; HMBO YOUEHOr KBanuTeTa y OOHOCY Ha KOHKYpPeHUMjy; HUBO
noBepera, 3Ha4aja, emnaTunje, 4oNagbLUBOCTU; BOraTCTBO M aTPaAKTUBHOCT CIMKE KOjy
AodapaBa bpeHa,.

PacyhuBamne o 6peHay cy nMyHa MuLLIrbera noTpoLlaya o 6peHay v herosa npouexa,
KOjy moTpoLlayn JOHOCe Tako LITO noBesyjy cBe acouujauuje o nepgopmaHcama u
cnukama Tor 6penga. lMoTpowaun mory ga pacyhyjy o pasHopasHMM acnekTuma
OpeHoa anu 4eTMpu Cy HajouTHWja: npoueHa KBanuteTa, CynepuopHOCTH,
BEPOAOCTOjHOCTM M pa3maTtpane bpeHaa.

MpoueHe kBanuTeTa 6peHaa og CTpaHe NOTpoLlaYya BPsio YeCTo Cy OCHOBA 3a ogabup
6peHaa. CtaBoBM 0 KBanuTeTy 6peHaa yrnaBHOM 3aBuce o crneundunyHmnx atpmbyTta
n 6eHeduta (kopuctn) 6penga. Kao npumep mpexe ce ysetn bpeng xotena Hilton.
MoTpowayeB cTtaB 3aBUCKM Of Tora KOMMKO OH Bepyje Aa je Taj bpeHn odopMIbeH
ogpeheHum acouumjaumjama Koje cy GMTHE 3a noTpollaya Kaga je naHauy xotena y
nuTawy, Kao WTO Cy nokauuja, yaobHocT coba, Am3ajH u uarnen, KeanuTteT ycnyre
3anocrneHux, NpocTopuvje 3a pekpeauujy, xpaHa, 6e3begHoOCT, ueHe, UTA.

CynepwuopHocT 6peHaa Mepu KONMKO noTpoLlayvm Buae 6peHa kao yHukaTHor 1 6orber
O4 OpyrMx, OOAHOCHO Aa Nu NMOTpOLLayn BeEpyjy A4a OH Hyau NpegHOCTU Koje Apyru
6peHaoBu He mory noHyanTn. CynepnopHoOCT je npecyaHa y nsrpagiun MHTEH3NBHE U
aKTUBHE Be3e ca NoTpoLLaymnma 1 yBenmko 3aBmcu og 6poja n BpCcTe YHUKaTHUX BpeHs,
acouujaunja o Kojux ce cacTtoju umu Tor bpeHaa.

85 Berry, N. (1988). Revitalizing Brands. Journal of Consumer Marketing, 5(3), p. 15—20.
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BepopocTojHoCcT BpeHaa onucyje KoNuko noTtpowladn suge 6peHs BepoaoCTOjHUM Y
OLIHOCY Ha TpW ANMEH3Mje: OnakeHy eKCrnepTHOCT, BepOL4OCTOjHOCT U A0NaaibuMBOCT.
Adpyrum peunma, aa nv je 6peHa BuheH kao: (1) KomneTeHTaH, MHOBaTMBaH 1 Boha Ha
TPXUWTY (6peHa ekcnepTHOCT); (2) noysgaH v Aa nu y3auma y ob3up noTpoluayeB
nHTepec (noyagaHocT 6penaa); u (3) 3abaBaH, MHTepecaHTaH 1 BpedaH NpoBeaeHor
BpeMeHa (monaarbmeocT 6peHaa). BepoaocTojHOCT mMepu ga nv notpolwladn Buae
KOMMaHujy unu opraHusauujy nsa bpeHga kao gobpy y Tome wWwTo pagu, GpuxHy o
CBOjMM KynuuMma 1 NnpocTo Jonagibuey.

Mo3nTtneaH ctas 0 6GpeHay v nepuenunja kpegmbunuteta cy OUTHM ann He U JOBOSHLHO
GUTHM ako noTpollayn y cTBapu He pasmusbajy o 6peHay kao O NnoTeHuujanHoj
KyNoBWHW UM Kopuctn (ycnysn). PasamaTtpawa o0 6peHay yBenvko 3aBuce of Tora
KOMWKO jake 1 NO3NTUBHE acoumjaLmje mory 6uTn cTBopeHe Kao aeo bpeHa nmuia.

Heke og ynora koje 6peHa umajy 3a notpoLuaye cy:

MaoeHTudukaumja nasopa npomssoaa.

Honena ogroBopHoCcTM Npounssohady nponssoaa.
Cmanene pusmka.

Cmarere LeHa.

Besa (npehyTHn gorosop) ca npoussohayem nponssoaa.
Cumbon ypehaja, ogHOCHO Npoun3Boaa unn ycnyre.
CwvrHan ksanureTa.

NookwdR

CneuujanHo 3Ha4vewe Koje BpeHO MOXe Oda M3a30Be je Mewawe nepuenuuje u
MCKyCTBa MOTpoLlaya ca Npou3BOAOM. 3aTO MOAEHTUYHM Npou3BOAM MOry 6uTn
pPasnNUYnUTO OLIEHEHUN Y 3aBUMCHOCTU of BpeHaoBe maeHTMdUKaumje n npunucrBame
emoumja koje n3asmea. bpeHgosu og notpoluaya godujajy YyHUKaATHO M JIMYHO 3HAYEHE
KOje UM noMaxe Yy CBaKOOHEBHWM aKTUMBHOCTMMA. Tako, Kynuu pasnmymto
AoXuBIbaBajy OpeHgoBe aytomobuna: BMW-Boxnsa, Lexus-nykcy3, Mercedes-
npectux, Scion-mnagocT, Toyota-noy3aaHocT, VOIVO-CUrypHOCT, Kao LITO npukasyje
cnuka 29.

3a noTpowlaye je Takohe BakHa MOKPMBEHOCT TpxuwTta. KomnaHuje ca pasrpaHaTom
MpEeXoM rpoaaje onakiwasajy KynoBawe npou3Bona, kao LUTO je Cry4vaj ca XpaHoM 3a
KyhHe rbybMMUe Koje gaHac mma y rotoBo cBakoj Behoj npogaBHuuu. 3a kynue je,
nopen npou3Bofa, 3HayajaH M KBanuTeT ycrnyre (cuctema mucnopyke, noysgaHocT
ycnyre, cepBucHe cnyxbe 1 cn.), kao WTo nokasyje Tabena 2.
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MERCEDES

Prestige

TOYOTA

Rellablmy’

-

Cnuka 29: lNepuenuyuja 6peHdosa y enasama nompowaya

U3zeop: www.brandstrategyinsider.com (27.02.2018).

Tabena 2: BaxHocm bpeHda 3a nompowaye

U3eop: Guzman, F. (2005). A Brand Building Literature Review.The ICFAI Journal of Brand

Management, 2(3), p. 30-48.

UpeHTncdpmkaumja
MpakTnyHocT

MapaHuuja

OnTummnsaumja

Kapaktepusauuja

KoHTuHYynTeT

XepoHusam

ETnyHocT

JacHa npenosHaT/bLMBOCT, YMNO3HATOCT Ca MOHYAOM,
jeQHoCTaBHO TpaXkere 1 MOHOBHA KyrnoBUHA

Moryha ywtega BpemMeHa n eHepruje y KyrnosuHu
[apaHumja yjeaHayeHOCTM KBanuTeTa TOKOM BpeMeHa U
KyNMOBHMX MecTa 1 cutyaumja

CurypHoCcT  KynoBuHe  opgroBapajyher  npoussoga
(Hajborber ca cTaHOBUWITA OYeKMBaHe BPEAHOCTU 3a
Kynue Tj., Hajborber ogHoca LeHe 1 KBanuTeTa)
MoTBpAa 1 NPOjekToBaH-E€ NMNYHOT, XXerbeHOr MMuLIa Kynua
3a00BOS/bCTBO  OCTBApeHO MyTeM  MO3HaBawa U
WHTMMHOCTMK ca 6peHaoM TOKOM BpeMeHa

3a40BOSBbCTBO NMOBE3aHO ca aTpakTueHowhy 6peHAaa,
KapakTepuctmkama HeroBor MaeHTutTetTa u LenoKymnHUM
KOMYHULMPaHEeM

3a00BoSbCTBO 0asvpaHo Ha ApPYLTBEHO OArOBOPHOM
noHawakwy 6peHaa, Be3aHo 3a LWMpy APYLUTBEHY KOPUCT.
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7.2. BaxHocT OpeHAaa 3a npousBohauye

BpeHpoBu mn3BpllaBajy HEKONUKO BpeaHUX dyHKUMja y KoMraHujama. Y OCHOBM,
6peHpoBu cnyxe 3a uaeHTudukaumjy npoussoga wunu ycnyra. Takohe, 6peHooBu
nojedHocTaBIbyjy npahewe U pykoBohewe npomsBoauMa W ycnyrama. Ycnex
GpeHaoBa (NokanHux 1 rnobanHnx) MoXe 3aBUCUTK O KapakKTepUCTUKa KaTeropuje
npouseoga.®® BpeHa curHanuavpa Ha cTaHZapAHW KBanuTeT, Tako Aa 3a40BOSbHU
Kynuu Mory jeaHOCTaBHO MOHOBHO ofabpatum npous3Bod. Ta nojanHoct GpeHay oA
CTpaHe noTpollaya, KOMNaHuju npyxa npeasuarbUBOCT, CUTYPHOCT NOTPaXHe, LITO
ce Hekaga uckaayje cnpemHowhy kynaua ga nnate sehy ueny, yecto n og 20 0o 25%
Behy o ueHa KOHKYpeHTHUX bpeHaoBa. Tume ce ocurypaBa KOHKYPEHTCKa NpeaHocCT,
npyxa CUrypHOCT OAPXUBMX NpuUxoga M cTBapa Beha BpedHOCT 3a BracHUKe
(akumoHape, ygenudape...). McKuiston (2004) cyrepuwe pa je 3a WHOYCTpujcKe
npounssoge bpeHanparwe MynTUOUMEH3NOHAITHM KOHLENT KOjU YKIbyYyje He caMO Kako
Kynuu rnegajy Ha uandkm npomsBod, Beh W JIOrUCTUKY, KOPUCHUYKY MOAPLLKY,
KoprnopaTUBHM UMULI U NONMUTUKY KOja nmpaTu npounssoa.8’” BpeaHocT HajycneluHnjux
OpeHOoBa ce cTBapa npuBraderHeM W 3agp)KaBaweM KnjeHaTa KOMOMHOBaH-EM
edukacHor npousBoda, MNpPeno3HaTIbLMBOr WAEHTUTETa W CTBapawa Ao4aHuX
BpeOHOCTM Yy yMy Kynua.88

BpeHa Takohe npyxa 4YBPCTY neranHy 3awTuUTy YHUKATHMM KapakTepuctukama u
cBojcTBUMa npoussoda. bpeHa moxe 6UTK 3alwiTMheH Kao MHTenekTyanHa CBOjuHa,
Tako gda BnacHuuu 6peHga vMmajy npaBHO BRacHUWITBO. Mime OpeHaa moxe 6utun
3awTnheHo perncTpoBaHMM 3alTUTHMM 3HakoM (trademark), npouecu Npov3BoaH€
Mory 6uTun 3awTMheHn NnaTeHTUMa, NakoBaka An3ajHOM U ayToOpCckuM npaBom. [paBa
OBUX UHTENEKTyarnHnUX CBOjUHA rapaHTyjy KoMnaHuju ga mory 6e3benHo ga ynaxy y
O6peHa v octBapyjy 6eHeduumnje oa oBe BpedHe akTmBe. Jak U 3awTtuheH OpeHg
CTBapa npenpeke ApyrMMm KOMnaHvjama 3a ynasak Ha TPXXULLITE.

YkpaTtko, OpeHaoBu KOMNaHvjama NpeacTaBibajy:

1. HauuH nHgeHTudmkaumje n nojeaHoCTaBbMBakba ynpassbatba unm npahemsa.

86 Farias, P. (2015). Determinants of the success of global and local brands in latin america. Revista
de Administracdo de Empresas, 55(5), p. 539-550., http://dx.d0oi.org/10.1590/S0034-759020150506.

87 McQuiston, D. (2004). Successful Branding of a Commaodity Product: The Case of RAEX LASER
Steel. Industrial Marketing Management, 33(4), p. 345-354.
https://doi.org/10.1016/j.indmarman.2003.07.001.

88 Walley K., Custance P., Taylor S., Adams H., Lindgreen A., Harper M.H. (2007). The importance of
brand in the industrial purchase decision: a case study of the UK tractor market. Journal of Business &
Industrial Marketing, 22(6), p. 383—393. https://doi.org/10.1108/08858620710780145.
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HauunH 3aKoHCKe 3aluTUTE YHUKATHUX KapakTepuUCcTuUKa u CBOjCTBa.
CwurHan HMBOa KBanuTeTa 3a40BOSbHMM NOTpOLLAYMMa.

HauunH ga ce nponsBoa ob64apu yHMKaTHUMM acoumjaumjama.
M3BOp KOHKYpEHTHE NpesHOCTH.

M3Bop HoBYaHOr nNpunmnea

o0k wb

Hekn 6peHOoBM npeacTaBrbajy KOMMNaHWjama €HOPMHY BPEAHOCT, LTO AOKasyjy
nnaheHe BuWeCTpyko Behe LeHe o4 ocTBapeHe [00MTM KOMNaHwuje, NPUIIMKOM
chajaka N npeysnmMarwa KoMMaHuja, Koje ce onpasgasajy mMoryhHowhy gogjaTHuxX
3apagja w ywTtedama Ha CKyrnoMm npouecy Kpeuwpawa cnunyHor bpeHga of Hyne.
BpeagHocTt 6peHaa ce moxe carnegaTti u Kpo3 npoueHart yyewha spegHocTu 6peHaa
Y YKYNHOj TPXXWULLHOj BPEOHOCTU KOMMaHWja UCKasaHUX TPXULLIHOM KanutanuaaumjoMm,
Kao LWTOo nokasyje Tabena 3.

Tabena 3: BpedHocm 6peHda kao % 00 kanumanusauyuje(2010)

U3eop: ro y3opy Ha: Kotler P., Keller K.L.(2012). Marketing management. 14th ed. Pearson:Prentice
Hall, p.257

BpeHa BpegHocTt 6peHAaa TpxuwHa % op, TPXKULLUHEe
(Mun$) Kanutanusauuja KanuTanusaumje
(mun$)
Coca-Cola 70,452 146,730 48%
IBM 64,727 200,290 32%
Microsoft 60,895 226,530 27%
Google 43,557 199,690 22%
General Electric 42,808 228,250 19%
McDonald's 33,578 80,450 42%
Intel 32,015 119,130 27%
Nokia 29,495 33,640 88%
Disney 28,731 81,590 35%
Hewlett-Packard 26,867 105,120 26%

Takohe, cHaxHM OpeHOOBM MO BPeOHOCTM 3HAYajHO MpeBas3unase MHOEKCEe Ha
JPMHaAHCKjCKOM TPXULWITY, Kao WTo nokasyje cnuka 30. Y nepuogy 2005-2015. roguHe
noptconuo BrandZ, koju YnHe Hajno3HaTujux 100 6peHaoBa, nopacrtao je 3a 102,6%,
Aok je S&P index nopactao 63%, a MSCI index 3a camo 30,3%.
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BrandZ™ Portfolio vs S&P 500 and MSCI World Index

The BandZ™ Strong Brands Portiolio mcreased 102 6 percont over 10 yoars. between Aprl 2006 and Apri 2015,
outperiorming both the SHP 300, wisch grew 63 percent, and the 303 percent gan of the MSCIL

The Brarc?2™ Qrong 3rancs Portiolo 4 a subset of the Brandl™ Top 100 Most Valustie Gicsal Sranes @

sl @ P erg e Poevas
= e
v

Cnuka 30: MNMopTtdonuno cHaxHux (jakmx) 6pengosa u TpxuwHor nigekca MSCI World

U3eop: http://www.mckinsey.com/ (27.02.2018).

7.2.1.bpeHgnpate npoussoaa

BpeHa ce TpagumumoHanHO Be3yje 3a NpoOM3BOAE, a HEKM O Hajno3HaTUuX U
HajuereHnjux nponssoga cy Mercedes-Benz, Nescafe, Coca Cola n Sony. [laHac cse
BMLLE NPOMn3BOfaykMx KOMNaHWja Npeno3Hajy NPeaHOCTHN Kperpamba jakor bpeHaa.

Business-to-business (B2B) nponsBoau (kaga ce obaBrba koMepuujanHa TpaHcakumja
ca Apyrmm npomssofhayem, KO LITO je KyrnoBMHa CUPOBMHA, ObaBrbawe CEPBUCHUX
ycrniyra WM Cn.) 3ay3umajy OrpomMaH npoueHaT CcBeTcke eKoHomuje. Hekn opf
HajocTBapeHujux n HajuerweHujux B2B 6peHgosa cy komnaHuje kao wro cy Caterpillar,
DuPont, FedEx, GE, Hewlett-Packard, BM, Intel, Microsoft, Oracle, SAP u Siemens.

Ca pasBojeM nponsBoaa BUCOKE TeEXHoMormje, ¢ 063npom aa je KOHKypeHuuja y OBOj
rpaHn BeoMa UHTEH3UBHA, UCTPaXXUBaH€ U pPa3Boj Urpajy orpoMHy yrory, a camum TUM
NPOM3BOAM UMajy crieumduyaH XUBOTHU LIMKIYC M yOp3aHo 3acTapeBajy®®, na mHore
KOoMnaHuje n3 Te obnacTtn nmajy ns3asoB ca bpeHanpameM bUXoBUX Nponssoga. Kako

89 Adamson, A. (2003). Why traditional positioning can’t last. Brandweek. 17. Novembar 2003., p. 1-2.
http://www.landor.com/pdfs/article visualposition.pdf.
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TakBe KOMMaHuje obUYHO BOOE MHXEH-EPU, OHE MaxoM HeMajy HUKaKBYy cTpaTtervjy
oko bpeHaupara M NOHekag cmaTpajy Ada je bpenaupawe camo JaBawe UMeHa
HUXOBUM Npoussogmma. MIcTvHa je aa Ha TpXXULTMMa Npou3Boa BUCOKE TEXHOSOrnje
JoMHaHCKjCKN yCcnex He 3aBUCUM CaMO Of, HMXOBE WHOBaUMje Unv of HajHOBUUX U
Hajborbux cneundmkaumja n kKapaktepuctvka, Beh y BenuMkoj mepu 3aBUCKM 0OA
BELUTMHE Y MapKeTUHry, Koju urpa cee Behy yrnory y npuxesaTakwy U ycnexy OBUX
npounssoaa.

KoMnaHuje nogctuyy kKpeuvpawe O6peHfa pasHUM MapKeTUMHLUKMM fporpamvma u
APYrMM akTMBHOCTMMa anu, Ha Kkpajy, bpeHn je HewTo wTo GopaBu y CBeCTU
noTtpowaya. bpeHg je nepuenTyanHu eHTUTET YKOPEHEH Y CTBAPHOCTH, anu je u BuLle
op Tora. bpeHa pednekTyje cxBaTaka noTpoLlaya, rna 4yak Moxaa v HUXOB MEHTaNHU
cknon. bpeHAnHr cTBapa MeHTarnHe CTPyKType 1 noMaxke noTpoLlaynmMa ga opraHunayjy
CBOje 3Hawe O MpomM3BOAMMA W ycrnyrama Tako [a pasjallhaBa HMXOB Mpouec
AOHOLWLEeHa oAfiyka M MUCTOBPEMEHO AOMPUHOCKM BpPenHOCTUM KoMMnaHuje. Krby4yHu
acnekT y 6peHanpary je To Aa noTpoLwaydm Mory fa yeuae pasnuke nameny épeHgosa
y Kateropuju npoussoga. OBe pasnuke MoOry ga ce OAHOCe Ha ocobuHe wnu
6eHedvumje npoussBoga wnNM ycnyre, anM MOry ga Ce OAHOCE W Ha YTuUaj
Heonunrbueor nmuia.

7.2.2.bpeHgupatrse ycrnyra

Mako jakum OpeHOoBM KOMMaHuja Koje Hyge ycrnyre kao wTo cy American Express,
British Airways, Ritz-Carlton, Hillton Hotels, Merrill Lynch n Federal Express noctoje
Beh rognHama, comMCcTULUMpaHoOCT, MPOAOPHOCT U 3Ha4aj bpeHaupara KoMnaHuja n3
Te obnactu ce ybpsana y nocneawunx 10 roguHa. Pasnuka mnamely npoussoga wm
ycnyra je y ToMe LWTO Cy ycryre Makwe Onunibuee o npou3soa M HUXOB KBanuTeT,
no npasuny, BULIE Bapupa y 3aBUCHOCTW o4 ocobe mnnmn ocoba koje ux npyxajy. 36or
Tora GpeHanpare Moxe ga Oyade Bprio BaXHO KOMNaHWjama Koje Hyae ycnyre, kao
Ha4MH 3a NoTeHLUMjanHo pelaBarwe oBuX Nnpobnema. Cumbonu 6peHaa mory Takohe
OUTK BP0 BaXXHU jep OHWM MOry Aa MOMOrHy y npeTBapaky ancTpakTHOCTM npupoae
ycrnyre y HewTo onunsbmsBnje. bpeHaoBn mMory ga uaeHTUMUKYjy n npyxe 3Hadewe
MHOMMM Yycriyrama Koje npyxa komnaHuja. Ha npumep, GpeHampare je nocrtano
HapounTo BUTHO KOA4 PMHAHCUjCKMX ycnyra jep opraHuayjy n obenexaajy 6e36poj
HOBMX MOHYyJa Ha HAa4YMH KOju NOTpOLLAYM Mory Aa pasymejy.°t

YcnyxHuM GpeHOOM ce cTBapa CKyn jeQMHCTBEHMX acouujauuja 3a noTpoluaya,
noceGHO kaga ce Hyau Benuku Gpoj pasHOPOAHWMX ycryra, kao LTO je crnyyaj ca

% Keller, K.L. (2013). Strategic Brand Management - Building, Measuring, and Managing Brand Equity.
Pearson Education Limited. 4th ed. p. 32-36.

9 |pid., p. 38-47.
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(PMHAHCU]CKUM UHCTUTYUMjamMa U TenekoMyHukauujama. KomnaHunje n3 tmx obnacrtu
umajy Hajpehu HuMBO ynaraka Yy OpeHOoupakbe M Meaumjcko ornailaBarse.®?
Bpengnparwe gectuHaumja, kao wTto cy rpagosu (Jlac Berac, bun6ao, BapcenoHa,
Mapws, JToHAOH) TypuUCTMYKe aecTuHaumje, permonn n gpxase (P. Cpbuja) noctano je
nocebHO akTyenHo nosehawem MOBUNHOCTU Sbyaum.

Mpogasumma n guctpubytepuma 6peHaoBM BpLUe HEKONMUKO BUTHMX dyHKumja. OHM
MOry [a reHepuvlly WHTepec noTpollada, osfiakwajy (UHaHCKjCKY NOAPLUKY WIn
nosehajy nojanHoct notpolwada®®. Bbasupajyhm ce Ha cTtaBy ,TW CU OHO LUTO
npogajeLt”, 6peHaoBm NoMaxy npogasuumMa aa Hanpase MMUL U NO3ULMOHMPAjY Cce.
MpopaBumn, Takohe, mory ga kpeupajy cBoj 6peHa vmuy Tako wTto he gopatm
acoumjaumje Ha CBOj jeOWHCTBEH KBanuteT Yycnyre, acopTMMaH W u3narakwe
npous3Boa, LeHe unu ycnoee kpeauTupawa kynaua. NpusnavHoct 6GpeHpoBa, 6e3
063upa Ha To ga nu cy 6peHaoBu npoussohava nnu npogasaua, Mory aa goHecy Behe
Mapxe, noehajy konununHe npogaje n goHecy sehu gobut.

Y nocnegkwe BpeMe, UHTEPHET je Yy BENUKOj Mepun NpoOMeHO HaymHe npoaaje. Benukn
Opoj npogaBaua je y CBOM NocroBaky NoYerno Aa npuMmersyje u ctpaterunjy ,uurne u
knunkosun® (,bricks and clicks®), a »ma 1 oHUX Koju Cy UCKIbYYMBO npeLunu Ha ,online”
npoaajy. Kako 6u 6unn KOHKypeHTHe, KoMnaHuje cy moparne fa yHanpege ,online”
ycnyre Tako LWTO cy noTpowaymma obes3beanne areHte npogaje y peanHom BpeMeHy,
ybp3anu cnawe npoussoaa, NpyXunu ycnyry 3a npahekwe nowunsbku u omoryhunu
naky 3ameHy u nospahaj npounssoga. MehyTum, pasBoj UHTEPHET GpeHanpawa Huje
Mwao nako. Hekn cy npaBunu rpeLuke TUMme LWTO Cy CyBuLIE MojeQHOCTaBIbMBanu
npouec 6peHanHra M cBenu ra Ha HanagHe u HeyobudajeHe pekname. W nopen
YMbeHVUE [da Cy TakBe pekrname MnoHekan npuenadvvne naxwy noTpowada, oHe
yrnaBHOM HUCY pa3Bujarie CBECT O TOMe LiTa cy OpeHaoBM TUX Npou3Boda unu ycnyra,
3aWTO Cy YHUKATHW Unu Apyrayuvju u 3awTto 6u notpowayn Tpebanu ga nocete
uxose Web ctpaHe.

YcnewHn ,online“ 6peHpoBn, kao wTo cy Google, Facebook n Twitter cy gobpo
no3vUMOHMPaHM jep noped Tora WTO Hyde noTpowadnmma  jeauHCTBEHE
KapakTepucTtuke W ycnyre, Hawnum Cy U jeOUHCTBEHE HayMHe [[a 3a[0BoSbe
He3agoBoSbeHe noTpebe noTpollayda. 3aTo gaHac Mory fa ce OCroHe Ha MapKeTUHT
npeko npenopyka u nyénuuuteTa.

92 Clark, S. (2009). Brand positioning explored. SVP, RAB National Marketing, p. 75-111.

9 Brzakovi¢, A., Brzakovi¢ T. (2018). Brand as a Factor of Business Success of the Tourist
Organizations, 3. rd. International Scientific Conference Tourism in function of development of the
Republic of Serbia-Tourism in the Era of Digital Transformation, 31st May-2end June 2018, Vrnjatka
Banja (in press).
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Google je moxaa Hajborbu nNpumep Kako ce rpagu ycnewad online 6peng. [ea
CTyOeHTa Ha AOKTOpPCKUM cTyaujama Ha CtaHdopa yHuBep3nTeTy, Jlapu MNejy n Ceprej
BpwuH, cy ra ocHoBanu 1998. NoguHe. Camo nme roorrne je urpa peymma u notnye og
peun googol — 6poj 1 1 CTO Hyna- Koja anyanpa Ha KonuM4MHy nHdopmaumje Ha HeTy.
Mucuja Google-a je: ,[da opraHusyje nHopmavrmje ca CBMX CTpaHa cBeTa Tako Aa cy
yHMBep3anHo AOCTyrnHe u KopucHe“.®* Google je noctao TpXUWHU nuaep Mehy
npeTpaxuBadnma 3060r HUXOBOr MOCMOBHOI (poKyca M KOHCTaHTHe WHOBauuje.
HonxoBa noyeTHa cTpaHuua je ooKycupaHa Ha npeTtpare, anu 4o3BoSbaBa KOPUCHUKY
Aa ynotpedbu u nNyHO HUXOBUX Opyrux ycnyra. M3beraBawem pop-up peknama,
doKycMpakeM Ha TeKCTyanHu cagpXaj U coucTuumMpaHum anropyutMmmMa  3a
npeTpaxueane, Google npyxa 6p3y 1 noysgaHy ycnyry. ¥ nodeTky HMUXOBU NPUXoamn
Cy MaxoMm Gunu of npeTpaxuBaudkuMx ornaca, y Buay TeKCT MpocTopa 3a Koju cy
objaBrbuBaym Tek nnahanu kaga ra kopucHUuM knukHy. [daHac, Google cse Bulie
Tpaxwu godaTHe M3BOpe NPUXoAa oA HOBUX ycryra u npeyavumMarsa.®®

[eceT nekuuja Koje ce cmaTpajy HeonxogHuUM 3a nobosbluake KBanuTeTa ycnyra y
yCrny>XHUM aenatHocTuma cy:%

1. Cnywarwe UM KOHTUHyupaHo npahewe o4vyekMBawa KnuvjeHaTa, ga 6u ce
pasymMero LuTa xere.

2. lNoysgaHocT je HajBaXHWja OMMEH3nja KBanuTeTa ycnyre U mopa OuTu
NPUOPUTET NPU YCIYXMBakY.

3. NcnywaBaT OCHOBHE ycnyre Ha Hajborbu HauuH, apxatu ce obehamwa,
obaBeluTaBaTu KnvjeHTe, UCNopyYnBaTu BPeAHOCT KINnjeHTUMa.

4. XOoNUCTUYKN NPUCTYN NPUINYKOM NpyXaka ycnyra.

Bp30o ncnpaerbakbe rpelaka u npurosopa.

6. VI3HeHahuBame KknuvjeHaTa, Tj. HagMalmMBaHe HUXOBUX OYEKMBaHa y norneny
Op3uHe ycrnyxnBaha, OTMEHOCTU, JbyDas3HOCTU, CTPYYHOCTW, NMPedaHoCTU M
pasymeBamy.

7. MowTeH (fair play) ogHoc npema knujeHTuMa n 3anocrneHuymma.

8. Tumcku paa, kako 6u ce ycryre npyxarne ca nocebHoM naxoM 1 MakCUMarnHo
npeyaycpeTrbuBo, Yume ce noborbliaBa MOTMBaLMja 3anoCreHuUX.

9. 3ajegHuyka McTpakuBaha MapKeTUHra ca 3anocfeHvMa y Lurby OTKpuBama
npobnema n HUXOBOI OTKNakamAa.

10.YcnyxkHo BOACTBO Yy CBMM [enoBMMa opraHusauuvje, y [yXy BUCOKe
KopropaTUBHe KynType.

o

94 https://www.google.com/ (27.02.2018).
9 Stone, B. (2009). I'll Take It from Here. Bloomberg BusinessWeek. 6 February 2011, p. 50-56.

% Berry, L.L., Parasuraman, A., & Zeithaml, V.A. (2003). Ten Lessons for Improving Service Quality.
MSI Reports Working PaperSeries, 03-001, Cambridge: Brendating Science Institute, p. 61-82.
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MeT cdbakTopa kBanuTeTa ycnyre cy:%’

1.

MoysnaHocT (Reliability), ogHocHO cnocobHOCT npyxawa obehaHe ycnyre
noy3aaHo 1 TayHo.

CnpemHocT (Responsiveness), Tj. Ucka3MBake BOSfbe [da Ce  MNOMOrHe
KnnjeHTuMa 1 ocurypa num ce ycrnyra.

CurypHocT/loBepere (Assurance), Koje ce NoCTUXe ca SbybasHUM 1 CTPYYHUM
ocobrbem.

Emnatuja/CycpetromnBoct (Empathy), T1j. 6pwxaH v wnHoMBMAayanaH OAHOC
ocobrba npemMa KnujeHTuma.

OnunreumeocT (Tangibles), koja ce ogHOCKM Ha u3rneq puU3an4kMx npocrtopwuja,
onpeme, ocobrba 1 KOMyHUKaLMOHUX MaTepujana.

Ha ocHoBy oBuX NeT pakTopa, paspaheHa je ckana ksanuteta ycnyre SERVQUAL oz
21 ctaBke:%

1. TNoyspaHocT

e [lpyxarwe obehaHe ycnyre

e [loy3paHoCT y pewlaBamy OPYrUX YCNYXHUX Npobnema knunjeHaTa
e lcnpaBHO npyxake ycrnyra u3 npBor nokyLuaja

e [lpyxame ycnyra y obehaHo Bpeme

e OppxaBare eBungeHumje 6e3 rpeLuke

e 3anocreHun Koju 3Hajy ogroBapati Ha NuTakwa KnujeHarta

2. Emnatuja

e [lpyxawe nHamBmayanHe naxtwe KnmjeHTnma

e 3anocrieHu Koju € KnvjeHTnma noctynajy 6pumxHo

e Bohere payyHa o0 ToMe WTa je y HajborbeM MHTepPeCyY KnnjeHTa
e 3anocneHu koju pasymejy notpebe CBojuX KnnjeHaTta

e ApekBaTHO pagHO Bpeme

3. CnpeMHocT

¢  WHdopmuncame knujeHata o TepMuHy Kaga he ce ycnyra cnposecTtu
e bBp3o ycnyxuBamne KnvjeHaTa
e CnpeMHOCT npyxaka nomohu KnmjeHTnma

9’Berry L.L. & Parasuraman A. (1991). Marketing Services: Competing through Quality. New York: Free
Press, p. 16.

98 Parasuraman, A., Zeithaml, V.A. & Berry L.L. (1985). A Conceptual Model of Service Quality and Its
Implications for Future Research, The Journal of Marketing, 49(4), p. 41-50. DOI: 10.2307/1251430.
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e CnpeMHOCT ogroBapata Ha monbe knvjeHaTta
4. OnunrbusBocT

e MogepHa onpema

e BwusyenHo npuenayHe npocrtopwuje/canpxaj

e 3anocrneHu Koju narneaajy ypeaHo u npogecmoHasnHo

e BwusyenHo npuBnayHm matepujanu noBesaHu ca ycriyrom

5. CurypHocTt/[NoBepene

e 3anocrieHu Koju KrvjeHTMMa yrBeajy nosepeme
e [lpyxame knunjeHTMma ocehaja CUrypHOCTU y TpaHcakumjama
e 3anocrneHun Koju cy yBeK NPUCTOjHU

PacTtyha ouyekuBatba knmjeHaTta 0 TOME LUTO UM YCy)XHa KOMMaHuja MoXe MpYXuUTu
Hajuelwhe 3a pe3ynTaT MMa noborbLuaHy nepuenumjy YKynHor KBanuTteTta ycnyre.

7.2.2.1. bpeHaupawe BUCOKOLLUKOJSICKUX yCTaHOBa

MosnunoHnparwe 6peHaa je of cCTpaTewkor 3Hayaja jep npeAcTaBrba npouec
CTBapaka yTncka o 6peHay y CBeCcTu NnoTpoLuaya, Tako Aa noTpoLuad noeeayje 6peHa
ca HeuYnm crneumdPUYHMM 1 NOXeSbHUM, LUTO ra pasnukyje og Apyrnx. Bucokolukoncke
yCTaHOBE WMajy W3y3eTHO 3HayajaH yTuuaj Ha pasBoj reHepauuja KpoO3 HMXOBY
egykauujy n ocnocobrbaBawe 3a 6yayhe nocnosHe npodune. Ha nosuuymoHnpame
OGpeHaa y cBecTu noTpowlaya, y Koje cnagajy U CTyoeHTU Ha yHUBEpP3UTeTMMa, yTude
Benukn 6poj pakTopa, of KOjUX 3aBUCKM OAnyka cTygeHata [ga 3anodHy CBOj
obpasoBHoO-npodecnoHanHu NyT Ha ogpeheHnM BMCOKOLLIKOSICKMM yCTaHoBaMma.

BpeHp yHmBep3uTeTa (pakynteta) uma 3a uurb aa nsasose cneumduyHe acoumjaumje
N Kpeunpa XerbeHy CNuKy y rnasama notpolwlaya. bpeHampane Bucokor obpasoBara
ce cMmaTpa Kriby4HUM dhakTopoM 3a ycnex®?. Bucoko o6pasoBamse je CNoXeHo, ca BUlLlie
pasnMuYNTUX BpCTa WCKyCTaBa, YKIbydyjyhun noBpaTHe WHdopmauuje cTyaeHaTta,
avnnoMmpawe, KBanuTeT HacTaBHMX MfiaHOBa M nporpama, KOMyHuKauunjy ca

9Rutter, R., Roper, S. & Lettice, F. (2016). Social media interaction, the university brand and
recruitment  performance. Journal of Business Research, 69(8), p. 3096-3104.
https://doi.org/10.1016/j.jbusres.2016.01.025.
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YCNY)XHUM OCOBIbEM, PUrOPO3HOCT, OLeHUBaHe, MNoHallake Yy YyvyMoHUuama,
UHAMBUAYanHe cTyavje, Metofe HacTase U ypehene cTyamjckux kypcesal®,

Y cBe KOHKYPEHTHWjOM CEKTOpY BMCOKOT 06pa3oBakba, YHUBEP3UTETH Ce CyoYaBajy ca
3Ha4ajHMM U3a30BKMa Kafa ce paau 0 aHMMaumju HoBUX cTygeHaTal’l. YHuBepsauteTtu
4ecTo Hy[e CInuYHe CTyaujcke nporpame, Tako Aa MoHyfda rnporpaMa nocraje Makbe
3HavajaH akTop AndpepeHumjaumje. MHoOrm uctpaxmeadu, kao WTo je Dennis at al
(2016)1°2, umajy umrb oa ucnuTajy yTuuaj naeHTuTeTa bpeHaa BUCOKOr o6pasoBamsa,
3Hayerbe bpeHaa n muy GpeHaa Ha BesuBame, NOCBENEHOCT, NOBEPEHE N YKYMHO
3a[10BOSbCTBA CTyAeHaTa.

YHuBep3auteTckn 6peHa je pesynTaTt nepuenuuje werosor kBanuteTta. OH ogpakaBa
kBanuTeT cnegehux obnactu: cTyamjckMx nporpamMa, HacTaBHOr ocobsba, HuBOA
NcTpaxmBara, MHPPaCTPYKType, KBanuTeTa opraHusaumje, cteneHa mehyHapogHe
capagnel®s. YHusepsuTeTckn GpeHO oapaxasa crnocobHocT WHcTuTyuuwje aa ce
pasnukyjy o apyrux, cnocobHOCT ucnopyke ogpeheHe BpcTe, HUBOA M KBanuteTa
BMCOKOr obpasoBan-a y unrby 3aioBorbaBara notpeba cryaeHata. bpeHa dakynteta
YMHE (PU3NYKE U EMOTUBHE KOPUCTU KOPUCHMKA, OPYLUTBEHO OKPYXXEH-€, OKpYXeHa 3a
yyewe, MUCUjy N BU3Wjy; cacTaBa CTYAEHTCKMX opraHusaumja, ksanurteT objekara,
CUF'YPHOCTU U CUTYpPHOCTWU, O3HaKe Koje onucyjy bpeHa (ume, noro, 6oja)l%4. MMo
Chapleu (2015) dhakTopy KOjM YyTMHY Ha cTBapawe jakor 6peHpa cy BUATLUBW,
"paumoHanHn" enemMeHTu Kao LWTO Ccy NpodecnoHanHo ocobrbe, 06pa3oBHU Nporpamu,
om3ndKe MHAPACTPYKTYPE M fokauuje, Kao n "eMoTUBHU" eneMeHTU Koju cTBapajy

100k oris, R., Ortenblad, A., Kerem, K. & Ojala, T. (2015). Student-customer orientation at a higher
education institution: The perspective of undergraduate business students. Journal of Marketing for
Higher Education, 25(1), p. 29-44. http://dx.doi.org/10.1080/08841241.2014.972486.

101 jo0seph, M., Mullen, E.W. & Spake, D. (2012). University branding: Understanding students’ choice
of an educational institution. Journal of Brand Management,  20(1), p.1-12.
https://doi.org/10.1057/bm.2012.13 .

102 Dennis, C., Papagiannidis, S., Alamanos, E., Bourlakis, M. (2016). The role of brand attachment
strength in higher education, Journal of Business Research, 69(8), p. 3049-3057,
http://dx.doi.org/10.1016/j.jbusres.2016.01.020.

103 Mourad, M., Ennew, C., Kortam, W. (2011). Brand equity in higher education. Marketing Intelligence
& Planning, 29(4), p. 403-420. . https://doi.org/10.1108/02634501111138563.

104Bennett, R., Choudhury, A. (2007). Components of the University brand: an empirical study. In
Intangible Economies: Brand, Corporate Image, ldentity and Reputation in the 21st Century,
Proceedings of the 3rd Ann Colloquium of the Ac of Marketing's Brand, ldentity And Reputation. Brunel
University. p. 99-103.
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AonaTty BpeLHOCT YHyTap opraHusauuje, koje najy 6peHay KOHKYpPEHTCKY MpeaHocCT,
Kao LUTO je aTMocdepa Ha yCTaHOBM U 3a[10BOrbCTBO CTyAnparal®®,

JegaH oA OcHOBHUX MpobGriema kaga je y nuTamwy BUCOKO oObpasoBake jecTe
3Ha4ajHOCT U NPUMEHIBUBOCT CTEYEHMX 3HaHAa M BewTuHa y npakcn. C Tum y Beau,
David, David & David (2011) HaBoge ga je npucyTaH ja3 namehy HacTaBe u peanHux
notpeba komnanujal®. Ako ce uma y BUAY WM YMHEHULIA Oa CTYAEHTU CBOje Bpeme
Aene Ha Bpeme noceeheHo obpasoBakby 1 BpeMe Koje yraxy y Apyre akTMBHOCTU, ca
curypHowhy ce MOXe TBpAUTM Aa HECNpPeMHOCT CTyAdeHTa fa . KpTByje“ Bpeme
HaMerEeHO APYrMM aKTUBHOCTMMA Yy KOPUCT BpeMeHa HaMeweHOM obpasoBamy,
TEWKO MOXe [JOBecTM [0 YyHanpehewa kBanuteta oBe ycnyre (y3 caB Tpyq
BMCOKOLLIKOJICKE UHCTUTYLMjE 1a NPYXKWU BUCOK KBanuteT)%7,

7.2.3.bpeHanpare pnorahaja

[lorahajy cy CKynoBuM orpaHuYeHor Tpajawa, OoapeneHn MecToM, BpPEMEHOM
oap)kaBara, y4YecHUUMMa, MOTUBUMA U LuIrbeBMMa OKynrbana.l%® [orahaju BesaHu
3a 6peHanparbe ce gedmHuLLy Kao ,cneunjanHu gorahajn®, kao jegMHCTBEHN MOMEHaT
Yy BPEMEHY, KOju NpocnaBiba LepeMOHUjanHo Unn putyanHo ¢ HaMepomMm Aa ce ocTBape
nocebHn ApyLITBEHN Uurbesu. 09

Cepxa cneuujanHux gorahaja je oa NpuMBYKy noceTuoue, yHanpen ce nnaHupajy,
UMajy KOHKpeTHe LUuIbeBe, AellaBajy ce nepuognyHo M umajy orpaHuYeHo Tpajake.
Mpumepn TakBmx bpeHampanux gorahaja cy Erant y Hosom Cagy, Llessun y Huuwy,
Cabop y Nyun.

MapkeTuHr gorahaja je npouec koju Hajuewhe obyxeaTa cnegehe kopake:10

105 Chapleo, C. (2015). Brands in Higher Education: Challenges and Potential Strategies.
Bournemouth University. International Studies of Management and Organization, 45(2), p. 150-163.
DOI: 10.1080/00208825.2015.1006014,

106pavid, F. R., David, M. E. & David, F. R. (2011). What are business schools doing for business
today?. Business Horizons, 54(1,) p. 51-62, https://d0i:10.1016/j.bushor.2010.09.001.

107Mason, P. M., Steagall, J. W. & Fabritius, M. M. (2003). The changing quality of business education.
Economics of Education Review. 22(6), p. 603-609, https://doi.org/10.1016/S0272-7757(03)00025-6.

108 Virijevi¢ Jovanovié, S. (2015). Brend MenadZment, Beograd: Cigoja $tampa, str. 173.

109 Goldblatt, J. (2002). Special Events:Twenty-First Century global Event Management. New York: John
Woley & Sons, Inc., p. 8-9.

110 Virijevi¢ Jovanovié, S. (2015). Brend MenadZment. Beograd: Cigoja $tampa, str. 180.
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HedurHncarwe KOpUCTU MU 3Ha4aja Nnponssoaa.
CermeHTaumja TpXxkuLTAa.

lMnaH 3a 3agoBosrbere notpeba nydnuke.
AHanusa npoueca oasnyymBara Kynaua.
OppehuBamne LeHe u anctpmnbyumja ynasHuua.
lMpomouwja gorahaja.

OueHa MapKEeTUHLLKNX aKTUBHOCTMU.

NoabkhwbdE

CneuujanHu gorahaju umajy 3HayajaH ytuuaj Ha opmupare CBeCcTu o GpeHay, u
Herosa eguKacHOCT 3aBUCU 04 (PU3NYKMX (ONUNSBMBUX) efnemMeHaTa, Kao LTO Ccy
BU3YENHN WOEHTUTET KOjU YMHEe Foro, CroraH Wnu 3aliTUTHU 3HakK, W ancTpakTHUX
(HeonuNIbMBUX enemeHara), Kao LITO je n3asnBare emouuja.

CxoaHo Hamepu 1 KapakTepuctukama, gorahaju ce mory knacudgukosaTu Kao:

KyntypHu gorahaju,

YMeTHuuko/3abaBHu gorahaju

MocnosHu gorahaju,

CnopTcko/pekpeaTuBHa TakKMUYeHa

O6pa3soBHU 1 Hay4yHU gorahaju

MonuTtnyko/gpxaBHu

MpuBaTHW gorahaju (roguwmnue, 3abase, BeHYawa, OKynibama...)

NoOos~ODPRE

Mpouec 6peHampara gorahaja npukasaH je Ha cnuum 31.
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Esanyauuja

e [IpoueHa gorahaja
e [loBpaTHa
UHopMauuja

MmnnemeHTaumja

e  AKTUBHOCTU
e [loyeTtak gorahaja

Konuenr
nnaHupara

[Horanaj
YyecHuum
Hatym
MecTo
TpoLukoBu

MUcTpaxxusamwme

o  TpxuwTe
o  KoHKypeHuuja

Crparemko
nnaHupare

e byuer
o  MapkeTnHr
e Jlornctuka/aktMBHOCTU

Cnuka 31: lNpouec bpeHOupar-a dozahaja

U3eop: aymop

BpeHanpawe gorahaja komnaHmje 7up npukasaH je Ha crnvum 32.
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Cnuka 32: 7up Brand Event

U3eop: https://images.search.yahoo.com (01.03.2018).

7.3. JlojanHocT GpeHAay

lMepcnekTuBe TpXULLHE BpeAHOCTM BpeHaa n ocTBapeH-e BUCOKE BPeAHOCTM 3a Kynua
Harnawasajy BaXHOCT JiojaniHoCcTu. BaxHOCT nojanHoctu bpeHaa ce Hajyewhe Buau
Kaga gohe 0o NpomMeHe HEKOr O KibyYHUX enemeHaTta 6peHaa, kao WTo TO UCKycuna
Coca Cola ca nsbaumBawemM Ha TpXXuwTe HoBor npomnssoga - Hoey kony (New Coke),
jep Huje 3aTpaxuna 3agoBorbaBajyhe ,gonywitewe” Kynaua. Pasnor 3a oBy npomMeHy
je 6o NpBEHCTBEHO TaKMMYapPCKK, jep je no3HaTh 6peHa kamnawe Pepsi Cole - ,Pepsi
Challenge®, 036ursHo goseo y nutawe Coca Cola BONCTBO y TOM CErMEHTY TPXKULUTA.
Ha npomoumjama cy noTpoLwiayn ca NnoBe3oM Npeko ovujy Tectmpanv oBa aAsa nuha un
Pepsi je koHCTaHTO nobehmBana. N3 ctpaxa ga he nsrybutu Tp>xuwTe, NOroToBy KoA
mnahe nonynauuvje, Coca Cola je 6una npumopaHa ga y3spaTu. HbnxoBa cTpateruja
je buna ga npomeHn popmyny ceor nuha kako 6u 6una cnuyHuja Bep3nju Pepsi nuhy
Koje je 6buno cnahe. Kako 6w HanpaBuna Hajoorbu cactas, Coca Cola je Tectnpana
orpomaH 6poj notpowava — vyak 190.000! Pesyntat cy noTBpAunuM ga notpoLwiaym y
orpoMHOM Opojy BuWE Bone YKyc HoBe, cnafe Bep3uje nuha. HaopyxaHu
HOBOCTeYeHUM camonoy3garwem, Coca-Cola 1985. roguHe objaBrbyje NpoMeHy y
dopmynu ceor nuha y3 BesniMky nomry, 04HOCHO cTapy oopmMysy 3amMeryje HOBUjOM,
cnahom Bapujaumjom HasBaHom Hosa Kona (New Coke). Wako je Coca-Cola
noTpowwuna 4 MunMoHa gonapa Ha UCTpaxuBakme TpXuWTa U TEeCTOBM Ha cnemno
nokasmBanu pfa Yy4YecHUUM TecTa nMpedHoCT najy HOBOj, cnahoj dopmynn,
npeactasbawwe Hoee Cole n3asBano je HaumoHanHy y3byHy 36or emoumoHanHe
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NPUBPXKEHOCTN Kynava ctapoj konun. KomnaHuja je noyena ga gobuja reytuta nucma,
cny6eHe nNpoTecTe, YakK je OoLWo 1 A0 NpeThsK cyackum npouecom.'! Y Cujetny,
NMHBECTUTOP Y NeH3nju Gay Mullins je ocHoBao yapyxene ,,OHUX KOju Nujy cTapy Kony
y Amepuun® n otsopuo tenedoHcke nuHuje (hotlines) koje cy rbyT noTpoLuayv Mornuv
Aa 3oBy. Y mehyBpemeHy, rmasHoMm Coca Cola ceagnwty je ctusano oko 1500 nosuea
Ha gaH. lNMucma y kojuma cy noTpowadn 6ecHo ocyhuBanu oanyky KomnaHuje cy
6GykBanHo Guna goctaBrbaHa kamuvoHuma. [locne HeKonuKo Meceuu y Kojuma je
npogaja Coke gpactudHo onana, Coca Cola ognydyje aa BpaTu ctapy opmyny ca
HOBMM MMeHoM ,Coca Cola Classic” Ha TpxuwTe u Takohe octasu ,New Coke.“11?

3BY4M MPOHNYHO, anu ueo Taj gorahaj je ctapoj opMynn Aao jow CHaXXHUjU cTaTycC
Ha TpxuwTy. U3 oBor gebakna Coca Cola je Hayymna Bpfo jaBHy M NOY4YHY NeKunjy o
6penay. Nuhe Coke noTpolwaynma ounrnegHo Huje 6uno camo ocsexasajyhe nuhe
Koje yTosbyje xef), Beh um je npencraeBrbano u Heky BpCcTy AmMepuyke mkoHe. Mmuny
6peHaa Coke OeUHMTMBHO j€é MMAO €MOTUBHY KOMMOHEHTY, MCKa3aHy Kpo3 jaka
ocehara noTpoLuava.

Coca Cola je Hanpasuna un gpyre rpeLwke y nnacupawy ,New Coke“ jep nakoBawe 1
pekname HUCY OOBOIbHO pasaBajanu bpeHpgose. Anu, Hajseha rpeluka je unak éuna
TO WITO Cy n3rybunun n3 Buaa wra je 6penHs y LenMHN 3Ha4no HMXoBMM NOTPOLLIAYMMa,
OAHOCHO da rMCcuxXorowKa peakumja Ha bpeHa mMoxe fa byae jegHako BuTHa kao
dom3nonoLlKka peakumja Ha NpomsBoa,.

111 Kotler, P., Keller, K.L. (2012). Marketing management. 14th ed. Pearson:Prentice Hall. p. 243-277.

12 Keller, K.L. (2013). Strategic Brand Management - Building, Measuring, and Managing Brand Equity.
Pearson Education Limited. 4th ed., p.531.
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8. MPOLUEC U3IrPAOHKLE BPEHOA

BpeHn npeactasrba BpeadHy HEONMUMIBMBY MMOBUMHY KOja Kynunma 1 opraHusaumjama
(koMmnaHunjama) Hyau HU3 KOPUCTU U 3aTO Ce MOpa KOHCTAHTHO marpahusaTtn n wmume
NaXxrenBo ynpasrbath. KoMnaHuje nyTeM MapKeTUHLLUKMX akKTUBHOCTW HacToje ha
CTBOpPE CHaXaH W npernosHaT/bMB OpeHAd, Koju je 3anpaBO HEeWTo LITO noymBa y
ymoBMMa Kynaua. JeoHOM peudjy, cTBapawe OpeHaa ce 6Gasupa Ha cTBapakby
MEHTarHe CTPYKType Koja noMaxke Kyrnuy a opraHu3yjy CBoje 3Hakwe O npomssoauma
M ycriyraMa Ha Ha4dvH KOju UM onakwlaBa JoHollewe oanyka. Mehytum, ctBapamwe
OGpeHaa yjeaHo 3Haum u cTBapawe pasnuka. Kynue je notpebHo ysepuTtn aa namehy
OpeHOa ucte kareropuvje nponssoga Unun ycriyra rnoctoje pasnuke y ocobnHama nnm
KOpucTMMa camor npon3soga.

Bpenaonpamwe (branding) je npouec Kpeupawa, noTsphuBaka M NpPoMOBMCaHA
npenosHaTrbmBor 6peHpa. NogpasymeBa kpeupawe jeOUHCTBEHOr koga, OAHOCHO
jEANHCTBEHE TPXULUHE MpPeno3HaT/bMBOCTM NPOM3BOAAa, ycnyre, nojeguHua, Tuma,
KOHLenTa, mogena nocnoBawa WM opraHusauunje. bpengupawe npencraeiba
NPUMEHY 3Hara M BELITMHA Kpeupakwa U UcTuuakwa jeQUHCTBEHOCTN M nocebHOoCTH
npous3Boga 1 NoHyAe Ha TPxXMWTY. bpeHanpawem opraHusaumje HacToje aa Kkpeupajy
XerbeHy nepuenuujy M acouujaTMBHOCT npousBoda y YyMy noTpowada. bpenpg
MEeHalMeHT je npouec nnaHvpaka, OpraHu3oBaka, W3BpLIEHa W KOHTpone
MapKETUHLLKMX aKTUBHOCTU (QOKyCcMpaHuMx Ha npodwunucawe Tuna OpeHga w
npeBofhere HEeroBor MAEHTUTETa Y XeSbeHN UMUL U penyTaunjy Ha TPXULITY, Kao n
ocTBapuBake MNO3UTMBHOI TyABWNa M pearnHe WMOBMHCKe BpedHocTU OpeHpa.lld
Bpengupare n cteaparwe 6peHga cacToju ce U3 HM3a akTUBHOCTU, Ynju Bu Kpajru
umb  Tpebao OUTM  Npenos3HaT/bMBOCT  KBanuMTeTa HEKe KOMMNaHuwje unu
opraHusauujet!4. Poba ce Hyau, a BGpeHa ce Tpaxu — GpeHAa je y cTBapu nokpeTay
napTHEePCKMX ofHOCca NnoTpoLlaYa ca nponssohadem, NpoaaBLEM, Tj. KOMnaHujoM 15,

CtBapawe OpeHaa je moryhe npumeHuTV cByda rae Kynuu umajy msbop. Tako je
moryhe ctBopuTn 6peHa maTepujanHmx npomssoga (BMW, Audi, Nestle), ycnyre (EP

113 Rakita, B., Mitrovi¢ I. (2007). Brend menadZment. Beograd: Savremena administracija, str. 12.

14 Lugi¢, M., Branislav, R. (2015). Korporativni brend u funkciji trzisne konkurentnosti proizvoda i usluga,
Poslovna ekonomija, 9(2), str. 385-410.

115 Milanovi¢-Golubovi¢, V. (2004). Marketing menadZzment. Beograd: Megatrend—univerzitet
primenjenih nauka, str. 20-390.
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Cpbuwuija), TproBuHe (Spar, Metro), ocobe (Hoeak hokosuh), mecta (Hbyjopk, Majopka),
opraHusauuje (OECD) unu naeje (cnoboaHa TprosuHa). e

CtBapamne bpeHaa je npouec 3a Koju je notpebHo ga npohe oapeheHo Bpeme kako 6u
ce enemMmeHTn GpeHaa ypesanu y rnase noTpolaya. lNogpasymeBa HM3 aKTUBHOCTM Ha
ocMUWIbaBakwy  enemeHata  OpeHaa,  jeAMHCTBEHOr  3alITUTHOr  3HakKa,
KapaKTepUCTUYHMX MponaraHgHUX Mopyka W OCTanuMx akTUBHOCTM Yy UWUIby
NO3MLNOHNpPakby BpeHaa Ha TPXKULWLITY.

Mpunukom kpeupawa OpeHaa, KoOMNaHWjama Ha pacronaraky CToje  Tpwu
moryhHocTtu:1t’

1. Kpeunpame ,kopnopaTuBHor 6peHaa‘“, kaga ce KOpUCTU jedaH Ha3mB 1 BU3yarnHa
jeaHoobpasHocT (Nokia, Lego, Tesco). Heke komnaHuje kopucTe jeaaH HasuB
3a cBe cBoje npoussoge (Yamaha knaBvpu n Yamaha motopwm).

2. Kopuwhewe ctpatervje ,notepheHn OpeHA®, KOO KOje KOMMaHuja MMma Hu3
cBojux 6peHgoBa, a cBakuM 6peHA MMa CBOj Ha3WB U WOEHTUTET, anun ce OHU
nepumnunpajy kao geo uenuHe(Accor XoTenu n pectopaHu n kerosm 6peHaoBM
Sofitel n Mercure).

3. lNpumeHa mopgena ,03HadeHo OpeHOoM®, roe ce cBaka jeavHuua GpeHpa
noTpowadymma npeacrtaBba OABOjEHO, Ma WX OHM [OO0XUBIbaBajy Kao
He3aBMCTaH BpeHa nako cy y CTBApHOCTU Y BIIACHULLTBY KOMMaHuje Koja UM
ynpaBrba (komnanuja Diageo, ca cBojum OGpeHgoBuma Guinness, Jonnie
Walker, Baileys, Smirnoff uta.).

8.1. Wsrpagwa TpXuULLHEe BPpeAHOCTU OpeHAaa

M3rpagra TpxuwHe BpeaHocTn bpeHaa 6w Tpebano ga 6yne OCHOBHWM MpUOpPUTET
KoMnaHuje. bpeHa je jeAHa of HajBpedHWjUX HeonunibMBMX MMOBMHA. M3rpagra
CHaxHOor 6OpeHOa je UCTOBpPEMEHO M YMETHOCT W Hayka. 3axTeBa NaxibMBO
nnaHnpawe, OYyropoyHy nocsBeheHOCT W KpeaTMBHO [Au3ajHMpaH W CnpoBedeH
MapKeTUHr. Y caBpeMeHMM TPXULIHUM YyCroBMMa YrpaBribawe OpeHOooM je of
cTpaTelKkor 3Ha4vaja jep KOMOWHyje AuM3ajH U MMNNEMEHTauMVjy MapKeTUHLLKNX
aKkTMBHOCTWU. Lurb cTpaTtewkor ynpasrbawa OpeHOoOM je da WTo je MakcMmarHo
moryhe yBeha weroBy BpeaHOCT. [lpouec cTBapaka TpPXULHE BpeaHOCTM OpeHaa
MMa 3a uuIb Aa Ko Kyrnua CTBOpW, Nnpe cBera, 3Hawe 0 bpeHay.

116 Kotler, P., Keller, K.L., Martinovi¢, M. (2014). Upravljanje marketingom. 14. Izdanje. Zagreb: Mate,
str. 600.

117 QOlins, W. (2008). Brendovi — marke u suvremenom svijetu. Zagreb: Golden marketing Tehnicka
knjiga, str. 197-212.
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Crtpartervjckn meHamMeHT BGpeHaa nogpasymeBa An3ajH M MPUMEHY MapKeTUMHLLKNX
nporpama n akTMBHOCTWU Kako Ou ce carpaguna, uamepuna u ynpasrbana BpegHoCT
6peHaa.

Mpouec cTpaTeLlKor ynpaBrbakba OpeHaoM UMa YeTpu OCHOBHa Kopakalls:

MoeHTudgurkoBare 1 ycnocTaBibake No3mumoHnpawa bpeHaga
MnaHnpare 1 NnpumMeHy MapkeTuHra 6peHa

Mepere 1 nHTepnpeTauujy aenosawa bpeHaa

PacT n ogpxxaBare BpegHocTu 6peHaa.

bR

YeTnpn HaBegeHa OCHOBHA Kopaka CTpaTeLUKor ynpaBrbaka 6peHaoM npukasaHa cy
y Tabenu 4.11°

Tabena 4: Yemupu ocHosHa cmpameuwlka Kopaka yrpassbarba 6peHOoM

U3seop: Keller K.L., (2013), Strategic Brand Management - Building, Measuring, and Managing Brand
Equity, Pearson Education Limited, 4th ed. p 273.

KOPALU FMABHU KOHLUENTU
- Marne yma
- KOHKYPEHTHO pehepeHTHO Morbe

UpeHTudmkoBaTtn 1 yTBpAUTU NO3NLNjY U - CTaBKe CIIMYHOCTU U CTaBKe pasnnymTocTu
BpeaHOCTU GpeHaa
- OCHOBHE acouujauuje bpeHaa

- MaHTpa OpeHaa
- MelLawe U cnajake enemeHata 6peHaa
- MIHTErpucame MapKeTUHLLKUX aKTUBHOCTM 3a

I'Inal-mpam U NPUMEHUTUN MAPKEeTUHLLKN 6per,

nporpam 3a 6peHp

- yTUUaj cekyHaapHux acouujauuja
- NaHay, BpegHocTy 6peHaa
MepuTtn n nHTepnpeTMpaTtu nepdopmaHce - KOHTpona bpeHaa
(ycnewHocT) 6peHaa - npaheke OpeHaa
- CUCTEM ynpaBrbaka BpegHocTMMa bpeHaa
- apxuTekTypa bpeHaa
- nopTdonuno n xujepapxuja dpeHga
PacTt n ogp>xxuBocT BpegHoOCTH bpeHaa - cTpaTeruje 3a npowunpene 6peHga
- Mojavyare 1 peBuTanusaumja (OCBexXeHe)
OGpeHaa

118 Kotler, P., Keller, K.L., Martinovi¢, M. (2014). Upravljanje marketingom. 14. Izdanje. Zagreb: Mate,
p. 248-249.

19 Keller, K.L. (2013). Strategic Brand Management - Building, Measuring, and Managing Brand Equity.
Pearson Education Limited. 4th ed, p. 241-250.
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ApxuTekTypa bpeHaa ce ogHOCU Ha Xujepapxujy bpeHaa yHyTap ogpeheHe komnaHuje,
OAHOCHO Melhy-ogHOCY MaTu4He KoMnaHuje, hepku-pupmu, Nponssoda v ycnyra u
Tpeba ga ocnukaBa MapKeTUHr cTpaTernjy. BaxHo je ocTBaperwe [OCneaHoCTH,
BM3yenHor n BepbanHor pefa, uaeja u Hamepa pasnuMuUTUX enemeHaTta, koju he
nomohu KomnaHuju ga pacte u edukacHuje Tpryje. Tabena 5 npukasyje pasnuuute

TUNOBE apxuTekType bpeHaa.

Tabena 5: Tunosu apxumekmype 6peHOa

Uzeop: Wheeler A., (2009), Designing Brand Identity, John Wiley & Sons, Inc. p.23.

MoHonuTHa apxuTekTypa 6peHaa

KapakTtepuwe ra jak jeguHcTBeH mactep GpeHa.
[MoTpowaym oanyyyjy Ha OCHOBY JiI0jasIHOCTH
opeHagy. OcobuHe GpeHaa u KOpUCTU Of H-era
Makwe Cy BaHe noTpowadnma of obehawa u
nnyHoctn  GpeHpga. [powwnpenn  GpeHgosu
KopucTe uaeHTUTeT MaTuyHor GpeHga v onwTe
onuce.

MoapxaHa
OpeHpa

(vHpgopcupaHa)  apxuTekTypa

KapaktepuLue je MapKkeTUHLLKa cuHeprunja namehy
npounsBoda WM cektopa KU MaTtuyHor 6peHpa.
Mpoussog nma jacHo geduHMcaHoO NPUCYCTBO Ha

TPXWLWTY, Ka0 U KOPUCTU OA YAPYXUBawa ca
MaTUYHUM  OpeHOoM, HeroBe noaplike W
BMOSBUBOCTM.

MnypanucTnyka apxutekTypa bpeHaa

Kapaktepuwe je cepuja p[obpo nosHaTmx
noTpoLladkmx 6pengosa. Mime matmyHor 6peHaa
MOXe OWTWM BMASBMBO WU NaK HEAOCTYMNHO
noTpowaymma, a no3HaTto camMo 3ajegHuum
nHBectTuTopa. MHOro MaTU4YHMX KOMMNaHwuja
pasBuja cUCTEM KoprnopaTuBHe nogpluke Tpeher

pena.

Google + Google Maps
FedEx + FedEx Express
GE + GE Healthcare
Virgin + Virgin Mobile

Vanguard + Vanguard ETF

iPod + Apple
Polo + Ralph Lauren
Oreo + Nabisco

Navy Seals + the U.S. Navy

Wharton (University of
Pennsylvania)

Tang (Kraft Foods)

Godiva Chocolate (Campbell
Soup)

The Ritz-Carlton (Marriott)

Hellmann’s
(Unilever)

Mayonnaise

94



[emepmuHaHme Kpeupara npeno3Hamrbugoa 6peHda y cagpemMeHUM MPXUWHUM ycriosuma

MocToje Tpy HM3a NokpeTaya TPXULIHE BpeaHocTn 6peHaa:t?°

1. NoeHtntetr 6GpeHaa, (3a noveTHU unaeHTUTeT GpeHda Cy HajBaXHUU nme
6peHaa, norotmn, cumbonu, 3HakoBu, crnoraHu, ornacu, URL-oBn, nakoBama n
cn.). Cmartpa ce ga 6peHg uma gobap MAEHTUTET YKOMMKO je UMe KpaTko,
NpMBRAaYHoO, NAMTIbUBO, aKTUBHO, MYSTUKYNTYPHO.

2. lNpowussoa nnu ycnyra u cee npatehe MapKeTUHLUKE akTUBHOCTU U nporpamm
KOjuma ce cTBapa npeno3HaTibUBOCT.

3. Ocrtane acoumjaumje koje ce nocpegHoO npuaajy 6peHay noBe3nBaweM ca
HEeKUM Opyrum eHTuTeToM (HNp. ocoba, MecTo, NpoAajHO MecTo, CTBap).

Noeanu noeHtuteTa 6peHaa npeacTaBrbeHu cy Ha cnvum 33 1 objalubeHn y Tabenu
6.

KOXEPEHTHOCT

noceeheHocT

3Ha4YeH-€
o@@ —

c¢hbnekcubunHocT

Cnuka 33: Noeanu 6peHd udeHmumema

Usesop: Wheeler, A. (2009). Designing Brand Identity. John Wiley & Sons, Inc, p.31.

120 Kotler, P., Keller, K.L., Martinovi¢, M. (2014). Upravljanje marketingom. 14. Izdanje. Zagreb: Mate,
p. 328.
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Tabena 6: MoeHmumem b6peHOa

Ussop: Wheeler A. (2009), Designing Brand Identity, John Wiley & Sons, Inc. p.31.

Bu3anja Y6enmuBa Bu3Mja eduKacHOr, apTUKYNMCaAHOr W CTpacTBEHOr nuaepa
npeacTaBsrba OCHOBY M MHCNMpaLMjy 3a Hajborbe bpeHaoBe.

3Havewe Haj6orbyn GpeHmoBu ce 3amaxy 3a BenuKy uaejy, CTpaTeLlky nosvuujy,
AeduHUcaHn cKyn BpegHOCTU — TO je rnac Koju ce u3aBaja.

AyTeHTUYHOCT AyTEHTMYHOCT Huje moryha, YKONMKO opraHmsaumja Huje jacHo gedvHucana
CBOje TpXuLWTe, Mo3uuujy, BPEOHOCHE MpeTnoCTaBKke W KOHKYPEHTCKY
npegHocCT.

Pasnuuutoct BpeHpgoBu ce yBek Takmu4e jedHu ca gpyruma y oksupy ogpeheHe GusHuc

KaTteropuje u, y HEKOM KOHTEKCTY, TakMuye ce ca CBMM OpeHOoBuMa Koju
npeTeHayjy Aa 3agobvjy Hally naxsy, Hally nojanHocT U Hall HoBaL,.

TpajHocT TpajHOCT je cnocobHOCT Oa ce Ayro OncTaHe y CBETY KOjU Ce KOHCTaHTHO
Kpehe n y kome cy HeMuHOBHe Oyayhe npomeHe, Koje HUKO He MoXe Ada
npegsuam

KoxepeHTHOCT Bvuno kaga ga ce moTpoway cpeTHe ca bpeHaoMm, OH Mopa Aa My Ce Y/HM

nosHatMm 1 noxerbHuMm. [ocnegHoct He Mopa 6wt cTpora u
orpaHuyaBajyha, kako 6u ce cTekao yTucak Aa ce pagu o jedHOj KOMMNaHujm.

dnekcnéunHoct EdektBaH GpeHa MOeHTUTET NO3MLMOHMPA KOMMaHWjy Ha nyTy NPOMEHEe U
pa3Boja y 6yayhHocTu. Takohe nogp)kaBa MapKeTWHr cTpaTerujy koja ce
pa3Buja. bpeHOoBM Koju Cy OTBOPEHW 3a MNPOMEHYy Mopajy Aa umajy
dnekcubunaH cuctem naeHtTuteTa 6peHga, cnpeman ga 6p3o yrpabu HoBy
MPUINKY Ha TPXKULUTY.

NMoceBeheHocT OpraHusaumje Mopajy akTMBHO Aa ynpaBrbajy CBOjUM pecypcuma, LUTO
YKIby4yje 1 ume bpeHga, pobHe Mapke, MHTErpucaHy nNpoaajy  MapKeTUHLLIKE
cucTemMe u ctaHpapae.

BpegHocT pahene cBecTn o BpeHay, noBehakwe NpPeno3HaTibLUBOCTU, MHPOPMUCaAHE
O jeOVHCTBEHOCTU W KBanWUTETy U M3pakaBake KOHKYPEHTCKUX pasnuka
cTBapajy MeprbuBe pesynrare.

NoeHTuteT GpeHaa ce cmaTpa CTpaTelKoM MOCMOBHOM ariaTkoM M PecypcoM Koju
KOpWUCTe CBaKy MPUIUKY Aa rpage CBecT noTpollaya, noBehasajy npeno3HaTibMBOCT,
NpoknamMyjy jeAMHCTBEHOCT W KBanuTeT U u3paxaBajy KOHKYPEHTCKY MpeaHoCT.
MpUBPXKEHOCT jeAMHCTBEHNM CTaHAapauma naeHTutTeTa 6peHaa, Kao 1 ynopHa Texta
ka kBanuTeTy, TpebGa ga npeactaBrbajy NOCroBHU npuoputeT. pouec msrpagme
naoeHTuteta  OpeHoa  3axTeBa  KOMOMHaUM)y — UCTpaXuBakba,  CTpaTeLlKor
pasMULLIbakba, M3BPCHON AM3ajHa U BEeLUTUHE NPOjeKTHOr MeHaLMeHTa.

3Hare 0 BbpeHay nma gBa gena: ceect o bpeHay v nmuy 6penaa. MNMpeu GuTaH Kopak
y rpahemwy BpegHocTn b6peHaa je cTBapawe cBecTu O OpeHay M noBehaBawe
BGrIMCKOCTN NOHOBHUM M3narakwem (36or npenosHaBarwa bpeHaa), 1 Be3anBame jaknx
acouujaumnja ca ogrosapajyhom kaTteropujom npoussoga wnu gpyrum  OGUTHUM
KyNoOBHUM MM NOTPOLLUAYKUM curHanuma (nogcehawe Ha 6peHg). CeecT o GpeHay je
nosesaHa ca jayMHOM Tpara y namhewy M MOXeMO ra Meputn kKao moryhHocT
noTpoLwlava ga npenosHajy 6peng y pasnnumtum ycnosmma. Kapga ce jegHom Kpewupa
oarosapajyhu HMBO CBECTU O BpeHay, MapKeTUHI CTpyYHaum MOry a CTaBe akueHaT
Ha cknanawe nmuya 6peHga. Mmn 6peHaa je Buherwe GpeHaa oa cTpaHe noTpoLuaya
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Koje ce ogpaxaBa y acoumjaumjama o 6peHay y namhewy notpolwada. Kako 6u ce
Kpevpao no3utuBaH mmuy GpeHga mMopa Aa nocToje MapKeTUHLLKM Nporpamm Koju
noBesyjy jake, NO3UTMBHE U YHMKaATHE acouujaunje ca bpeHgom. bpeHa acouumjaumje
mory ga 6yay unu atpubytm 6peHga wnu weroBu beHedutu (kopuctu). BpeHa
aTpnbyTn cy oCoBUHE KOoje KapakTepully Npou3Bog unu ycnyry 0ok cy 6eHeduTn
NMYHe Bpe4HOCTU UNKN 3HaYeHa Koju camu noTpoLuayun goaajy atpmbytmuma npoussoga
nnun ycnyre. MapKkeTUHLLKM CTpyyYHauy CTBapajy NMo3MTUBHE acouujaumje Tako LITO
ybehyjy noTpowade ga 6peng nma ogrosapajyhe atpubyte n 6eHeduunje koju he
3aJ0BOSbUTY HUXOBE NOTpede 1 Xerbe U TuMe CTBapajy No3uTUBHE npoleHe bpeHaa.

Acouujaumvje koje nagHy Ha nameT noTpolwiadnma Kaga nomucne Ha FedEx mory ga
oyay ,bp30°, ,o4roBopHO®, ,MOrogHo“ unn ,JbybuyacTm M HapaHyacTu nakeTn.
CywTunHa nosuuunoHnpara bpeHaa je oa 6peHa ma oapXKuBY, KOHKYPEHTY NpeaHoCT
WK ,yHUKaTaH npoaajHu npeasior Koju Aaje noTpolladvy yBeprbve pasnor aa kynu. 12t
FedEX je ocHoBao 1973. rognHe BM3MOHap WM M3BpLLHK anpektop, ®pen Cmut (Fred
Smith), a KOpYCHUUMMA NpYXa LLUMPOK OMYyC NOCHIOBHUX, JTOTMCTUYKUX U TPAHCNOPTHUX
ycnyra y 220 3emarba nyTeM CBOje MpPEXe He3aBUCHUX KoMMaHuja. nobanHm obmnm
opraHusaumje, noysgaHocTt n 6p3nHa je uctakHyta crnoraHom 6peHga, ,,The world on
time“ (Ceem Ha speme), a ugeHTUTeT 6peHaa je narpahmesaH NpUMEHOM Ha Xurbagama
yHMdOpMM M nakoBawa, Ha (NoTm aBuMOHa M Bo3unNumMa kKomnanuwje. O cBoje
HajpaHuje pekname, ,Kaga anconytHo Mopa fa cturHe go yjytpy“, (“When It
Absolutely, Positively Has to Be There Overnight”) FedEx je Harnawasao ©p3uHy,
ymehe 1 Noy3gaHoCT y cnawy M ucnopydmnsamwy. HomxoBa HajHOBMja Kamnawa ,Mu
pasymemo® (“We Understand”) yuBpwhyje ctaB ga je FedEX ,caBpweH nomaray u
n3BpLUMnaL, ognuyHe ycnyre n naptHepctea“. IHTepHauunoHanHo, ,FedEx ncnopyuyje
cBeTy Koju ce mewa“ (“FedEx Delivers to a Changing World”) je kamnawa koja
nogpxxaea fa je jegHa of KOHCTaHTu y ceeTy FedEx. KomnaHuja HacToju Aa je HeHu
KNMjeHTU BMAE Kao noy3gaHor naptHepa nocBeheHOM CUrypHuM M ucnnaTtvBuM
ncnopykama LWMpoM cBeTa. HbUXOB MapKeTUHr 4YeCTO KOPUCTU XyMOP W BUCOKE
npounssogHe BpegHocTn. FedEX pekname koje ce emutyjy 3a Bpeme Super Bowl-a je
4YeCTO OLEeHEHEe Kao jefHe 0 HajcuMnaTUYHUjUX KynumMma. Y3 nomoh cBoje caBplUeHe
ycnyre ucrnopyka n KpeaTUBHUX MapKeTUHLLIKUX KOMyHUKaumja, FedEx noctaBrba Tpu
OVMeEH3Mje KpeambunuteTa: eKCcnepTHOCT, BePOAOCTOjHOCT M AoNaArbMBoCT. 22

Kag 6u Bac Heko, Ha npuMMep, NUTao WTa Bam NpBO NagHe Ha NamMeT Kaga noMucnuTe
Ha komnjyTepe Apple, wTa 6u cte peknn? Moxaga 6u cte ogroBopunn NOACTaKHYTH
acouvjauunjama ga je ,o4nu4yHOr AmsajHa,” ,nako ce Kopuctu® unu ga npencrasiba
,2HajHOBWjy TexHornornjy“. Acoumjaumje koje npee nagHy Ha nameT Cy OHO U3 yera ce

121 Aaker, D.A. (1982). Positioning Your Brand. Business Horizons, 25(3), p. 56-62;

122 Wong E. (2010). FedEx Rolls with Changes in Global Campaign. Brandweek. 29 October 2009,
http://www.adweek.com/brand-marketing/fedex-rolls-changes-global-campaign-106604/ (10.05.2018).
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cactoju nmuy 6peHga Apple. lNomohy BelwTOr MapkeTUHra 1 nNpoms3Boaa Koju paHuje
Hucy BuheHu, Apple je ycneo ga nocturHe 6orat nmuy ceor 6peHaa koju ce cacToju n3
MHOLWTBa acoumnjaumja. Cnunka 34 npukasyje Heke of Hajyewwhux acouunjaunja Koje cy
HaBOAMMN NOTPOLUAYN.

Nak3a
Kopuwhere

Ipadmka 3abasaH

MpujaTesbekn

\

WHoBatueaH KpeaTtuaH

Apple noro

Cnuka 34: Acoyujayuje Ha Apple komrjymepe

U3eop: https://images.search.yahoo.com (01.03.2018).

MohHu 6peHaoBm HUCy cnyyajHocT. OHK cy pe3ynTaT NPOMULLIBEHON U MaLLUTOBUTOT
nnaHnpawa. Ko rog rpagu vnv Boan 6peHa Mopa Aa NaxrbyMBo passBuje 1 NPpUMEHN
KpeaTuBHe ctpaTernje 6peHga. Tpu anata wunv mogena cy oa Benuke nomohn y
npouecy nnaHupawa. Kao nosHate pycke nytke babylike matpuoluke, n oBa Tpu
mogena cy mefycobGHO noBe3aHa M Tako 3ajegHo nocTtajy aeo Beher oncera. MNpeu
MOAEN ce cacTaBHW Oe0 Apyror, a Apyrn cactaBHu geo Tpeher. 3ajegHo, Ta Tpwu
MoZena npyxajy npecyaHe MUKPO M Makpo nepcnektuee rpafewa 6peHaga. Ta Tpu
mopaena rpahewa 6peHaa cy:1%3

1. Mogen nosuuuoHupawa 6peHaa, Koju onucyje Kako ga ce nocTaBe
KOHKYPEHTCKe NPeAHOCTM NOTPOLIaYMMa Ha TPXULLTY.

2. Mopgen opjeksBawa 6peHaa, Koju OnNuCyje Kako ga ce ca OBUM
npegHocTMMa copmMupa MHTEH3MBAH WM fojanaH OAHOC MoTpoluaya ca
BGpeHaom.

123 Keller, K.L., (2013). Strategic Brand Management - Building, Measuring, and Managing Brand Equity.
Pearson Education Limited. 4th ed, p.246.
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3. Mogen naHua BpegHocTu OpeHAa, KOju OnNuCyje Kako ga ce npatu
npoLec Kpeupawa BpegHOCTU kako 6u ce 6orbe pasyMmeo hrHAHCKjCKM
edekaT MapKeTUHLLKUX TPOLLUKOBA W ynarawa Yy Kpevpawe rnojasiHux
noTpoLladva u jakmx 6pengosa.

8.2. [OedmHucame TpXKULLIHE BpeaHOCTU bpeHaa

BpeagHocTt ©OpeHaa je jegaH o nNoOTeHUMjanHO HAjOUTHUMX M HajnonynapHUjuX
MapKeTUHLLKUX KOHLIernaTa HacTanux ocamgeceTux roouHa agageceTor Beka. Hberosa
nojaea je 6una n gobpa n nowa BEeCT 3a MaPKETUHT CTpyYHake. [1ob6po je To WTo je
BpegHocT bpeHaa noeehana BaXHOCT GpeHAa y MapKETMHLLKO] CTpaTernjyu n Tume
ycMepuna MHTepec MeHallepa n uctpaxmeara. Jlowa cTpaHa je To WTO je KoHuenT
BPeOHOCTUN JeddMHMUCAH Ha pasnuyuTe HauuHe 3a pasnunuute notpebe. Moxe ce pehu
Aa caja jow yBeK Huje OoOpPMIbEHO 3ajeQHMYKO MULLIbEHE O MEpPery BpeaHOCTU
OpeHaa n camoM KOHLUEeNTY.

TpxuwHa BpegHocT 6bpeHaa je gogaTHa BpeaHoOCT Koja oborahyje npousBoge u
ycnyre. OHa ce MOXe cagpKaBaTWu y HauMHY Ha KOju Kynuu pasMmuusbajy, ocehajy u
Aenyjy y ogHOCy Ha 6peHf, Kao Uy LieHu, yaeny Ha TPXXULWTY U npoduTabunHocTu Kojy
OpeHn AoHoCH.

TpxuLHa BpegHOCT GpeHaa ce MoXe nocMaTtpaTti M3 nepcrnexkTmee Kynua, 6uno aa ce
pagwv o nojeguHuy unu opraHnsaumju. CHara 6peHaa nexu y oHoMe LUTO Kynuy TOKOM
BpemMeHa Buae, nNpouyuTajy, 4yjy, Hayde, npomucne u ocehajy o 6peHay.'?* Ytuuaj
TPXULLHE BpegHOCTV GpeHaa ce orneaa y peakumju Kynua y o4HOCY Ha npeseHTauujy
OpeHaa Ha TpxuwTy. MNMocmaTtpaHo M3 nepcrnekTMBe Kynua OpeHa MMa No3UTUBHY
TPXULLHY BPEAHOCT Kafa Kynal, uckasyje Behy CKNoHOCT NPOU3BOAY U HaYMHY Ha Koju
je oH npeacTaBrbeH Ha TpXuWTY. CynpoTHO, OpeHA uma HeraTUBHY TPXULLHY
BPEAHOCT Kaga je Kynal Make CKIOH MPOou3BOoAY KOju je Ha TPXULWTY NpeacTaBrbeH
noA UCTMM OKOSHOCTMMA.

MocToje Tpu Krby4Ha Aena TpXuLLIHe BpeaHOoCTn bpeHaa 6asupaHe Ha kyniy:12°

1. TpxuwHa BpeaHoCT bpeHaa npomnsnasu n3 pasnuka y Tpaxtwmn Kynaua. AKo
TUX pasnuka Hema, Taga je NpousBoA ca MMeHOM BpeHaa y ocHoBu poba
LUMPOKE MOTPOLWHEe, a KOHKypeHuuja he ce y TOM cnyyajy BepoBaTHO
3aCHMBATUN Ha LEHW.

124 Keller. K.L. & Lehmann. D. (2006). Brands and Branding: Research Findings and Future Priorities.
Marketing Science, 25(6), p. 740-759.

125K eller, K.L. (2013) Strategic Brand Management - Building, Measuring, and Managing Brand Equity.
Pearson Education Limited. 4th ed., p.256-267.
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2. Pasnuke y Tpaxhu Kynua pesynrtar Ccy 3Hawa Kynua o 6peHay, a To cy cBe
mMucnn, ocehajn, UcCKyctBa M BepoBaha Koja ce noBeayjy ca GpeHaom.
BpeHaoBM Mopajy CTBOPUTU CHaXHY, MOBOSbHY U jeOUHCTBEHY Be3y nsmeny
O6peHaa u Kynaua, Kao WTo cy To yumHunu Toyota (noysgaHocT), Hallmark
(6pwkHOCT) | Amazon.com (NOrogHoCT).

3. TpxuwHa BpegHocT 6peHaa ogpaxkaBa ce y nepuenunjama, CKNnoHOCTUMa U
noHallaky NoBe3aHMM ca CBMM BMAOBMMa MapkeTuHra ogpeheHor 6peHaa.
CHaxxHujn 6peHa aosoamn Ao Beher goxoTka.

YcnelwHe komnaHuvje ce 6puHy OKO 3Ha4vaja bpeHaa, MULIIbEHE KOje OH OCTaBSba Y
jaBHOCTM M TpyAe ce Aa ycnocTaBrbajy TpajHe ogHoce ca Kynuuma. bpeHg je uapas
emMoumja 1 noesepera Kynawa, oAHOCHO KopucHuka. Moxe ce pehu aa je 3a 6peHp cee
BaXKHO, Na YaK MU TO KakBW Cy ToaneTtun (y KoMnaHuju, opraHmsaumju, jaBHu toaneTn).
BpegHocT 3a Kkynua je KoMmnnemMeHTapaH KOHUENT y OAHOCY Ha TPXXWULIHY BpegHOCT
OpeHaa Koju oppaxaBa 306Up CBMX BPEOHOCTUM KOje Kynuu npunucyjy 6peHay.
Hajyewhe ce nepcnektmBa BpedHOCTW 3a Kynua ycpecpehnyje Ha uHaHCKHjCKy
BpeaHocT. Mehytum, He cMmejy ce 3aHEMapuUTU HEKe O Ba)XKHUX KOPUCTU CTBapaka
CHaXxHOr 6peHAa, Kao WTo cy BepoBaTHONa npmuBnayvyera KBarmMTeTHNjUX 3aNOCNEHNX,
pobujakbe CHaxHuje noApluke napTHepa Yy MOCMNOBHOM MpoUecy, CTBapawe
MoryhHOCTM pacTta nytemMm npowuvperwa nuHuja. CnobogHo ce moxe pehu ga He
nocrtoje 6peHa 6e3 kynaua, HUTU NocToje Kynuu 6e3 OpeHaa. bpeHa crnyxe Kao
,,MamaL“ Koju ce KopucTu kako 6u ce npusyknu kynuu. Kynum cy nssop Jobutun 3a
OGpeHa, jep A0HOCE KOHKPETHY (UHAHCUjCKY BpegHOCT bpeHay.

CaxeTo, MapKeTUHLLKe NpeaHOCTU CHaXHor bpeHaa cy?6:

Moborbwana nepuenumja KOPUCHOCTU NPOU3BOAA.
Beha nojanHocr.

Mara patUBOCT Ha KOHKYpPEHTCKa TPXKULLIHA AenoBaksa.
Mara patuBOCT Ha TPXKULLHE KpU3e.

Beha pnoowur.

[a kynau BepoBaTHO He npumMehyje noBehawe LeHe.
[a kynav, BepoBaTHO npumehyje CHUXere LeHe.

Beha Tprosayka capagta v nogpLuka.

Beha kopuCT 04 MapKETUHLLKMX KOMYHUKaLWja.

10 Behe moryhHocTu npogaje nuueHue.

11.JopnaTtHe moryhHOCTM Npowunperwa bpeHaa.
12.To6orblwaHo aHraxxoBake 1 3agp)KaBahse 3anoCneHunx.
13. Behe cTone npuHoca Ha (PUHAHCUCKOM TPXMULLTY.

©oeNO~®DNE

126 Kotler, P., Keller, K.L., Martinovi¢, M. (2014). Upravljanje marketingom. 14. Izdanje. Zagreb: Mate,
str. 244,
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Ha HoBay ynoxeH Ha OpeHgupare npousBoga wm ycnyra Tpeba rnegatu kao Ha
ynarawe y 3Hawe Kynua o 6peHay, Npu Yemy je BaXHWju KBanNUTET ynaraka, a He
kBaHTUTET. Moryhe je wuarpagutm cHaxaH OpeHg uM 6e3 Benvkux ynarawa y
Tenesusnjcke kamnawe, ocnawajyhm ce Ha ogHoce ca jaBHowhy, wuperwem
penyTtaumje oA ycta OO ycTa U kopuwheweM OpyLTBEHMX Meauja 3a40BOSbUTU
He3agoBoSbeHe noTpebe noTpollaya 3a npou3soamma u ycrnyrama. CnosHaje kynaua
0 TOMe Kako 1 Kyga 6u 6peHp Tpebano aa ce kpehe he ogpeanTtn 6yayhHocT 6peHaa.
AKO je MapKeTUHr Kamnaka Jiole ocMuIbeHa notpowunhe ce npesulle HoBuUa 3a
narpagkwy 6peHpa, a pesyntatm he 6utu cnabu. Y metadopuykoM cMUchy, Ha
TPXULWHY BpegHoCT OpeHaa ce MoOXe rnegatm Kao Ha HEOMXOAHY CTpaTeLuky
NMOBE3aHOCT KOja MapKEeTUHLLKMM CTpyYkaumMma omoryhasa npenas u3 npoLusiocTu y
6yayhHocT.'?’ [MNeT rnaBHMX dpakTopa yTuLaja Ha noTeHuuWjan 6peHaa npukasaHo je Ha
cnvum 35.

/
/[ MaKpoeKoH /

‘| OMCKO ; | Ancrpnbytepn

\  OKpykewe |

Cnuka 35: lNlem enasHux ¢hakmopa ymuuaja Ha nomeHuyujan 6peHda

U3eop: aymop ro ysopy Ha de Chernatony, L., McDonald, M., & Wallace E. (2011). Creating Powerful
Brands. Elsevier Ltd., Fourth Edition.

Tabena 7 npukasyje Koje ce cBe Mepe KOpUCTe y NpoLiecy ynpaBrbakba 6peHaoM, kao
WTO Ccy carnedaBakbe nepuenuuje noTpollada, CBecTW, pasyMeBawa OpeHaa,

127 Miller, J. & Muir, D. (2004). The Business of Brands West Sussex. England: John Wiley & Sons. Part
II. p. 21-85.
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pearoBara MoTpollayva, fojanHoCcTU, Kao U PMHAHCUCKE Mepe N Mepe CTBapaka

BPeOHOCTW.

Ussop: Wheeler, A. (2009). Designing Brand Identity, John Wiley & Sons, Inc. p.95.

Tabena 7: Mempuka 6peHO MeHayMeHma

MeTpuka PuHaHcuHjcka
MeTtpuka
. nepdopmaHcu MeTpuKa
nepuenuuje BnuckocTt + .
pasymeBatbe NojanHocT
Ceect Opgnyka o CtBapame
KYNOBWUHMU BpeaHoCTH
La u cy Lma nompowayu Kako nompowa4yu Kako ce Kako noHaware
rnompouwa4u mucrie u ocehajy o peaeyjy? nompowadu rnompowadya
C8ECHU 6peHOy? rioHawajy mokom cmeapa
rocmojarba epemeHa? onun/busy
Haweea bpeHoa? €KOHOMCKY
epedHocm?
Ogjek Pasnuuntoct Bogwurba 3a00BOrbLCTBO YOeo Ha TPXKUWTY
noTpoLuava noTpoLlava
[Npeno3HaBare PeneaHTHOCT Mpuxoa
OpeHaa KynoBuHa 3agpxaBamne
Kpeanbunurer noTpoLuaya YnpaBroawe
Mpuxon no MpPOTOKOM HOBLA
JonaarbusocT Mpoba noTpoLuavy
TpXuwHa
OnaxeHu [NoHaBbamwe durHaHcKjcKo KanuTanusauuja
KBanuteT yyewhe
[NpedepeHue PejtuHr
KynosHa Hamepa [oxunBoTHa
Mpemuym LeHa BpeaHocT 3a BpepgHocT
noTpoLiaya OpeHaa
Mpenopyke
MoBpahaj
YwTena
8.3. Mopgenu TpXullHe BpeaHOCTU bpeHAaa

MocToje 6pojHM Mmogenu TpxuLHe BpeaHocTy bpeHaa. Mehy Hajno3HaTtujum cy:

e

MpoueHnTers BpeaHocTn 6peHaa - BAV (BrandAsset Vuluator, BAV)
BRANDZ moaen
Mogen ogjeka 6peHaa (Brand Resonance Model)
AkepoB moaen (Aaker Model)
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8.3.1.MpoueHuTterL BpeaHocTn 6peHpa - BAV (Brand Asset

Vuluator)

AreHuuja 3a ornawasare Young and Rubicam (Y&R) je pasBuna mogen TpXuliHe
BpeaHocTn 6peHga PVM, no Kome nocToje 4eTupu rnaBHE KOMMOHEHTE TPXMULUHE
BpeaHocTn bpeHaa:

1. EHeprnyHO pasnukoBawe, KOje Mepu CTeneH Jo Kojer ce 6bpeHn cmatpa
pasnuuuTtujum of apyrux (Amazon.com, Facebook, IKEA, Land Rover, LG,
LEGO, Twitter, cy Hekn og MHormx GpeHgoBa ca 3HayajHOM EHEepPruyHOM
pasnuuuTowhy).

2. BaxHoCT Mepu agekBaTHOCT U LUMPUHY A0 Koje je 6peHa aocerao.

3. Yrneg mepu nepuenuujy KBanuteTa, NowToBaka, J1I0jariHOCTU U MULLSbEHA O
GpeHay.

4. 3Hahe Mepu [0 Koje Cy Mepe Kynum CBECHU 1 yrno3HaTtu ca BpeHaoMm.

EHeprnyHo pasnukoBawe M BaXHOCT y KOMOUMHaumju ogpehyjy cHary 6peHga, kao
Boaehu nokasarterou koju npeasuhajy 6yoyhu pact u BpeaHOCT, AOK Yrnea v 3Hawe
3ajeqHo cTBapajy ctatyc 6bpeHaa y OAHOCY Ha MPOLUMOCT U TPEHYTHY BPEAHOCT, Kao
LUTO Nokasyje crnuvka 306.

EHepruyHo BaxHocT
pasnukoBawe
Yrnep
(konwuko Bam
_ 3Hake
(Tauke je 6peHa
pasnuunToCTM) BaXaH) (wra
MucnuTe o (nnyHo
6peHay) pasymeBahe
OpeHpaa)

\ \ )

Y Y
CHara 6peHpaa Crartyc 6peHaa
(nokasaterb BpeaHOCTU (TpeHyTHa BpegHoCT
oyayher pacta) OpeHaa)

Cnuka 36: lNpouyeHumerbu epedHocmu bpeHda
U3eop: http://www.yr.com (01.03.2018).
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Mpema BAV aHanusau, Kynuu KOHLEHTPULLY CBOjy NpedaHOoCT U KynoBHY Moh Ha cBe
MahsM NopTdonmo nocebHmx BpeHaoBa, Tj. Nokasyjy BeRy CKIOHOCT Ka 6peHay Koju ce
€HEepPrnyHoO pasnukyjy jep ce, no npaeuny, 6orLe NoBeayjy ca Kynuuma.

8.3.2.BRANDZ mopen

Mogen BRANDZ cy passuna KOHCyrnTaHTCKa KOMMaHuje 3a MapKeTUHLLIKO
nctpaxusare Millward Brown n WPP koju onucyje cHare yHyTap 4dvjer ce cpeguwita
Hanasu nupammnga BrandDynamics. Mo oBoMm mogeny, Ha mnarpagwy bpeHaa ytudy
cnegehmn enemMmeHTU:

1. lMpwucyTHOCT. AKTUBHO NO3HaBake Ha OCHOBY MPOLLIOr UCKYCTBA, YOUrbMBOCTU UMK
3Haha 0 obehamwy BpeHaa.

2. BaxHocTt. BaxHocTt noTtpeba kyrnua, y ogrosapajyhem pacnoHy LeHe unu y ckyny
pasmaTpaa.

3. Peanusauuja. BepoBahe ga agoctasrba NpuxBaTibUBY peanuisaunjy nponssoga u
y Y>KeM je nsbopy kynua.

4. TpepgHocT. BepoBake aa 6peHg nma eMOTUBHY MY paumMoHanHy nNpeaHocT Hag
Apyrum 6peHaoBMMa y UCTOj KaTeropumju.

5. lNoBesuBane. PaumoHanHa unM emMoTuBHa NPUBPXKEHOCT BpeHaa Koja UCKIby4yje
BehuHy apyrux 6peHgoBa.

Mupamnga BrandDynamics nokasyje 6poj Kynaua Koju cy OCTUINN CBakM HMBO, Kao
LUTO je npukasaHo Ha cnvum 37. ,,lloBe3aHn” Kynum Ha BpXy nMpaMmuie rpage CHaxHe
ofHoce ca 6peHOoM M Tpole Buwe Ha BpeHa HEero OHW Ha HWXMM HuBouMma. Kako
NOCTOjW BULLE Kynaua Ha HWKUM HUBOMMA, M3a30B je Aa UM ce NoMorHe aa npehy Ha
BMLLE HUBOE.

CHaxxaH 0IHOC/BMCOK yaeo
NOTPOLLIH-E CPeACTaBa Ha
oapeneHy kateropvjy 6penaa

Huwra gpyro Huje 6orbe
[NoBe3nBawe

MpeaHocT

Hyan nn mu HewTo 6orbe
oA opyrux?

Moze li to ispuniti?

Cnab OAHOC/HM3aK yaeo
noTpowke  cpeactaBa Ha
onpeheHy kateropujy 6peHaa

Cnuka 37: lNupamuda BrandDynamies ™moodena (BRANDZ moder)

U3eop: https://www.pinterest.com/pin/806566614483929140 (12.08.2017).
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8.3.3.Mopgen oajeka 6peHaa (Brand Resonance Model)

Mopen opgjeka 6peHaa (Brand Resonance Model) je HaunH nocmaTtpaka mnsrpagse
OpeHaa kao y3nasHu HU3 Kopaka, og OHa nNpema BpXy:

1. WpeHtnteTt BpeHpa-ocurypake Aa Kynum npenosHajy 6peHa n nosesyjy ra ca
KOHKPETHOM KIflacoM npou3Boa unm notpeba;

2. 3Havewe OpeHaa-yuBpCTO yTBphHUBaKE 3Haverwa bpeHaa y ymoBuma Kynaua
cTpaTellkm nosesyjyhn MHOLITBO CTBapHMX WM HECTBApHUX acouujaumja Ha
BpeHp;

3. Oproeopwu (peakuuje) Ha GpeHA -nocTnsawe ogrosapajyhux peakumja kynaua y
BMAy npoueHe n ocehaja o 6peHay;

4. OpgHocu ca bpeHaom-npeTBaparwe peakumja Kynaua Ha 6peHq y MHTEH3UBHY,
aKTUBHY NOjanHoOCT.

OBa 4 kopaka npeacTaBrbajy CeT OCHOBHMX MUTawa Koja noTpollavn Hajyewhe
nocTaBsbajy o 6peHay, a Ta nuTawa cy:

1. Ko cte? (mpgeHTuTeT BpeHaa)
2. llta cte? (3Haver-e 6peHaa)
3. lWTa ja oceham unn mucnum o Tebu? (peakuuje Ha bpeHa)

4. lWTa je ca Tobom 1 ca mHom? Konuko 6ux ja xeneo aa 6ygem nosesaH ca To6om u
KakBe cy Mu acoumjaumje? (Besa ca 6peHgom).

Mpema oBom Mopeny, u3Bohewe YeTMpu Kopaka noapasymeBa YCMNOCTaBibake
nupamuge wect ,rpaheBHnx 6rnokosa dpeHaa“ OBux wecTt 6nokoBa Cy: YOUsbMBOCT,
yYMHaK, cnuka, Muwsrbera, ocehara n pesoHaHua.

Mogen Harnawasa gyanHocT 6peHaa - paunoHanHu nyT uarpagwe 6peHaa npykasax
je Ha neBoj CTpaHW nupamMuge, a eMOTMBHM MNyT Ha LEeCHOj CTpaHu, Kao WTo je
npukasaHo Ha cnmum 38.128

128 Keller, K.L. (2013). Strategic Brand Management - Building, Measuring, and Managing Brand Equity.
Pearson Education Limited, 4th ed, p.249.
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CTAONJYM CTBAPAKA BEPEHOA LUMIbEBU CTBAPAA BPEHIA

4. OgHocH
Jaka,
LLTa ce pewasa Pe3soHaHua AKTUBHa
ca MHOM U ca ﬂojanHoc'r
To6OM?
¥ (onjek) ?
3. Ogroaop Mo3utnBHa
Llita ja oceham peakumja
WM MUCITUM O Muwrbema
TEOUN?
MpuctynayHocT
2. 3Havewe CHaxHe
YuunHak c acouujaumje
UK
LTa cTe? ke Ha Bpena
1. UpeHTUTET Oy6oka,
YourbuBocTt Lunpoka
Ko cte? npeno3HaT/bUB
ocT 6peHAaa

Cnuka 38: lNupamuda objekma 6peHOa

U3zeop: Keller, K.L. (2013). Strategic Brand Management - Building, Measuring, and Managing Brand
Equity. Pearson Education Limited. 4th ed, p 249.

CtBapare 3HayajHe TpXWLWHe BpeaHOCTM OpeHOa 3axTeBa [OCTM3ake Bpxa
nupamunge 6peHaa, rpaherwsem cnegehux 6nokosa:

1. YousrbMBOCT (BMASBMBOCT) OpeHaa je noBe3aHa ca acnekTnuma cBectn 'y bpeHay.
CecT 0 BpeHay ykibyyyje noBesnBawe MmeHa dpeHaa, noroa u cumbona ca
ogpeheHum acoumjaumjama y cehamy. YousrsnBocT BpeHaa Tuye ce Tora KOsmko
yyecTasnio M flako Kynuu npenosHajy n pasmuwlirbajy o bpeHagy y pasnuyantum
cuTyauumjama kyrnosuHe. [la 6u ce gobuo ogrosop Ha nuTake KO cTe”, Mopa ce
NUCTPaXMTU KO Cy NOTpoLLayn, Kako Buae GpeHa, Kako ce opnydyjy namehy
Bawer 6peHaa n 6peHaa KOHKypeHuwmje, Kako ra knacudukyjy, wrta 6peHa
n3aBaja, Kako noTpolladn pasymejy Balwly jeQMHCTBEHY MpoajHy MnoHyaa
(unique selling proposition nnn USP),kaga oany4dyjy o KynosBuHW. Y Opyrom
KOpaKky, rpagwom papa 6noka, ,yuymHak® u ,cnuka“, ce wnageHtudukyje u
caonwTasa WwTa Baw 6peHA 3HayM v WTa npeacTasiba.

2. YynHak OpeHga Tuye ce Tora Konmko [oBpo npousBoAd vnu ycnyra
3a40BoSbaBajy notpebe noTpoLlada u cactoju ce of NeT KaTeropuja: npuMapHe
KapakTepuctmke n ocobuHe, Noy3gaHoCT npomsBoda, TpajHOCT n MoryhHocT
cepBucupana, epMKacHOCT, AeNOTBOPHOCT N caocehawe (emnatuja), CTUn 1
An3ajH n ueHa. YumHak (nepdopmaHce) bpeHaa ce ogHOCe Ha YHyTpallkba
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cBojcTBa bOpeHOa Kao HepasgBojuBe o0cobuHe npou3Boda WnuM  ycnyre.
MepdopmaHce OpeHaa npeBasunase CcacTojke WUnM efieMeHTe Of KOojux cy
npov3BoL WNW ycriyra HanpaeibeHW W obyxBaTajy acnekte 6peHaa Koju
yBehaBajy oBe ocobuHe.

3. Cnuke 6peHga onucyjy crnorbHa CBOjCTBa Npou3BOAa Unn ycnyre, ykibyyyjyhn
HauyMHe Ha Koje GpeHA MNOKylaBa 3a40BOSBUTU PasnUYUTE MCUXOSOLLIKE U
apywteeHe notpebe kynua. Crnvka o 6peHay nokasyje ancTpakTHa MULLIbeHa
mbyan o 6peHay, npe Hero wTa fbyan mucrnie ga 6peHp 3aucta pagun. Ose
acouujauunje mory ce opmMmumpatn OUPEKTHO (M3 WUCKyCTBa MoTpollada ca
Npon3BOAOM, BPEHAOM, LUIBHUM TPXULWTEM UK YNOTPEOHOM CUTYaumjom) unm
WHOUPEKTHO (NyTeM pekrnama Wnu Hekor Apyror u3sopa MHgopmMucama, Kao
LITO je ycMeHa peknama). OBae cy Takohe ykibyyeHu npodusi KOPUCHMKA,
KynoBmHa u cutyaumja ynotpebe, NnMYHOCT, BPEAHOCT, Tpaguumja, Hacnehe un
nckyctso. Opgrosopu noTpowada crnagajy y Aea 6noka: ,Mulbewa“ u
,ocehama"“.

4. Muwrberba 0 6peHay ycpecpehyje ce Ha NnuyHa MULIbera Kynaua o dpeHay u
HMXOBO BpeaHOBake bpeHaa. MoTpolwaym KOHCTaHTHO npouekwyjy bpeHa Ha
OCHOBY CTBapHOI UNu nepuunupaHor KkBanuteTta, kpeanbunuteta (ga nu cre
CTPYYHU, Aa N 3acnyxyjeTe noBepewe, Aa N CTe AoNaarbueK), peneBaHTHOCT
Npon3BOAa 3a 3a40BOSbEHE HUXOBE jeAUHCTBEHe notpebe u CynepuopHOCT
OpeHaa y nopehery ca KOHKYPEHTHUM BpeHaoBUMa.

5. Ocehawa OpeHOaa Tu4y ce eMOUMOHanHMWX OAroBopa M peakuuja Kynaua Ha
6peHa. Ta ocehawa ce Takohe ogHOCe U Ha OpYLITBEHY NPUXBATILUBOCT U
aKTyerHoCT Kojy BpeH n3asuBa, kako bpeHa yTnye Ha ocehara noTpoLuaya o
HbMMa caMuma U HBUXOBUM Be3ama ca apyrum reyamma. OBa ocehawa mory
Gutn 6nara unNu UMHTEH3MBHA, NO3UTMBHA WKW HeraTuBHa. LLecT no3nTuBHMX
ocehawa Koja OpeHO MOXe Oa u3asoBe cy TonnvHa, 3abaea, y3byhewe,
CUIYPHOCT, OpYyLITBEHA NPUXBATIBMBOCT M CaMOMOLUTOBak-e. Tako Ha npumep,
Kevin Roberts n3 Saatchi & Saatchi cmaTtpa ga komnaHuje Mopajy Aa
npesasuhy 6peHa n NpBO CTBOpe trustmarks® (3Hak nosepewa), MMe wUnu
cMMBON KOju eMOTMBHO BeXe KOMMaHujy 3a >Xerbe W acnupaumje CBOjUX
noTpowlaya, u aa Ha kpajy ctBope ,lovemarks® (3Hak rby6aBu). OH cmaTtpa ga
HWje 4OBOrbHO Aa bpeHa byae caMo LereH.1?°

6. Opjek (pe3oHaHua) 6peHaa Hanasm ce Ha BpXy Nnupamuae BpeaHocTy bpeHaa,
HajTexa je 3a AocTusame, anu je u HajsaxHuja ctenenuua. Onucyje npupony
ofHoca Koju Kynau uma ca O6peHOoM, OOHOCHO npeacTaBiba WHTEH3UTET
KynyeBe ncuxornowke Be3e ca 6peHooM. locTurHyTa je kaga noTpoLuaym
ocehajy oyboky ncuxonowky Be3y ca 6peHOoM, OOAHOCHO kaja noTpoLuayu
cMmaTpajy da Cy Ha WUCTOj ,TanacHoj OyXuHu“ ca 6bpeHgom. PesoHaHua ce

129 Keller, K.L. (2013). Strategic Brand Management - Building, Measuring, and Managing Brand Equity.
Pearson Education Limited. 4th ed, p.291.
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carnefaBa Ha OCHOBY YeTUpPW KaTeropwuje: NnojanHocTn Kynaua (noHasrbake
KynoBuHa), NPUBPXXEHOCTU (OO0XMBIbaBajy Kao creumjanHy KynoBuHY, ,Bone”
OpeHa M onucyjy ra Kao wMMa OMWIbLEHY CTBap, cMaTtpajy ra 3a ,marno
3a10BOSbCTBO® KOMe ce pafjyjy.), 3ajeQHuwTBa ca rbyaumMa noBe3aHuMm ca
6peHaoM (Kao WTO Cy APYrK Kynum unu notpowaym 6peHga anv u 3anocnenmn
WUNN NpeacTaBHMUM KOMMAaHWjE) N YKIbYYEHOCT Y akTMBHOCTW OpeHpa, 4ak u
Kaga ra He Kynyjy nnm KoH3ymupajy (yunakwewe y knyb nosesaH ca 6peHgom,
yyewhe y online guckycvjama, MapKeTUHLLKMM CKynoBuMa unu gorahajuma,
npahewe 6peHaa Ha OpYLWITBEHMM MpeXama u crl.).

KomnaHuja Jeep je TunnyaH npuMep YKIby4YEeHOCTM noTpowada Yy pasnuuute
aKTMBHOCTWU. He camo ga BnacHuumn Jeep a Mory fa ce y4ynaHe y CTOTUHE fnoKasiHUX
knyboBa Jeep eHTy3njacTa Hero mMory fia okyne cBoja BO3wufia y AMBIbUM genoBuma
wmpom AMepuke Ha oduumjanHMm gellasawmma Wto cy Jeep Jamborees nnu Jeep
Rocks and Road. Jeep Jamborees ce TpaguumoHanHo ogpxasajy og 1953. rogmHe n
OKynSbajy flokanHe BrnacHWKe Ha ABOLAHEBHY, aBaHTYPUCTUUKY BOXHY NO TepeHy Ha 30
nokauuja wupom Amepuke y nepuogy oa nponeha go jeceHn. Ctase u npenpeke cy
ouereHe no TexxmHn Ha ckann og 1 go 10. 2010. roanHe, Jeep-oBa Typa ' Rocks and
Road ce oTucHyna y aBaHTypy Kpo3 11 pasnnumtmx fiokaumja npeko TepeHa 1 nytesa
obehaBajyhu n Benvke konudnHe bnata ycnyT. Jeep je opraHM3oBao noteHumjarHe u
Beh noctojehe Kynue ga Ha 0BOj Typu TecTupajy huxosa Bo3una 3a 2011. roguHy Ha
TEpPEHy Kao 1 Ha nyTeBnma.

Y 6peHOooBe BUCOKOr ogjeka cnagajy Harley-Davidson, Apple, eBay, Heineken,
Mercedes Benz. Cnuka 39. npukasyje nupammay pesoHaHue Heineken-a.
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Pe3oHaHua

MoHaBrbawe KynosuHe

JlojanHo npahere

Jaka u pawvpeHa  OHUHE
3ajegHuua

Jaka 1 nosutusHa nepuenuyja:
acouujaumja

Ha coehv 1 3an0BOILCTBO

Ocehamwa

e 3abaBa

e  3apoBoOrbCTBO

. OnywTakwe (nocne nocna u
TOKOM
ogmopa 1 npasHuka)

e  MogepaH n y TpeHay

Muwrsewa

Beoma npenosHatibvMBa Cnvka
6peHaa

BpeHa BpeaaH nosepera
Kesanutet

N3bop 3a pasmaTtpare TOKOM
KyrnoBuHe

CynepuopHocT

Cnuka

. Mnagn myLukapum

e Beowma gpywTBeHu

. Camonoy3game

. TpeHng

o  XKypke

e  CneumjanHu TpeHyum / gorahaju

YuyuHak

YHMBEp3arnHo rpemMuyM CBETNO
nvBo

»YHUBEp3anHu“ ykyc

[n3ajH n nakoBawe: VKOHWNYKO
6peHa nme

Oppxuse nusape (M3BewTaju o
3aWTUTH

YourbuBocTt

. [nobanHn OpeHa: 3eneHa
dnawa +
LpBeHa 3Be3aa

e  OrpomHa u jaka peknamHa
Kamnarba
e  Deljenje dobrih trenutaka
. Prijateljstvo

Cnuka 39: XeuHukeH nupamuda pe3oHaHUe

U3eop: https://images.search.yahoo.com (05.01.2018).

Cnuka 40 npukasyje nupammnpgy pesoHaHue Mercedes-Benz-a, ocHoBaHor 1902.
roanHe, koju Beh suwe oa 115 rognHa obnukyje myuwbewa n ocehara noTpoLuaya o

CBOjI/IM npomnssoanma.
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Pe3oHaHua

noBe3aHocCT,
nojanHocr, ocehaj

3ajeaHULITBA (BULLIA
Knaca)

Ocehama
Muwrberwa
ocehaj nocturHyha, ycnex,

camonoy3aawe, CUIypHOCT,
ocehaj cynepnopHocTu

npecTux, oanu4yaH
KBanuTerT, BUCOKe
nepcopmMaHce

YuuHak
Cnuka
u3y3eTHa CUIypHOCT, MohHM  MoTOpM,
eneraHTaH u jH, wje, eneraHuuja, NyKcy3, KoXa, MyXeBHOCT,
BUCOKa Texuonoruja, py4HO paf]erm KBanuteT KOH3epBaTUBHOCT, HeMa4vku KBanwurerT,
1 npecut-eH eHTepujep, yaobHa WHoBaTop, HaagMohHoCT, Hacnehe
ﬂﬂ‘\\‘ Yourbusoct
¢ Mpemujym nykcy3Hm npouseohay aytomobuna ca Buwe og 100 roguHa Tpagujuuje.
Jloro koju ce naaBaja. Mpucehare 6peHaa: 45% ncnutaHuka NpBK NagHe Ha yM.

MpenosHaBane 6peHaa: 100% ncnutaHvka npenosHaje nme bpeHaa.

Cnuka 40: lNupamuda pe3oHaHue Mercedes-Benz-a

M3Bop: http://www.mercedes-amg.com (05.01.2018).

Master Card je npumep AgyanHor 6peHaa, jep UCTUYE W pauuoHanHe NpegHoCTU
KpeauTHe kapTtuue, npuxBaheHe y ob6jekTMMa LWMPOM CBeTa, anvM U eMOLMOHarHy
npegHocT. CBOjOM peknamMHOM KamnakwOM Mokasyje fbyauma [a KynoBMHOM MOry
poctuhn ogpehenn uurb. Master Card xxenu ga popmupa ocehawba knmjeHaTa ga je
,2Henpouewuns®, nytem crnoraHa koju kaxe ,[locTtoje cTBapu koje HOBaL, He MOXe aa
Kynu, 3a cBe ocTano, Ty je Master Card®.

8.3.4. AkepoB mopen gecdumHucamwa naeHtuteta 6perHaa (David
Aakers Brand Equity Model)

AkepoB mogen, Ha3saH no Teopuy [ejsnay Akepy (David Aaker), Ha 6peHa rnega kao
Ha CKyn o4 neT KaTeropuja npegHocTM m cnabocTtn Koju goaajy wunv ogysvmajy
BPEAHOCT KOjy MpOM3BO, NN yCnyra npyxajy KomnaHuju n/wnu notpowaydmma. Tux net
KaTeropuja cy:
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akrwnNE

MNpema Akepy,

JlojanHocT GpeHay.

CsecT 0 6peHnay.

MepunnupaHn kBanuTerT.

Acoupaumje noBesaHe ca 6peHaoM.

[pyrv pecypcu Kao WTo Cy NaTeHTH, 3alITUTHU 3HAK UK KaHan ogHoca.

noeHTuTeT OpeHaa je jeAMHCTBEHM CKyn acouujauuja, Koje

npencraBrbajy OHO 3a WTa ce 6peHn 3anaxe u wra obehasa noTpoLllavymma, a cactoju
ce o 12 enemeHaTa OpraHM3oBaHNX OKO 4 KaTeropuje:

1. bpeng «kao npoussog (obum  npomsBoga, oOcobuHe  npousBoaa,
KBanuTeT/BpeaHOCT, ynoTpeba, KOPUCHULN, 3eMIba NOpekna).

2. bpeHp kao opraHusaumja (opraHu3aumMoHe 0cobuHe, nokasHo Vs rnobasnHo).

3. bpeHnp kao ocoba (nuMyHocT 6peHaa, oaHoc 6peHaa v noTpoLuaya).

4. bpeHa kao cumbon (Bu3yernHa cnvka/meTtadgopa v Hacrnehe 6peHga).

AKepOB KOHUEeNT naeHTuTeTa 6peH,D,a, NnpuKasaH y Tabenn 8 nogpasymMmeBa CYLUTUHCKA
v npowmnpeHn naeHTunTeT.

Tabena 8: Moden spedHocmu 6peHda [ejeuda Akepa (David Aakers Brand Equity

Model)

U3eop: ro y3opy Ha: Kotler, P., Keller, K.L., Martinovi¢, M. (2014). Upravljanje marketingom. 14. Izdanje.
Zagreb: Mate. p 245.

e PepnykoBaHu TPOLLIKOBM
MapKeTUHra
JojanHocT TproBuHCKe NPeAHOCTH CTunue BpeAHoCT
OpeHay HoBw notpoLuayn noTpoLiaymma
Bpeme pa oprosopm Ha | noBehasajyhu
KOHKYPEHTCKM BpeHn camonoysaane "
Acouujauuje 3a[0BOSbCTBO  TOKOM
Brnnckoct KynoBuHe.
CBecT 0 6peHay
OpapxumBocT
PasmaTtpare notpoLuaya
BpeaHocT Paaror 3a KynoBuHy
opeHpa Mosnuuja Gperaa
b Mepuunupaxn - Ctnue BpeaHoCT
KBanuteT KOMHaHMjM
LLivpoka gocTynHocT i
. nosehasajyhn edekre
Bbpoj nogataka
—| MapKeTuHra,
lMoBpaTtHe  wnHGOpMaLmje
TProBUHCKE
. . 13 ceharba notpoLuaya
Acouunjauuje y npenHocTu, LeHe,
KynoBuHa -
Be3u ca GPGHAOM nogmxe J10JanHoCT
CTa? 6peHay "
Bpoj Aopataka npov3BoAvMa.
ConcTBeHM
KoHkypeHTCka npegHocT
pecypcum
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9. PA3BUJAILE EJIEMEHATA BPEHOA

Yrora enemeHaTa GpeHAa je nmocebHO BaxHa y cuTyauujama kaga Kynuy Hemajy
[OOBOIJbHO  MHOpMauMja NPUIUMKOM [OOHOLLEHa oArlyka O KyMoBWHM, Kaga WX
enemeHTn bpeHaa acoumpajy Ha ocobuHe npounssoaa unu ycnyre. 30

Tako, Hnp. Michelin-oBa mackoTa, Koja npefcTaBfba 4YoOBeKa CayuMH-€HOr oA ryma
nomaxke y ctBapawy ocehaja curypHoctn. CnnyHo Tome, cumborn cHare jeneHa nnm
ANBOKO3€ KOpUCTE NmBape.

Mopen umeHa OpeHaa, M cnoraHu npeacTaBrbajy edukacHe enemeHte OpeHaa y
narpagtn TPXUWHE BpeaHocTn 6peHpa. OHWM crnyke Kao KOpuUCHe ,yauue“ koje
KyrnumMMa nomaxy ga cxearte wwta 6peHa npeactaBrba 1y YeMy je verosa nocebHocCT,
Kao LTO je cny4yaj ca crioraHoM komnaHuje Avis ,,Mu ce Tpyaumo Buwe” (We try
harder), koju ykasyje Ha Hanope KoMnaHwje Aa yAOBOSbe KOpUCHUUMMA Bule Of
KOHKypeHuuje.

Tpehu HauMH uarpagwe TPXULWHE BpegHocTM OpeHaa je noBe3uBawe OpeHaa ca
apyrmm nHdopmauunjama y namhemy, Koje 3aTnuMm Ko Kynua akTuBupajy 3Hadvere. Te
,,CeKyHAapHe“ acouujauunje mory nosesaTtu OpeHA ca W3BOPOM, Kao WTO je cama
opraHusaumja (nytem cTpaTternja ctBapawa OpeHga), ca 3eMSbOM WU Opyrum
nogpydjuma (nytem wugeHTudwukaumje nopekna npoussopa), AUCTPUBYLIMOHUM
KaHanuma (nyTem cTpaTernje Be3aHe y3 KaHane), kao u ca gpyrum 6peHgoBuma
(nytem 3ajegHunykor genoBawa GpeHaa (co-branding) unu o3HavaBawa genosa U
cacTojaka 6pengom (ingredient branding), 3HakoBuMa (NyTeEM NMULEHLN), COPTCKAM U
KynTypHuM npupendbama (Kpo3 CMOH30pCTBa) WAM HEKUM OpYyrMm  CrnopenHuMm
nssopuma (nytem Harpahusara unm ouena).t3!

130 owery, T.M. & Shrum L. J. (2007). Phonetic Symbolism and Brand Name Preference. Journal of
Consumer Research, 34(1), p. 406-14.

131 Kotler, P., Keller, K.L., Martinovi¢, M. (2014). Upravljanje marketingom. 14. 1zdanje. Zagreb: Mate,
p. 345.
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Hernosu KomnaHuje
Yapyxeha Mpolwmpera
Apyru 3emrba
Barocrexu Gpernosn nopexna
JTbyau BPEHA Mecta
Kananu
MpomoTtepu Creapu

lMpomoBucame 13

Horahaju Lurbesu cropeHux usBopa

Cnuka 41: CeKyHOapHU u380opu 3HaH-a 0 6peHdy

Uzeop: Kotler, P., Keller, K.L., Martinovi¢, M. (2014). Upravijanje marketingom. 14. Izdanje. Zagreb:
Mate, str. 252.

MocToju p[BaHaecT nocTynaka cTBapaka BPEAHOCTW,  MOAESbEeHUX Y 4YeTupwm
KaTteropuje: APYLWTBEHE Mpexe, ynpaBibakbe yTUCLMMA, aHraxmaH 3ajegHuue u
kKopuwhere bpeHaa, NnpykasaHe caxeTo 'y Tabenn 9 .

Tabena 9: lNocmynyu cmeapara epedHocmu

U3eop: lNpunaeoheHo u3s 4ynaHka: Schau, H. J., Muniz, Jr, A. M. and Arnould, E. J. (2009). How brand
community practices create value. Journal of Marketing, 73(5), p. 30-51.

AOPYLWTBEHE MPEXE

DoGpogownunua MosgpaBrbatbe HOBMX YNaHOBa, HWUXOBO MO3MBa-€ Y 3ajegHuuy u
nomarake HOBMM 4NlaHOBMMA Yy HUXOBOM Yyyewy O OpeHay u
coumjanuanpary ca 3ajeqHULOM.

Caocehame [daBawe emoTvBHe w/unn dusmyke MNoApLKe APYrUM 4YNaHOBMMA,
yKIbydyjyhn nmogplky y cnydajy npobnema ca OpeHgom (HNp. Keap
npouseoga) w/vnn y criyvajy npobnema Koju HUCY noBesaHu ca OpeHaom

YnpaBrbawe [aBarwe [0 3Hawa KakBa Cy O4YekMBaka Yy Norrneay rnoHawakwa yHyTap
3ajegHuue.
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YNPABJbAKE YTUCLUUMA

Wnper-e peun Wnperwe nobpux Bectn o GpeHay, MOTUBMCAHKE APYrMX Ha kopuwwhewe
6peHaa v npunosegare ca Bpxa.

OnpaBpaBamwe [aBane pasnora 3a ynarawe CBOr Tpyaa n nocsehmsawe BpemeHa 6peHay
M reyonmMma n3BaH 3ajep,HV|u,e n MaprmHanHmMm 4YnaHoBmma.

AHIAXXMAH 3AJEOHULIE BPEHOA

Pacnopena lMpeno3sHaBarke pasnuka wusmehly unaHoBa y 3ajegHuun OpeHpga un
O3HayaBak-€e pasnuka 1 CIIMYHOCTM U3MeRy yHyTpaLlkbMM CKyrnoBruMa.

OppehjuBame MpenosHaBawe KopucHMX Aorahaja y Buay BracHuWTBA U ynoTpebe
npeKkpeTHuLua OpeHaa.

O3HavyaBame MpeTBapake npekpeTHMLa y cumborne 1 npeameTe.

[JoKkymeHTOBaHe OnucuBarbe ogHoca ca GpeHOoM U Kako je Taj OHOC TeKao Yy HapaTUBHOM

o6nvn<y YecTo 06NIMKOBaHOM npema npekpeTHnuama.

KOPULWUKREHE BPEHOA

OppxaBame Unwhetrse, 6pura o 6peHay n Heroso odpxasarwe UNM yecucTemMIbMBahe
ONTMMarHuX KOPUCHNYKMX obpasaua.

MpunarofaBame Mpunarohasamwe GpeHaa kako 6u ogroeapao notpebama Ha HUBOY CKyna
unu nojegnHua. To ykrbyyyje cBe Hamnope ga ce npomeHe cneumndurkaumje
nponseoa kako 6u ce noborbliana kerosa uspaga.

Komepuwujanusauumja Ygarbasare o TPXKULITA Uy NpUbnmkaBame TPXULLTY Ha NO3UTUBHE NN
HeraTuBHe HaunHe. Moxe BuTu ycmepeHo Ha apyre dnaHose (Hnp. To 6u
Tpebao/He 6u Tpebao npogatn) unu moxe BUTM yCMEpPEHO Ha KOMMaHWjy
nyTeM M3pUYUTE BE3E UNKN MyTEM MPETNOCTaBIbeHOr npahewa MHTEpPHET
cTpaHe (Hnp. Tpebano 61 To NonNpaBUTW/YYNHUTU/MPOMEHUTHN).

9.1. WHTepHO cTBapame OpeHAaa

MHTepHO cTBapawe OpeHOa cacToju ce Of aKTMBHOCTM M Mpoueca Koju Mnomaxy
MHOPMUCaHY U MHCNUPUCaky 3amnocfieHuMX Kako 6u pasymenu OCHOBHe wupeje
cTBapawa bpeHga. JegHom pedjy, 6peHn Hehe GUTn JOBOIBLHO CHaXaH YKOMMKO CBU Y
opraHusaumju He cxsaTajy U He Bepyjy Y HeroB 3Hauvaj. Kaga 3anocneHun Bepyjy y
OpeHa, Taga cy MOTMBMCAHM fa ce Buwe Tpyae u ocehajy Behy nojanHoct npema
opraHusaumju.

XONUCTUYKM NPUCTYN nae v garbe of Tora n nogpasymeBa obyvaBarwe v NOACTULA]
anctpubyTtepa u npoaajHMxX 3acTynHUKa Aa CcBoje Kynue Aobpo ycnyxyjy, jep nowe
oby4yeHn npoaajHu 3acTyMHULM MOTY YHULITUTM W Hajborbe Hanope y wuarpaghu
6peHpa. butHo je ga kynum mmajy ocehaj ga opraHmsauumja mcnywasa obehamsa.
TunuyaH npumep je koMmnaHuja Disney koja U3y3eTHy Maxwy Moknawa WHTEPHOM
cTBapawy OpeHaa, jep y Ty CBpPXy opraHusyje cemmHape o ,,Disney stily“ 3a 3anocnexe
N capagHuke.
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BaxxHa Hayena uHTepHoOr cTBapaka bpeHaa cy:13?

1. N360op npaBor TpeHyTKa, Kao LUTO Cy NPOMEHEe Y MOCMOBHOj NONMTULN, yBOhere
MHOBaUMja, HOBMX NpoM3Bo4a 1 ycnyra u cn.

2. lNoBesuBamne (ycknahusawe) MHTEPHOT N eKCTEPHOI MapKeTUHra.

3. EdwmkacHa n eHeprnyHa nHTEepHa KOMyHuKauuja.

9.2. 3ajegHuua 6peHAaa

OpraHusauuje (koMmnaHuje, yopyxewa 1 Ap.) Y Unrby u3rpagke u ovyBawa 6peHaa
OCTBapyjy capagwy ca KynuuMma, OOHOCHO KopucHuuuma. WckyctBa nokasyjy Aa
narpagha u passujame 3ajegHuue dbpeHaa No3UTUBHO YTUYE Ha pacT U cHary bpeHaa.
CHaxHe 3ajegHuue 6peHpa GpuHY O CBOjUM 4naHoBuma. [Opyrum peyuma, CBU y
3ajegHuum GpeHaa urpajy BaxHy ynory.'33 CHaxHa 3ajegHuua GpeHga 3a pesynTar
MMa cTBapake nojanHe 6ase Kynaua, Moxe OGUTU CTanHWM U3BOP MHCIMpauuvje u
noBpaTHUX MHpopMaumja y Be3n noborsbluaka Unv nHoBauuja NnpomM3Boaa unm ycnyra.

CaBpeMeHe TexHonoruje, Kao LWTO je MHTEePHeT, 3Ha4vajHO onakLluasajy KOMYHUKaLuunjy
ca kynumma. locTtoje pasnnumtn obnuuu 3ajegHuue bpeHga, Kao WTO cy KyboBu
BO3aya ayromobunckux komnaHuja (FW, BMW, GM...), knyb BrnacHuka moTouukana
(Harley-Davidson), oboxaBaTerbu crnopTckux knybosa (Barselona, LA Lejkersi),
anymMmHu knybosu Ha dakyntetuma.

132 Bendapudi, N., & Bendapudi, V. (2005). Creating the living brand. Harvard Business Review, 83(5),
p. 124-132.

133 Fournier, S., & Lee, L. (2008) The Seven Deadly Sins of Brand Community, Brendating Science
Institute Special Report, 08-208; Fournier, S., Lee, L. (2009). Getting Brand Commmunities Right.
Harvard Business Review, 87(4), p. 105-111.
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10. MEPEHWE TPXUWWHE BPEOHOCTU BPEHOA

PasBujarse jakor nosnumnoHupara v rpafere ogjeka bpeHaa cy Kiby4HU MapKeTUHLLIKA
unrbeBun. [la 6u ce ctBopmo ycnewaH 6peHa, HEONXOAHO je Aa Kynuu jacHO youe
pa3nuke namehy 6peHaoBa y UCTOj KaTteropmju npomsBoda. 3a Mepere TPXULLHE
BpeAHOCTN OpeHOa MoXe ce KOPUCTUTU HeKonuko npuctyna. lMpeu je avpekTaH
NPUCTYN KOjU KOPUCTWU nocTtojehun yTuuaj 3Hawa o GpeHay kao ofroBop Kynua Ha
pasnuuuTe BpCTE MapkeTuHra. MHgmMpekTaH npuctyn ce 6asmpa Ha ngeHtudukaumju
N npahewy CTPYKType 3HaHa Kynua o HekoM OpeHay.'** Oa agBa npucTtyna cy
KOMMemMeHTapHa.

JTanay BpegHocTn 6peHaa je npuctyn 3a aobujare casHawa 0 U3BOpMMa 1 ucxoanma
TPXULWHE BpegHOCTU OpeHAa M HauMH Ha KOju MapKeTUHLLKE aKTMBHOCTM CTBapajy
BpeaHocT 6peHaa.t®® OH npenosHaje Aa NyHO pasnuunTUX Tbyau Y KOMMNaHuju Mory aa
yTU4y Ha BpegHoCT BpeHaa v npyxa yBuae Koju nogpxasajy bpeHa meHalepe, CMO-
oBe (Chief Marketing Officers), nsspwHe gupektope, CEO-oBe (Chief Executive
Officers), 0oAHOCHO CcBe OHe Kojuma cy noTpebHe pasnuunte BpcTe MHopmauuja.

CtBapane BpeoHOCTU OpeHaa 3anouvvke aHanms3oMm CTBApPHUX UMW MOTEHUUjanHmux
Kynaua yKibydyjyhu ucTpaxuBare nNpousBoga, HEroB passBoj M 0bnukoBawe,
Tprosayky unm nocpeaHnyKy nogpLUKy 1 KOMyHuKkaumjy. Y opyroj dasm ce aHanmsupajy
NpoOMeHe cTaBa M HaBuKa Kynaua. Y Tpehoj ce aHanuaupa yCrneLwHOCT Ha TPXULLITY,
TPOLUKOBM 3aMeHe M eBeHTyanHa LeHa npeys3MMmara opraHusaumje, kako 6u ce
npoueHnna BpedHOCT akuuja U KOHKpeTHa BpedHocT 6peHaa. HaBegeHn noctynak
npyKasaH je Ha cnuum 42.

134 Roeddder, J.D., Loken B., Kim K-H., & Monga A.B. (2006). Brand Concept Maps: A Methodology for
Identifying Brand Association Networks. Journal of Marketing Research, 43(4), p. 549-563.

135 Keller, K.L. (2008). Strategic brand management : building, measuring, and managing brand equity.
3. ed. Upper Saddle River: Prentice Hall, p.334.
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Ynaramwe y BpenHocTt
CTAHKE mapkeTiw | 5| Crag kynua | & YcnewHoct . 23
BPEOHOCTW | «ku nporpam 6peHna aKumoHape
: Eg;;fuazgumja * CeecHocT e BucuHe LeHe o Llena akuvje
« Mpoaaja  Acouujaumje e EnactuyHoct e OgHOC UeHe M
o Crasosu LeHe 3apage (n/e
o AKTMBHOCT e Yaeo Ha pauuo)
TPXULLTY o TpxuwHa
e Ycnex wupewa KanuTanusauuja
¢ MpoduTabunHo

PYHKUWUNJE ®yHKumnja ®yHKumja

dDyHKUMja
nporpama Kynua

TpXUWTa

¢ JacHoha ¢ Peakuvje e [uHamuka

o 3Hauaj KOHKypeHuuje TpXWLWTA

o PasnuuntocTt * Kanan nogpuike e MoTeHuujan

o [ocnenHocT o BenunuumHa n pacTa
npodoun kynaua e Mpodhun

pusuka

Cnuka 42: laHauy epedHocmu 6peHda

Useop: Keller, K.L. (2008). Strategic brand management : building, measuring, and managing brand
equity. 3. ed. Upper Saddle River, NJ: Prentice Hall. p 128.

3a pasymeBarbe TPXKULLIHE BPeAHOCTU NOTPEBHO je 3HaTu N3Bope TPXKULLHE BPEOHOCTU
O6peHaa u HaumMHe nobosbluara, Ha KOjU HAYMH OHM YTUYY Ha pe3ynTtate U Ha Koju
Ha4YMH ce U3BOPM U pesynTaTu Kpenparwa bpeHga mewajy Tokom BpeMmeHa. Koag nobpo
no3HaTUX Koprnopauuja, BpegHocT 6peHaa 06MyHoO je HewwTo Beha o NONOBUHE YKYMNHE
TPXXULLIHE YCNELLIHOCTH.

BpeaHocT GpeHaa Moxe ce rpaguty Ha Tpu rmaBHa HauyvHa: (1) Kpo3 MHUUMjanHU
n3bop enemeHata bpeHaa Koju ra YmHe 6peHOoM, (2) KpO3 MapKETMHLLKE aKTUBHOCTU
N Ou3ajHupakbe MapKkeTUHLIKOr nporpama u (3) kpo3 Kopuwhewe CcekyHOapHUX
aKTMBHOCTW Koje nosesyjy b6peHAa ca ApyrMM eHTUTeTMMa Kao LITO Cy KOoMMaHwuja,
reorpadpcka peruja, gpyrn 6peHa, ocoba nnum gorahaj, kao WTO je NpuKasaHo Ha Cnnum
43.
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Anatu 3a rpaljetse 6peHaa u uurbeBu — EcpekTn noTpoliayeBor 3Hawa ——p BeHedutn GpeHanpama

Cnuka 43: [paher-e epedHocmu bpeHOa

U3sop: Keller K.L., (2013), Strategic Brand Management - Building, Measuring, and Managing Brand
Equity. Pearson Education Limited. 4th ed. p. 550.

HaBaxHuje cmepHuLe 3a rpafjee BpegHocTn 6peHaa cy: 36

136 Keller, K.L. (2013). Strategic Brand Management - Building, Measuring, and Managing Brand Equity,
Pearson Education Limited. 4th ed, p. 550.
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KombuHoBawe 1 ynapuBawe ernemeHaTta bpeHaa — HasmBwm GpeHga, norow,
cumbonu, kapakTepu, croraHu, LMHIMoBU— N3bopoM pasnuumtmux enemMmeHara
OGpeHaa ga 6u ce NOCTUMNKU PasNUYNTU LUMIBEBU U AN3ajHUPAHKEM eneMeHaTta
6peHaa Tako Aa ce MefycobHo LWTO je Moryhe BuLLe noBexy.

ObesbenumBare BUCOKON HMBOA KBanuTeTa 1 kpeupawe boraTor 6pens nmma
KpO3 MoBe3uBarwe MaTepujanHux U HemaTepujanHux, Ha npou3Boay/ycrysu
yCTaHoBIbeHUX 6peHa acoumjaumja.

[lyropoyHO npuxeBatawe cTpaTernja LEHOBHUX NOMUTUKA KOje Cy yTeMerbeHe
Ha BPEeOHOCTU, Kao0 U AMCKOHTHUX MOMUTUKA KOje pedriekTyjy noTpoLladky
nepuenuujy BpegHoCTM 1M CIPEMHOCT Ja ce nnaTu BuLla LeHa.

PasmaTtpare yBohewa Hu3a ANPEKTHUX U MHOUPEKTHUX onumja guctpubyumje
n KoMbnHoBawe cTpartervja ,rypatwa“ (MpucycTBo Ha cajmoBuma, nsnoxbama,
nTh.) Ko4 ManonpofajHuxX u Opyrux KaHana ca ctparternjama ,npusnadera‘
(MOTMBMCaKE NoTpoLLaya Aa Tpaxe cneumdudaH Npomssoa) kog notpoLuavya.
KoMbuHOBake MapKeTUHLLUKMX ornuuja 3a KOMyHMKauujy Tako wTto he ce
n3abpaTu LWMpoKa rpyna KOMyHUKaLMjCKUX onumja 3aCHOBaHMX Ha pasnnymTum
crnocobHoCcTUMa Aa yTudy Ha Npeno3HaT/ibLUBOCT OpeHaa U CTBOpe, OApXKe unu
nojayajy noO3WMTUBHE WNKU oOpurMHanHe 6peHa acouuvjauunje. YnapuBawe
MapKETMHLLKMUX KOMYHMKALMjCKMX Onumja BpLUM ce Tako WTo ce obesbehyje
AOCNeOHOCT, Kao N OUPEKTHUM oOjavaBarbeM ofpeheHux KOMyHMKaLWjCKUX
onuuja ca gpyruM KOMyHMKaLMjCKUM onuujama.

Kopuwhene cekyHoapHuUX acoumjaumja ga 6u ce komneHsoBana HegocTajyha
AVMEH3Mja MapKEeTUHLLKOr nporpamMa nytem nosesuBakwa bpeHga ca Apyrum
eHTUTETMMA Kao LITO Cy KOMMaHwje, KaHanu auctpubyumje, apyrm 6peHgosu,
rmacHoroBopHuun n ocobe koje mory pga npenopyye 6peHn, wnm ca
porahaknuma koja mory ga ojadvajy n ysehajy nmumy 6penga.

YcnewHn 6peHaoBu Ccy AparoueHu jep oHu rapaHTyjy 6yayhe npuxoge komnaHujama.
MpumeTHO je ga cy HoBu online npoBajaep 6peHaoBu, kao WTo je Google, 3ameHnnu
TpaguumoHanHe 6peHgosa Koje ce Hanase y npsux 10, kao wTo nokasyje Tabena 10.
KoMmnaHuje npenosHajy ga nojanHu Kynuu HenpectaHo Kynyjy 6peHgoBe Kojuma
BEpYjY, 1 OCTajy UM BEPHU YaK MU Y TOKY EKOHOMCKMX Kpu3a.

Tabena 10: 10 Hajeehux 6peHOosa y 2016. 200uHu (2016 Top Best Global Brands)

U3seop: http://interbrand.com/best-brands/best-global-brands/2016/ (06.01.2018).

1 Apple 178,119 5%

2 Google 133,252 11%
3 Coca-Cola 73,102 -7%
4 Microsoft 72,795 8%

5 Toyota 53,580 9%

6 IBM 52,500 -19%
7 Samsung 51,808 14%
8 Amazon 50,338 33%
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9 McDonald's 43,490 18%
10 GE 43,130 2%

10.1. BpeagHocT OpeHaa

BpegHocT 6peHaa Moxe ce MepUTN MHOVPEKTHO, HA Taj HAYUH LUTO Ce Mepe H-eroBu
noTeHUnjanHu N3BOpPU, N OUPEKTHO, Mepehn Herose noTeHumjanHe pesyntarte. To
noapasymeBa Mepeke acrnekaTa npenosHat/buBocT 6peHaa n 6peHa vMmuya Koju
NoACTUYY pasnuMuuTy peakuujy Kynaua koja cTBapa BpefHOCT OpeHa: LuMpuHa wm
AybuHa npenos3HaT/bMBOCTM OpeHaa; cHara, NO3UTUBHOCT W YHWKATHOCT OpeHn
acouujaumja; BaneHTHOCT peakuuwje Ha 6peHa; npupoda 6peHa Besa. Mepewe
pesynraTta 3axTeBa MpOoLeHy pasnniuTuX KOPUCTU Koje ce aobujajy Kpenpawem TUx
n3Bopa BpegHOCTU BpeHaa.

KomnaHuja 3a ynpaerbawe OpeHgom, Interbrand passuna je mogen 3a npoueny
HOBYaHe BpegHOCTM BbpeHaa, No KoMe BpeaHOCT bpeHaa npeacTaBiba HETO cafallkby
BpegHocT byayhe 3apage koja ce Moxe npunmcatin camom dpeHay. lNpouec npoueHe
BPEOHOCTU Ce cacToju o NneT Kopaka, Kao LTO je NpukasaHo Ha crnvun 44,

TPXWULUHN CETMEHTU

[Mopehere
ca
KOHKYpeHLWjo

duHaHcujck
a aHanusa

MokpeTau
1 npogdaje

Ynora

Heonunrsus

CTBapaka
a nobur P

Anauna

[WCKOHTH
a crtona

Anauna

[obut oa
OpeHaa

BPEOHOCT BPEHOA

(HeTo cagalwra BpeaHocT byayhe gobutu

Cnuka 44: UlHmepbpeHdosa memoOda epedHoBaH-a bpeHOa

U3zeop: http://interbrand.com/ (06.01.2018).
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MpBK KOpakK je cermeHTaunja, OAHOCHO nogena TpXuwTa Ha MeRYCOBHO UCKIbyyunBe
cerMeHTe, Kako 6u ce yTBpaune pasnuvke namelhy pasnuuntux rpyna noTpoLuavya.

Apyrv kopak nogpasymeBa (hmHaHCUjCKy aHanuay Koja obyxsaTta aHanuay ueHe, oum
npoaaje n ykynHe npuxoge og 6perHga. Opysvmarem NoCroBHUX TPOLUKOBa Jo6uja
ce pobut npe oanbuTtka kamata u nopesa (EBID), og kora ce ogy3umajy nopesu u
TpOLLaK KanuTtana n gobuja ekoHoMcka OOUT NocnoBaky NoBe3aHuM ca GpeHaoMm.

Tpehe, aHanusvpa ce ynora cTBapaka OpeHaa Tako WTO ce yTBphyjy nokpetaumn
noTpaxkwe, a 3aTUM aHanuaupa yTuuaj OpeHga Ha CBaku MojeguHayYHn nokpeTay
notpaxwe. Lurb nctpaxuBamwa je aa ce yrBpau ytuuaj 6peHaa Ha ocTBapuvBake
ekoHomcke aobutun. [lobut og 6penaa ce aobuja MHOXEH-EM yrore cTBapakwa bpeHaa
ca eKOHOMCKOM JobuTtu.

UeTBpTnM Kopak je yTtBphuBawe cHare OpeHaa Kao BepoBaTHOhe ocTBapewa
npeasuheHe gobutn op 6peHpa. Kopucte ce TpaguumoHanHe TEXHUKE AUCKOHTHE
npoueHe BpegHocTU. [IMCKOHTHaA cTtona ©OpeHaa ce gobuja gogaBaweM npemuje
pu3nka 6peHga HepuanyHoj ctonu. LLTo je BpeH CHaXHWjU, TO je HWXa OUCKOHTHA
cTtona, n obpHyTO.

Mocneamun, NETN KOpak je n3padvyHaBakwe BpegHOCTU bpeHaa. BpeaHocT 6peHaa je
HeTo cagawkra BpegHocT (Net Present Value - NPV) npeasuheHe nobutn og 6peHaa
ANCKOHTOBaHEe OUCKOHTHOM cTonom 6peHaa. MHTepbpengoBa dopmyna BpegHOCTU
OpeHaa npukasaHa je Ha cnvum 45.

VMcTpaxnBara TpXXuLLTa Nokasyje ga CBECT 0 BpeaHoCcTu 6peHaa Huje camo 6asnpana
Ha nepuenumju noTpolwaya. Mako ce Mepu Ha WMHOMBMAOYANTHOM HWBOY, CBECT O
BpegHocTn BpeHaa je y CTBapu KONEKTUBHWM hbeHomeH. Kao WwTo je npukasaHo y
Tabenu 11 ceect 0 OpeHAy je yrnaBHOM noBe3aHa ca acnekTMma, Kao LITO Cy BUCOK
KBanuTeT, noBepene, Noy3gaHocT, BnuckocT ca sbyauma, gobap ogHoC KBanuteT
/ueHa, NPUCTYNa4YHOCT M TpagMLUMOHANHW CTUI.
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3apaga on bpeHaa

-npogaja

- TPOLLKOBU Npopjaje

- TpoLUKOBM MapKeTUHra
- BaHpeaH TPOLLKOBM

- nopesu

CHara bpeHaa

-BOfcTBO (25%)
- ctabunHocT (15%)
- TpkmwTe (10%)

- reorpacdcka
pacnpocTpareHocT(25%)

- Tpeng, (10%)
- nogpuwka (10%)
- 3awTuta (5%)

Cnuka 45: MlhHmepbpeHdosa ¢hopmyna epedHocmu bpeHda

U3eop: http://interbrand.com/ (06.01.2018).

Tabena 11: Kako 6peHd ceecm cmeapa 8pedHocm u OuMeH3uUje Kopenayuje usmehy
ceecmu u umuiia (correlations between awareness and image)

U3zeop: Kapferer, J.N.. (2008). New strategic brand management : creating and sustaining brand equity

long term Jean. Kogan Page, 4th ed., p.21.

OpgHoc pob6ap kBanuTeT / LieHa 0,52
MoBepewe 0,46
Moys3paHocT 0,44
KeanuteTr 0,43
TpaguumMoHanHm 0,43
Haj6orsu 0,40
OpujeHTUCaH npeMa KnujeHTUMa 0,37
MpujaTerbckun 0,35
HdocTtynHocT 0,32
PasnuuunTtocTt 0,31
Nnpep 0,29
MonynapaH 0,29
3abaBaH 0,29
OpwuruHanaH 0,27
3aBoarbmBe 0,08
UHoBaTuBaH 0,02

BpeHaoomMm, Kao HajTpajHMjOM WMOBUHOM KOMMaHWje, je HEeOMNXO4HO MaXxIbUeo
ynpaerbatm ga He 6u gowno Jo rybutka BpegHocTu. OcHaxumBawe TPXULLHE
BpegHoCTM BpeHaa nogpasymMeBa KOHCTaHTaH paj Ha HOBMM M NpUBRaYHUM NoHygama
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N HAYMHMMa KaKo NPOMN3BOAE UNK yCcryre NpeacTaBuTh Ha TpXUWTY. MHorn 6peHaoBu,
kao wrto cy Coca-Cola, Wrigley’s unn Heinz cy Buwe of cegamgeceT rogmHa sogehu
30or TOra WTO CTanHO ynaxy Hanope Yy noborblawe npou3Boda, ycnyra u
MapKeTUHra.

TpxuwHa BpegHocT 6peHaa ce MoXe oapXaTu CTafHUM UCTULLAaHEeM NPOM3BOAa Koje
npencraerba, KOPUCTU Koje Hyau, koje notpebe 3agoBorbaBa, NpeaHoCTMMa Koje MxX
YMHM HaOMOhHWM y OAHOCY Ha KOHKYpeHUMju, acouujauumja 3axsarbyjyhn kojuma je
OGpeHa npucyTaH y rnasama Kynaua.

HuBea, je jenaH oA HajcHaXxXHMjuUX eBponckux 6peHaoBa, ce npowmnpuna ce og 6peHaa
Kpeme 3a KOXy 00 BpeHa 3a KO3METUYKY Hery naxrbMBUM HeroBakweM GpeHaa Kpos3

nojMoBe ,,6naro, ,,HeXXHO" n ,,6pUXKHO".

Mepe BpeHOCTU BpeHaa npukasaHe cy Ha cnnum 40.

I's N s ~ e
Kopuwhere
Cnuka bpeHga
Csect 0 6bpeHay bpeHaa u .
(image)
MCKyCTaBa
Kyn/beHu OcobuHe
Mpucehamwe
6peHaoBMm 6peHaa
Yuecranoct
Kopwuct og
MpenosHaBake KYNoBUHE U
6peHaa
MCKyCTBa
YKynHa Crasosu o
noTpoLWHa 6peHay
byayhe kKynosHe Chara
Hamepe
BepoBaTHoha
npomeHe OmusbeHocT
6peHaa
3310B0/bCTBO U
nojanHoct JeanHcTBeHoCT

noTpowaya

Cnuka 46: Mepe spedHocmu bpeHda

U3eop: www.relevantinsights.com (08.01.2018).
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10.2. OcmuwrbaBake cTpaTernje cteBapama bpeHaa

Ctpatervja cTBapara HOBOr GpeHAa, koja ce HasuBa M apXUTEKTypoM GpeHaa, je
CIOXKeH MpoLec koju obyxBaTa carnefgaBake CBMX erieMeHaTa 6peHaa.

Tpwv ocHoBHa u3bopa cTBapaka BpeaHocTn bpenaa cy:13’

1.

2.

3.

Pa3Boj HOBMX enemeHaTa 6peHaa 3a HOBM NPOU3BOA.
MpumeHa Heknx oa noctojehux enemeHata 6peHaa (npowwmpense 6penaa).

KombuHaumja HoBuX 1 nocTtojehmnx enemeHarta 6penga (nogdpeHaa).

CtpaTernjom cTBapawa OpeHaa ce wuaeHTUdUKyjy enemeHTn OpeHpa koje he
KOMMaHuja UMNIEMEHTMPATK Y pasnmynTe NPoOn3BOAE M3 BriacTUTE NOHYAE.

10.2.1. Oanyke o cTBapamwy 6peHAaa

[laHac roToBo ga He NoCTOju opraHu3auuja Koja He ctBapa 6peHa. W3bop umeHa
OpeHaa je jegHa of HajBaXXHUjUX KapuKa y Kpeupawy bpeHga. Kog nsbopa nveHa ce
MOry NpUMEHMBAaTN YeTupu cTpaTernje:138

1.

MHanBngyanHa wnu nocebHa nopoaMyHa umeHa. Hajuewhe komnaHuje koja
npoussoge poby LMpoOKe MOTPOLWHE O3HayaBajy pasnuyuute npoussona
pasnnUYnTUM nMmeHnma. MNMpeaHoCcT nHanBMAyanHMX UMeHa je y Tome LWTO ce uMme
KOMnaHuje Hehe noBe3uBaTu ca yrnegoM NpPou3BoAda YKONMKO OH He 3a40BOSbU
notpebe unmn ce NCNOCTaBu Aa je fnoLler keanuteTa.

KpoBHo ume (,kyhe 6peHaa“). MHore komnaHuje, kao wTo cy Honda, Heinz n GE,
KOpUCTe KopnopaTuBHU OpeHa Kao KPOBHO uMe unu kuwobpaH 6peHa“ 3a ueo
crnekTap npomnssofa v ycnyra. lNpegHocT Kopuwhera KpOBHOI MMEHA je Y HUXKUM
TpOLIKOBMMaA pa3sBoja, ¢ 063upom Aa Huje noTpebHO CnpoBOAUTU MUCTpaxmBaka
UMeHa, TPOLUNTN BENWKA CPeACcTBa Ha orfawlaBake, TPOLUKOBE NMpeacTaBibakba
npou3soga unu cteapawe yrnena. Takohe, nobdap KpoBHWM BpeHa Yy BENMKO] Mepm
nosehaBa BepoBaTHohy Jo6Gpe npogaja HOBOr NPOM3BOAaA.

Nwme noabpeHaa. Mpowupene 6peHaa yHyTap noctojehe kateropumje npon3soaa,
3BaHoOr nogdpeH, je cTpartervja Kojy npumMmerbyje nosHata amepudka KomnaHuja
Kellogg Tako wWTO KOMOWHYyje UMe KOMMNaHuje ca WMMeHMMa nojeanHaYHNX

137 Kotler, P., Keller, K.L., Martinovi¢, M. (2014). Upravljanje marketingom. 14. Izdanje. Zagreb: Mate,
str. 252-258.

138 |bid, p. 261.
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npounssoga kao wWTo je Kellogg's Rice Kris-pies (nupuHauv), Kellogg’s Raisin Bran
(306eHe mekunse), Kellogg's Corn Flakes (kuTHe naxyrbuue).

MopTtdonuo 6peHaa npeacrtaerba CKyn CBMX BpeHgoBa Npov3Boha MM ycryra Koje
nojeanHa opraHusauuja npopaje y okBupy ogpeheHe kateropwuje npoussoga. Lurmb
Kpenpaka noptdonvja 6penaa je MakcumanHo nosehawe NOKPMBEHOCTU TPXKULUTA,
OAHOCHO npojopa A0 pasNUuUTUX CerMeHata TpXuwTa. Tako, NocTOoju MHOLUTBO
ayTomobunckmx 6peHgoBa, 6peHaoBa nuha, geteplieHaTa MM NOCMOBHUX LUKONA.
Csakun npousBog ogpeheHor 6peHga Mmopa nmatu jacHo oagpeheHy TPXKULLHY No3uumjy
Kako 6u ce mMorna MakcumanHo noBehaTu MOKPMBEHOCT TPXULWITA, CMakUTU
npeknanawa o Hajsehe moryhe mepe 1 Tako onTMMM3oBaTn cagpaj noptdonuvja.

Procter & Gamble (P&G) je tTnnnyaH npumep kopnopaumje ca edukacHum GpeHa
noptdponmom. OcHoaH 1937. roamnHe oa ctpaHe William Procter i James Gamble, kao
KomnaHuja 3a npomsBoawy ceeha n canyHa. Op taga je P&G m3ymumo Benukun 6poj
npousBoga CynepuopHor KeanuTeTa, YyKibydyjyhm canyH nsopy 1882. rogwuHe,
aetepLieHT 3a pybrbe Tide 1946. rogvHe, nacte 3a 3ybe ¢ nyopom Crest 1955.
rogvHe v neneHe 3a jegHokpaTHy ynotpeby Pampers 1961. roguHe. KomnaHunja P&G
je Takohe oTkynuna H13 gpyrux kKomnaHuje, kao wTo cy Richardson-Vicks (npounssohay
npoussoga 3a nuMYHy Hery, kao wTo cy Pantene, Olay i Vicks), Norwich Eaton
Pharmaceuticals (npoussohay neka Pepto-Bismol), Gillette, Noxell, Max Factor n gp.
[aHac je komnaHunja P&G jegHa on HajBewTujux npodasBaua npoussBoga LUMpOoKe
NOTPOLWHE Ca jegHMM Of HajCHaXHujux nopTtdonuja 6peHpgoBa. Komnanuje P&G
oApkaBa BOLCTBO Ha TPXMULUTY 3axBarbyjyhu:

1. lNosHaBawy noTpowaya (Tpowwn Buwe o 100 munmoHa pgonapa Ha 10.000
npojekaTta UcTpaxumeama Kynawa n cakynu suie of 3 MASIMOHA KOHTakaTa Kynaua
nyTeM efleKTPOHCKE MoLUTEe U NO3UBHOT LEHTpA).

2. [lyropoyHOj nepcnekTyBu, jep NaxibuBo aHanmMsupa CBaKy NPUVKy KU Tek nocre
npunpemMe Hajoorber npomssoaa ce nocBenyje NocTu3amy TPXKULLIHOT ycrexa.

3. NHoBaumju npousBoga (roguwke ynaxe nMpeko 2 Munujapge pgonapa y
NCTpaxusare 1 pasBoj 1 3anoLusrbasa BULLE AOKTOpa Hayka of Harvard-a, Berkley-
ja n MIT-a 3ajegHo, npumetbyje oko 3.800 naTeHaTa roguiiHe).

4. CTtpaTternju ycmepeHoj npema KBanuTeTy, O 4YeMy CBeLO4YM BUCOK KBanuTeT
petepueHTa Tide, neneHa Pampers Rash Guard , ,,ABa y jegaH“ wamnoHa,
6ansama 3a kocy Pantene u gp.

5. Ctpartervju wuperwa bpeHga npovsBoda, jep TMMe 3ay3nma BuLLE NPocTopa Ha
nonuuama TproBuHa M oTexasa NpUCTyN KOHKypeHumju (Hnp. 6peHa Old Spice ce
NPOLUMPUO Ca MYLLKMX napdeme 1 Ha A4e3040opaHce).

6. Ctparervje Buwe OpeHOoBa y OKBMPY UCTE KaTeropuje npov3Boda, Kao LTO Cy
yeTkuue 3a 3ybe Oral-B un Crest.

7. TIMOHMPCTBOM Yy KOMYyHUKaUMju (Ha ornawaBare Tpowwm Npeko 2,3 Munujapae
aonapa roguwike).
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8. ArpecuBHOj NnpoaajHoj pagHOj CHa3u, WTO CBE0UN YMHeHMLA Aa je Yaconuc Sales
& Marketing Management npornacmo npogajHy pagHy cHary komnaHuje R&G
jeaHom of 25 Haj6orbux.

9. EdwmkacHa npousBogra 1 3agpKaBake HajHMKMX TPOLLKOBA Y UHOYCTPUjU, Yume
Ce NOCTMXXE KOHKYPEHTHOCT LieHa.

10.Cunctema ynpaBrbaka OGpeHOoM, rae CBaky KaTeropujy npovsBogda BOAW jedaH
MeHallep Koju je oaroBopaH 3a KonuuyuHe 1 3a Aoout.t3°

McDonald'’s je Hajsehu naHau 6p3e xpaHe Ha cBeTy ca npeko 32.000 pectopaHay 118
3emMarba y KojuMa ce cBaku faH nocnyxyje oko 60 munvoHa reyaun. Buwe oa 75%
pectopaHa McDonald’s ce Boau kao ppaHwmsa. McDonald’s je ocHoBaH 1955. roguHe
on ctpaHe Ray Kroc-a, kaga je moyeo HyAWUTM jeAHOCTaBHY XpaHy, Kao WTo je
xambyprep 3a 15 ueHTn. 3awTnTHN 3HaKk McDonald’s-a je 3naTHW NyK n3Hapg ynasHux
BpaTta. BpemeHom je noHyaa npousBoga pacna (Big Mac, Ouarter Pounder, Happy
Meal, Filet-O-Fish...), a 3acHMBana ce Ha KBanuTeTy ycnyre, yuctohe n BpegHOCTW.
Tokom 1980-ux rogmHa, McDonald’s ce arpecuBHO wWwupuo EBponom, Asunjom,
dununuHuma, na go Adpuke. Taj ybp3aHu pacT je goBeo Ao notelwkoha tokom 1990-
nx n 2000-ux rogunHa, jep je 4owsio 4O Nnafja KBanuTteTta ycrnyre un npfbaBux pectopaHa,
AOK Ce UCTOBPEMEHO MojaBusia CHaXkHa KOHKypeHuuja. oguHe 2003. McDonald’s je
yBeO CTpaTeLlKku nnaH HassaH ,[1naH 3a nobeny”, koju je , namelhy ocranor, gonyLwwTao
fokanHMM pecTtopaHuma da ce npunaroge y ckragy ca CBOjUM OKPYXXEHeM U
KynTypoMm. NctoBpemeHo je noBehaHa naneta nNpousBoda W y ckrnagy ca TpeHOoM
34paBe xpaHe yBeleHa je noHyga canate. TokoM rognHa, McDonald’s je npencrasno
HU3 YCMELWHNX MapKeTUMHLLKMX Kamnakwa W cnoraHa kao wrto cy ,,Bu paHac
3acnyxyjete npegax” (You Deserve a Break Today), ,[Jo6po je Bpeme 3a n3BpctaH
McDonald’s ykyc* (It's a Good Time for the Great Taste of McDonald’s) n ,XpaHa,
pyav n 3abaea“ (Food, Folks and Fun). HbomxoBa akTyenHa kamnamwa rnacu ,, To je OHO
wTto Bonum® (I'm Loving I)*4°.

Heke GpeHpoBe, T3B. bpeHA ,,My3ape”, KomnaHuvje 3agpxasajy y noptdonunjy ynpkoc
nagy npogaje, [okne rog AoHOCe JOOMUT (HMp. WMpoKa naneTta nponsBoAa KoMnaHuvje
Gillette). Hekapga komnaHuje nmajy y noptdonujy ynasHe mnm jecptnHmnje 6pengose,
T3B. ,fpaguterbe npomeTa“ kako 6u NpMBYyKNe Kynue pagu KacHujer npeycMmepasara
npemMa ckynbMm OpeHAoBMMa (HNp. TakBy cTpaTernjy npumersyjy npoussohauyu
aytomobuna nsbaumnBarem Ha TPXKULWITE jeddTUHUjUX Mogena).

Ca gpyre cTpaHe, ynora ckynux 6peHaoBa je aa o6e3bene npectux n kpeguounuret
noptdonuja. Tako, npoussohau aytomobunmma Chevrolet nponssoan NPECTUKHU
cnoptckn aytomobun Corvette pagu npuBnadera 3HaATMXKEIbHUX Kynaua y ayTo

139 |bid, p. 303-308.

140 |bid, p. 271.
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canoHe v yHanpehera yrneaa octanuMx Moaena, Mako KOMMNaHwuju He JOHOCK BENUKY
nobur.“141

10.2.2. Mpowunperwe GpeHaa

Kopuwhene Beh unarpaheHor 6peHaa npunvkomMm npeactaBrbakba HOBOr Npou3Boaa
30Be ce npowunpere bpeHaa. Kapa ce 6peHa npolwuvpyje, kKomnaHuja kopuctu Beh
nosHato mme fa 6um npepctaBuna HoBu npousBond. bpeng m3 kora npowusahe
npowwmperwe 30Be Ce poauTerbocka 6peHa, a HoBoHacTanu 6peHA ce HasuBa
noadpeHa. Npowupene 6peHaa moxe 6uTK yHyTap noctojehe kateropuje npomssoaa,
Kao Kaga ce yBoge HOBM ykycu, obnvum, 6oje, gopaTHM cacTojun, BenuunHe
nakoBawa. AKO je poauTerbckun b6peHa Beh nmoBesaH ca BuLWEe nNpow3Boda, Taga ce
Ha3nBa M KpOBHOM BpeHAOoM unu nopoanyHom bpeHaom. MNpumep kpoBHor BpeHaa je
janaHcka koMmnaHuja Honda, koja KOpUCTM MME KOMMNaHuje 3a MOKpMBaHhe MHOro
pasnuunMTMX npoudsoda nonyt aytomobwuna, MoTouMkana, pacnpliMBada CHera,
Kocunuua 3a Tpasy, 6poackMx MoTopa U Bo3wusnia 3a cHer. 36up M3BOPHUX W
npoLmpeHnx 6peHaoBa ce Ha3nBa NHWja 6peHaa, 4ok 30Mp CBMX NUHKja BpeHaa Koje
KOMMNaHuWja NnpounsBoaun npencraeba acoptTumaH 6penga. JlimueHuupaHm nponsBog je
npoun3Bop Kaga ce nme 6peHaa gaje kao nuueHua apyrmm npounssohadnma. Tako, HNp.
nporpam nuueHumpawa bpeHga aytomobuna Jeep obyxsata 600 npoussoga n 150
nuueHUn, yKkIbydyje cBe BpCTe Npon3Boaa, 04 Aeujux konuua (NponsBeaeHuX 3a ayxe
pyke odeBa) go ogehe (ca TedpsioHOM y TKaHMHaMa), onpemy 3a bopasak y npupoan n
nyToBara, NPoU3BoJe 3a MarnoneTHUKe 1 CopPTCKy onpemy.142

Mpowwupere bpeHaa ce aHanuanpa ga 6u ce yTBpAUNO KOMMKO ednKacHO npeHoce
nocTojehy TPXMLIHY BPeAHOCT Ha HOBW MpPOM3BOL4 U 0B6paTHO, KOMMKO MpOoLUMpeH-e
OpeHaa HOBMM MPOM3BOAOM AOMPWUHOCKM  TPXWULIHOj BpeaHoCTM noctojeher,
poauTerbckor bpeHaa. AHanuaunpa ce ga nu ce 6peHaom noctTmxe 6orba NOKPUBEHOCT
TpXKuUWTa, ocurypaBa 3awTuTta octanmx bpeHOoBa W npolwwuvpyje yrnen Ha Hose
npounssoge.

MpeaHocTn npowwupera OGpeHOa Cy OnakwaHo npuxBaTakwe HOBOI Npou3Boda W
npyxawe no3NTUBHE MOBpaTHE crnipere poauTerbckoM 6penHay. Kynuu obnukyjy
oYyeknBawa O HOBUM MNPOM3BOAMMA Ha OCHOBY OHOra LWITO 3Hajy O pPOAUTEIBCKOM
6peHay. Kapga je komnaHuja Sony npeactasBuia HOBWM padyHap Vaio HamenseH
MYNTUMEOWN|CKOj MPUMEHU, C 063UPOM Ha HMXOBA UCKYCTBA M 3HaHa 0 ApyrMm Sony-
jeBMM npou3BoAMMa, Kyrnuu HUCY UManu CyMebe Y HajaBibeHe ocobuHe oBor
npoussoga. To UCTOBPEMEHO 3HayYu [a Kada Bnagajy No3uMTMBHA  OYeKuBawa,

M1Farris P.W. (1988). The Chevrolet Corvette. Case UVA-M-320. The Darden Graduate Business
School Foundation. Charlottesville: University of Virginia. p. 54

142 Top 100 Global Licensors. (2009). License Global, April 1, 2009.
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npowmnpewe cMmamyje pusnk. Takohe, npowmpera bpeHaa npyxa Kopuctu y Buay
noBpaTHe cripere Kpo3 NoborbLUake NojanHoOCTU Kynaua nnu obHaebake 3aHnmamba
M npuveBnavyHocTn 6penpa. YcnewHa npowuvpewa Takohe Hajyewhe pgoBoge Oo
CTBaparba ApYrux npolumpema.i43

Mpowwpere BpeHaa cagpxu 1 usBecHe HegoctaTke. JegaH oa moryhux HegoctaTtaka
wupewa bpeHaa Kpuje ce y onacHoCTM fa HasveB bGpeHaa npecTaHe fa ce YBPCTO
Be3yje y3 HEKM Npom3BoA (pa3BogHaBare bpeHaa), WTo ce Ha3nBa ,,3aMKOM LUMpeHa
nuHKje npomussoaa“.t44 Tako je HNp. komnaHuja Cadbury, nosesyjyhu nume GpeHga ca
LUMPOKOM ManeTom npexpambeHnx nNpov3BoAa, Kao LUTO je nMMpe KpOMMMpP, MIEKO Y
npaxy, cyna M MMBO, YrpoO3Wn0 CBOj OCHOBHM MWAEHTUTET OpeHoa 4okonaga wu
6omboHa. 4

Y cny4dajeBuMMa kaga Kynuy cmaTpajy Heogrosapajyhum npowunpewe 6peHga HOBUM
nponssogMma TO MOXe OOBECTU Y nuTawe MHTerputeT OpeHaa, jep he ce moxaa
nnMTaTM Koja je Bapuvjauuja npoussoga ,,npaesa“ 3a wux. Hajrope WTO ce npouecom
lwmpera bpeHaa Moxe AOroAnTU je yrpoxaBare yrrega poauterbckor 6peHaa, WwTo
ce cpehom peTko goraha. Tako, HNp. CpeanHoM ocamaeceTux roauHa asageceTor
Beka mogen Audi 5000 nocTtao je npegMeT HeraTMBHOr NyonuuuTeTa 360r rnacuHa ga
nma npobnem ,HeovekmBaHor ybp3awa“. HeratmeaH nybnuuuTeT ce NpoLmMpmo 1 Ha
mopen 4000. Ca pgpyre cTpaHe, nocneavue wupekwa Ha mogen Quattro cy 6une
3HaTHO Bnaxe, 3axBarbyjyhu nocebHoj cTpaternju obnukoBarwa bpeHga n npomoumje
Tor moaena.#® Y csakom crny4ajy cBako NoTeHLujanHo npolumpere bpeHaa ce Mmopa
NPOLEHNTM KOJTMKO JONPUHOCK CTBapaky TPXKULLHE BPEAHOCTM poauTerbCcKor bpeHaa.

[obpa npogaja HOBMX nNpou3Boda Yy oKkBUpPY BpeHaa He Mopa 3HauYnTU Aa npuxoam
Aoniase of HOBMUX Kynaua, Beh ga cy ce Kynuu NpUBPXEHU poauTerbckom OpeHay
NPUKNOHMAN npowunpewy OpeHga. Tume pgonasv OO ,Harpudama“ poanTerbCcKor
GpeHaa, WTo 1 He Mopa BUTK Tako HEraTUBHO, ako Ce NPOLLUMPEHEM BpeHaa cnpeyvnno
Aa Kynum ofy Ko KOHKypeHTa. Tako komnanuja Tide, koja npom3Boam cpencrea 3a
npawe pybrba, Beh negeceT rogmMHa ogp)kaBa UCTU yOeO Ha TPXULITY 3axBarbyjyhu

143 Shine B.C., Park J. & Wyer R.S.Jr. (2007). Brand Synergy Effects in Multiple Brand xtensions.
Journal of Marketing Research, 44(4), p. 663—70.

144 Ries, A. &Trout, J. (2000). Positioning: The Battle for Your Mind, 20th Anniversary Edition. New York:
McGraw-Hill, p. 5-11.

45Aaker, D.A. (2004). Brand Portfolio Strategy: Creating Relevance, Differentiation, Energy, Leverage,
and Clarity. New York: Free Press, p. 3-63.

146 Sullivan, M.W.(1990). Measuring Image Spillovers in Umbrella-Branded Products. Journal of
Business, 63(3), p. 309-329.
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yBONheHy pasnuumTux npolumpera, kao WTo cy npalak 6e3 gogartka n ca 4oaaTkom
Mupuca, Tekyhu aeTepLieHT, geTeplLieHT y obnuky TabneTa n cnmyHo.

®paHuycka koMmnaHuja Societe Bic je Buwe nyta ycneBana fa OCBOjU TPXULUTE
jedTMHMM npou3BogMMa 3a jedHOKpaTHy ynoTpedy, jeAHOKpPaTHUM  XEMWjCKAM
OfloBKamMa KaCHUX nefeceTux, jeQHOKpaTHUM ynarbaduma paHux cefjampeceTux U
jeaHokpaTHUM Bpujaunma paHmx ocamageceTux roguHa. flognHe 1989. kopuctunu cy
NCTy cTpaTernjy kaga cy npomosucanu napgeme BIC y SAD-y n Esponu, anu Hucy
NOHOBUNM NPeTXoaHu ycnex. [1sa napdema 3a xeHe (,,Nuit“wn ,,Jour”) n oea napcema
HamereHn myLikapumma (,,BIC for Men® v ,,BIC Sport for Men®) 6unun cy nakoBaHu y
CTakneHe cnpej-6ounue Koje cy nuuune Ha gebene ynarbade Koje cy npogasanu no
UeHn of net gonapa no komagy. KomnaHuja je HOBe NpousBoge onucueana Kao
HacTaBak BIC-oBe Tpaguuuje: ,Npon3BOAM BUCOKOr KBanuTeTa Mo MNpUCTynavyHuMm
ueHamMma, jegHocTaBHM 3a HabaBKy W jeQHOCTaBHWM 3a ynoTpeby“ m kopuctuna je
doTorpadumje oTMeHnx ocoba Koje yk1Bajy aa kopucte napdem, y3 croraH ,[lapusy
Bawewm Leny“. VI nopen Ttora wTo je y Kamnawu notpowieHo 20 munuoHa gonapa,
npoLwmnpewe Huje ycneno na npesnaga acouuvjauvje BesaHe y3 BNacTuUTu yrneg
CTBOPEH NPeTXoaHnM npoussoamma.t4’

147 Rothman, A. (1989). France’s Bic Bets U.S. Consumers Will Go for Perfume on the Cheap, Wall
Street Journal, January 12, 1989. p.15.
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11. NIO3UNLUNOHUPAHKE BPEHOA

MosuuunoHnparwe bpeHaa npeacTaerba Npouec cTBapaka yTncka o 6peHay y cBectu
noTpolwaya, Tako fa noTtpowad noBesyje 6GpeHA ca HeuyuM cneumpuyHuM "
NOXeSbHUM, LWTO Tra pasnukyje o ocTtatka TpxuwTa. [losuumoHupare je
,OPraHM3oBaH CUCTEM 3a MpoHanaxewe nposopa y ymy, KopuwheweM pasnnyantmnx
cTpatervja, ykrbydyjyhm  UeHe, npomouMjy, OucTpmbyumjy, nakoBawe U
KOHKYpPeHTHOCT.1#® JegHoOM peujy, nosuUMoHMpare GpeHaa ce OAHOCU Ha pasnore
,UnrbaHor notpowada“ 36or Kojux ce onpeferbyje 3a Taj 6peHa, a He Hekn Apyru.
MpunagHocT oapeheHoj kaTeropuju Npov3Boda je Y HEeKMM CcriyyajeBumMa OuuTO.
Komnjytepu cy npBa acouuvjauunja npy nomuwarwy umeHa Hewlett-Packard, ook cy
aurutanHe kamepe acoumjaumja npu nommebary MeHa Kodak unum Nikon.

Kako 61 ce kpeupana cTpartervja nosvumoHnpara, noTpebHo je naeHtudunkosatm
jeAVHCTBEHE KapaKTepucTuke bpeHaa n ogpeauTu WTa ra pasnukyje of KOHKypeHumje.
Moryhu kopaum Kojuma ce Moxe pasjaCHATU No3uunja KOMNaHuje Ha TPXKULITY Cy:

OppenunTtn TpeHyTHY no3nunjy 6peHaa.

NoeHTndukoBatn OUPEKTHE KOHKYPEHTE.

Pa3symeTu kako Cy KOHKYPEHTU No3uLmoHmpanu ceoje 6peHaoBe.

Ynopeantn cBojy No3vunjy ca KOHKYpeHTUMa Y uurby yTBphuBaHa COMNCTBEHUX
jeANHCTBEHMX O4fMKa - Tayaka pasfnymToCcTy.

Pa3BuTn Ha BpeaHOCTU 3aCHOBaHy uaejy O NO3NLNOHUPaHSY.

6. OcmucnnTh n3jaBy o0 NO3MLIMOHMPakKY, KOjOM ce caoniiTasajy BpeaHocTn bpeHaa
noTpoLla4ymma, y OQHOCY Ha rraBHe KOHKYPEHTE.

pwnE

o

7. TecTtupaty edDnKacHOCT M13jaBe O NO3ULIMOHUPaHsY.

3jaBoM O No3nUmMoOHUpany ce gedmHMLLE KOME j€ HaMeheHa (LMrbaHu NOTpoLLayn),
TpxuwTe, HaBoan obehawe BpeHaa v pa3nosu 3a NoBepere NoTpollaya, 0gHOCHO
KopucHuka. Tako je komnaHuvja Amazon.com y BpeMe kKaja je camo ce 6aBuna
npoadajoM Kwura kopucTuna cnegehy msjaBy M NO3ULMOHUPAKY: ,3a KOPUCHUKE
LUMPOM CBeTa, KOjU YXUBAjy Y Kburama, Amazon.com je manonpogasal, Kiura Koju
omoryhaBa TpeHyTHM npuctyn npeko 1,1 MunMoH kwura. 3a pasnuky of
TpagvumMoHanHMx ManonpojgaBaua Khwura, Amazon.com npyxa KoMmbuHauwmjy
N3y3eTHNX MOroaHOCTU, HUCKMX LeHa U obumHor usbopa“.*® [aHac, Amazon.com
npogaje My3uky, copTBepe, urpadke, anat, efniekTpoHcke ypehaje, moagHe npegmerte,
npubop 3a gomahmHcTBo. OcHoBaH je 1994. roguHe n caga 6poju npeko Tpuaecet

148 Ries, A. & Trout, J. (2001). Positioning: The Battle for Your Mind. eBook. 20th Anniversary Edition.
New York: McGraw-Hill, p.5-11.

149 https://www.amazon.com/ (08.01.2018).
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MUIMOHa noTpoLlayva, a poby ncnopydyje y suwe og 150 semarba. Jloro komnaHuje je
HanMcaH ManuMMm CroBuMa, Ca HapaHLiaCcTOM JIMHMJOM WCMOA MMeEHa, Kao LTo je
npukasaHo Ha crnvum 47.

amMaZon.com.

Cnuka 47: Jloeo kKomnaHuje amazon.com

U3eop: https://www.amazon.com/ (08.01.2018).

Kako komMnaHuja npogaje HewTo BULLE O Kiura, An3ajHePCKN TUM KOMMaHuje, Koju je
npeneoano TapHep HaksopT (Turner Duckworth), je noBe3ao NOYeTHO CrOBO a M3
peun ,amas3oH“ ca cnosom z. OBakaB NMpUCTYN jacHO caonwTaea ga ,Amazon.com
npoaaje cee o A o 3. Npadundkm enemeHT Koju nosesyje a n z popmmpa ocMex ca
pynuuom Ha obpasy Koja ce npoTexe [0 crnoBa z. TapHep [akBopT je AusajHupao
nocebHa cnoea, Ynme je pey ,amazon“ Buwe UctakHytTa o ,com‘. Tunorpadumja je
An3ajHMpaHa Tako Aa noro gobuje npujaterbCkM M jeOuHCTBEH u3rned. Takohe je
nocebHo An3ajHupaHa 6paoH KyTuja 3a UCMOPYKY, Kao LITO je NnpukasaHo Ha cnvuu 48.

\

e

- amazoncom. N\

\/

Cnuka 48: [JusajH Kymuje 3a ucriopyKy KomnaHuje amazon.com

U3eop: https://www.amazon.com/ (08.01.2018).

MapkeTuHLLKe Kamnake UMmajy 3agaTak OTKpuBaka pasnuuntux notpeba, UnrbHUX
rpyna kojuma he npousBogm unu ycnyre 6utn HamehweHun, AeduHUcara CrMYHOCTU U
pasnuka namehy 6peHaa n koHKypeHaTa 1 No3uumMoHnpara noHyae. MNosvumoHnpame
HOBOI Mpou3Boda KomnaHuje MMa Behe LaHce 3a ycrnex Ha TPXWULWTY H-eroBu
NPOU3BOAM WU yCryre OpurMHanHiu, 4o6por KBanuteTa n ako 3a HMM NOCTOjU TpaXha
Ha TPXUWTY. Mo3nuUMoHMpatrLe je YNH 0BGnMKoBaHa NoHyAe W yrrneaa KoMnaHuje Tako
Oa 3ay3Me nocebHO MeCTO y CBEeCTU MOoTpollada Ha UMIbHOM TPXULITY. [dpyrum
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pednma, unrb je ,cMmectutn® bpeHa y ymMoBe Kynaua pagv MakcumanHor nosehama
NOTEHLMjanHe KOPUCTU 3a KoMnaHujy. >0

MosnumnoHmpare 3axTeBa MAEHTUUKAUM]Y LUIBHOT TPXULWTA, NOEHTUdUKOBAHE U
aHanuanpake KOHKYpPEHUMje U ONTMManHMX Tayaka CIMYHOCTU WU PasfiMynToCTM
G6peHaa.

11.1. UpeHTncpmnkKkoBawe KOHKypeHaTa

MpoeHTudurkoBare KOHKYpeHUunje nogpasymeBa yTBphrBawe KOHKypeHaTa ca Kojuma
ce KoMrnaHuvje TakMuye Ha TpXXuwTy. Tako, Hajpehun koHkypeHT Coca Coli je Pepsi Cola,
6aHum Citigroup je Bank of America, Aple - Microsoftu u cn. JegHom peyjy, Tamo rge
nMa gobutn Mma M KOHKypeHumje. Yak ce u komnaHuvjama koje npee u3baue Ha
TPXULWITE HEKM HOB, a npodutabunaH npousBon, KOHKypeHuuja ybp3aHo jaBrba ca
4YecTO jePTUHUUM WNU WHOBUPAHMM MPOM3BOAOM. 3aTO je HEONXOAHO CTarHo
npaherwe 1 aHanu3a akTMBHOCTU KOHKypeHarTa.

KoHKypeHUmja ce MoXe UCTPaxXnTn ca rmeguwita nHgyctpuje (rpaHe) u ca rmeguwita
TpxkuwTa.'>! MpaHy YMHKM cKyn KOMMaHWje Koja Hyae NpousBoA UK knacy npovssoaa
koju cy mehycobHo Grivcke. Ca acnekra TpXuLITa, KOHKYPEHTU Cy KOMMaHuje Koja
3a0BOSbaBajy ucte notpede kynaua.

3Hauvaj nosnumoHMpara bpeHga unycrTpyje npuMep No3HaATor janaHckor npon3eofhaya
aytomobuna Subaru. o 1993. rognHe Subaru je y Amepuum npogasao camo 104.000
BO3una rogumwmhe. KymynatmBHO, rybuuM Ha aMepuykoM TPXULUTY Cy ce Gnvxunm
Munvjapgn  gonapa. PeknamunpadH je kao  jedpTMH  ayto“  Koju  je
n3rpaneH/MOHTMpaH/CKNonNrbeH Aa Takas U ocTaHe 1 61o je JOXMBIbaBaH Kao ,Xohy u
ja“ ayto, ogHOCHO Huje ce pasnukoBao of Toyote mnm Honde. Kako ©6u Subaru
NnocTurao jacaH v gpyrauunjy nmuil, y babpuum cy oanyynnu ga npogajy camo Bepaujy
mogena ,all-wheel-drive® (noroH Ha cBa 4 To4ka). lMowTo cy noborbwanu nmuL
npoun3BoaH-€ NyKCy3HUX aytomobuna v nogurnu ueny, seh 2004. roguHe nogurnm cy
npoaajy Ha 187.000 Bo3una. Y Tom nepuoay naHcupanu cy kamnawy ,Share the love®
(Mopenute rbybaB), koja je 3acHOBaHa Ha 3abaBu, aBaHTYpPU N UCKYCTBMMA Koje npyxa
ayTomMobun, Kao M Ha jakoj NojanHOCTU U CTPacTU KOojy noTpoLladn umajy 3a HuxoB
6peHa. Subaru je Takohe opraHusoBao u gorahaj ,nogenute srbybas“, Kao LWTO

150 Ries, A. & Trout, J. (2001). Positioning: The Battle for Your Mind. eBook. 20th Anniversary Edition.
New York: McGraw-Hill, p. 21.

151 Shocker, A.D. (2002). Determining the Structure of Product-Markets: Practices, Issues, and
Suggestions. In: Weitz, B.A. & Wensley, R. (eds.). Handbook of Marketing. London: Sage, p. 237-248.
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nokasyje cnuka 49, ca KojuM je NOKPEHYo MHUUMjaTUBY Aa NpU CBakoj Npoaaju vunm
M3HajMIbuBawy HOBOr aytomoburna kynay Moxe fa oapean 5 [obpoTBOPHMX
ycTaHoBa, a Subaru 6w jegHoj oA WX ao npunor of huxoBe kKynosuHe. OBaj
YHMKaTaH M eMOTMBaH KOpak ce uchnnaTuo Kaja je Ha TPXULWITY HacTana peuecuja
2008-2010. roanHe, kaga je Subaru, HacynpoT TpeHay, 3abenexno pekopaHe npoaaje.
Opyrvm pevnma, Kaga je jacHuje no3numnoHMpao cBoj BpeHa NYKCY3HUX 1 N3OPXKIbUBUX
ayToMo6una npogaja Subaru aytomo6una je Harno nopacna.!?

LE w%\$199’/'mor;th -
LEASEISRECIAL

2014 Forester, 2.5i:

: Model code EFBO1

Nov 21, 2013 -
Jan 2, 2014

Subaru will donate $250 for every

new vehicle sold to your choice
of six charities.

* suBarU share the love EveENT

¥

Cnuka 49: Kamnama ,Share the love* (lModenume rbybag) komnaHuje Subaru

M3Bop: https://images.search.yahoo.com (08.01.2018).

152 http://www.subaru.com/ (08.01.2018).
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11.2. AHanusupame KOHKypeHuuje

Mopea vaeHTudMKaumje KOHKypeHaTa n hUXOBUX cTpaTernja, Heornxo4Ho je yTBpanTu
LUTa CBaKN KOHKYPEHT TPaXu Ha TPXULUTY M WTa nokpehe veroBo rnoHawawe. Y Ty
CBpXy Ce aHanuaupa npoLurocT KOHKypeHaTta, UMrbeBn, BENUYMHA, yrpasa, TpeHyTHa
duHaHUmjcky cutyauuja. KoHKypeHuuja ce Moxe aHanuaupatu y3 nomoh SWOT
aHanuse (cHara, cnabocTtu, npeThe, MoryhHOCTHM), Kao WTOo nokasyjy cnuke 50 n 51.

[ Apple SWOT Analysis

* Incompatible With
famous apps

Customer Loyalty
. Moblle Innovations

* Revenue: $567
Million

S W * Divedends: $0.21

per share
This text is This text is
editable editable

* Expanding Mobile
Device Market

* Decreasing Market
Share

* Law Suits

* Apple Maps
Defects

* Rapid Changesin
Technology

* Android OS Market
Share Increase

* Unstable Dollar
Exchange Rate

* Rising Demand For
Cloud Services
= ITV Launch

This text is
editable

Cnuka 50: SWOT awHarnusa komnaHuje Apple

U3eop: https://images.search.yahoo.com (10.01.2018).
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=" Microsoft
SWOT Analysis

Strengths Weaknesses
Market Leaderin Client Windows 8 Negative User
Operating Systems Response
Large Clientele Lack Of Mobile Market
Product Availability Across Share

Global Markets Customer Dissatisfaction
Stable Profits For Mobile Products
Opportunities Threats
* Nokia Accuasition » Google Dnve And Other
* Expanding Mobile Device MS Office Competitors
Market * Threat Of Linux And Mac

*  Promotion Of SkyDrive For 0S Un

Cloud Storage

derminidng

ws Market Share

Cnuka 51:. SWOT aHarnusa komrnaHuje Microsoft

U3eop: https://images.search.yahoo.com (10.01.2018).

KomnaHuja 6u Tpebano ga naeHtudukyje KoHKypeHTe cnyxehu ce n MHOyCTpujcKumM
(rpaHCKUM) N TPXULWIHUM aHanuM3ama. Y aHanmsu KOHKYpeHUMje je BaKHO YyTBpAUTU
Tayke pasnuuMToCTy U AOAUNPHE Tayke y OOHOCY Ha KOHKYpPEeHTe.

11.3. UpeHTndmkoBawe onTUMariHUMX Tavyaka CJIM4HOCTU U

TaYdaka pa3Jimt4nToCctTn

KOHKYpeHTCKMN pedepeHTHN OKBUP AedunHMLLIE acoumjaumje Koje NoTpoLlayn Kopucrte
Kako OV NpoueHUnM Tayke CAMYHOCTM, OOAHOCHO jeAHaKOCTM U Tayke pasfnUynTOCTW.
Tayke pasnuumtoctn (points-of-difference - PODs) cy ocobuHe wnu Kopuctu
npou3eoga unu ycnyre Koje Kynue noseayjy ca bpeHaom, 3a Koje Bepyjy Aa mx Hehe
npoHahu KoA KOHKypeHaTta, OQHOCHO KOje Kynuu oLehyjy Aa cy jeANHCTBEHE 3a BpeHA.

Tako ce HNp. Apple pa3nukyje of CBOjUX KOHKypeHaTa no Au3ajHy U je4HOCTaBHOCTU
yrnoTtpebe. Liurs je aa ce koA Kynaua, O4HOCHO KOPUCHUKA CTBOPE CHaXXHe NO3UTUBHE
n jeguHcTBeHe acouumjaumje. Kaga je Apple Ha nodeTky nojaBrbuBawa MNPBUX
NepcoHanHUX padyHapa ocameceTux roguHa [OBafeceTor Beka NaHcuMpao CBOj
Macintosh komnjytep, HUXoBa Tayka pasnnyMToOCTU Ce cacTojana y naponu ,user-
friendly“ (nakoha ynpaBreawa), 3ato WTO je npe nojase Windows onepaTuBHOr
cuctema Kopuwhene padyHapa 6uno komnnukoBaHo. MaHa Te acouujaunje 3a Apple
je buna y TomMe LWTO Cy MHOMM KynuuM KOMMjyTepa 3akibyyunn ga ako je nak 3a
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kopuwhewe BepoBaTHO HWje [OOBOSbHO CHaXaH 3a nocrnoBHe cBpxe. Apple je
npeno3Hao noteHumjanaH nNpobrnem m NOKpPeHyo je kamnawy ,The power to be your
best“ (CHara ga 6yaew Hajborba Bepaunja cebe) kako 6u pegedumHmMcanm wTa 3Haum
jak komnjytep. Opyrum peymma, nopyka kamnamwe je 6una ga 6aw 3ato wro je Apple
nak 3a kopuwhetre, reyau ra n kopucte. Komnanunja Apple rogMHama HanopHo paau
kako 6v yGeauna rbyae Aa cy HUXOBU NPOU3BOAM U jakun 1 Naku 3a kopulhene. 153

Tpu kpuTepujyma ogpehyjy Tadke pasnuyutoCcTU - MOXESbHOCT, UCMNOPYYMBOCT U
pasnuumtocT. Kynuu mnm KopucHUUmM 6peHn cmaTpajy NoXerbHUM YKOSMMKO of Hera
MMajy KOHKpPETHY KOPUCT, Kao WwTo To Hyau Nivea kpema npoTtus 60pa ca KOeH3MMOM
Q10. NcnopyumBoCcT nogpasymeBa [a KOMNaHuvja MMa CnocobHOCT ga ogpxkasa
acouujaunjy bpeHga y mucnvma Kynaua, WwTo je nocebaH m3a3oB KomnaHvjama u3
MoaHe uHaycTpuje, ako wTo cy Fendi wnu Prada. PasnukoBawe of KOHKypeHuuje
nogpasymeBa CrnocobHOCT Aa ce KoA Kynaua nocTUrHy acouujauvje ga je 6peHg
pasnuunT N cynepuopaH y oHOCY Ha KoHKypeHTe.®* MNocenosare oBe Tpu 0CobuHe
UYMHE TaudKy pasNUUYNTOCTM KOje Y rmaBama Kynaua ctBapajy ocehaj ga cy topbe Louis
Vuitton HajeneraHTHWje unn ga 6atepuje Energizer Hajayxe Tpajy.

3a pasnuky of Tadaka pasfiMyuToCTn, Tayke crimyHocTn (points-of-parity - POPS) cy
acouujaumnje ocobuHa MnNn KOpUCTU Koje ce mory Hahu u Kog Aapyrux bpeHgosa, y
OKBUPY UCTe KaTeropuvje, kao WITO je TO Cnyyaj Kkod npousBohaya nuBa. 3a Heke
noTpoLlaye CBETNO NUBO HUKAA HE MOXe MMaTh TONUKO Jobap yKyC Kao TaMHO NUBO
nyHoOr yKyca, anv he mopatun nmatn JoBOSbHO fobap yKyc Aa v ra Kynuu Kynosanw.

KoHayaH pesynTtaT no3vuMoHMpaka je yCnewHO CTBapawe npeasiora BpegHOCTMH,
OAHOCHO pasnora 36or Kojer 6u unMrbHO TpXUwTe Tpebano Kynutu npoussoa. Tabena
12 npukasyje HayumHe Ha Koje cy Tpu komnaHuje, Perdue, Volvo u Domino’s
AeduHUcane cBoj Npeanor BpegHOCTU Y OOHOCY Ha CBOje LMIbHE Kynue, KOPUCTU U
ueHe. 15

153 Keller, K.L.( 2013). Strategic Brand Management - Building, Measuring, and Managing Brand Equity.
Pearson Education Limited. 4th ed, p.390.

154 Applebaum, M. (2005). Comfy to Cool: A Brand Swivel. Brandweek. May 2, 2005, p. 18-19.

155 Kotler, P., Keller K.L. (2012). Marketing management. 14th ed. Pearson: Prentice Hall, p.609.
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Tabena 12: lNpumepu rpedrnoza epedHocMu

U3zeop: Kotler, P., Keller K.L. (2012). Marketing management. 14th ed. Pearson: Prentice Hall. p. 276.

KomnaHumje n
npon3soam LnrsHu kynum Kopuctn LleHa Mpeanor BpeaHOCTH
Kynun nuneTtuHe
Perdue y. N . 10% Mekwwa xyTa nuneTunHa
Kojuma je BaxaH Mekoha . .
(muneTtuHa) npemuje no cpefHe BUCOKO] LIEHN
KBanuTeT
Hob6pocTojehe HajcurypHuju un
nopoauue kojuma| TpajHOCT n 20% HajTpajHuj1 KapaBaH
Volvo (kapaBaH) | . poA U'. J pa) - J PN P y
je BaxxHuja CUrypHOCT npemuje KojeM MOXeTe BO3UTU
CUrypHOCT nopoauy
ob6pa Bpyha nuua koja ce
Jbybutersu nuue Bp3vHa gocrase flodpa spy H )
. 15% [OCTaBIba Ha BpaTa y poKy
Domino’s (pizza)| XerbHu n pobap . :
npemuje oA 30 MMHYyTa No YyMepeHoj
norogHoCTH KBanuteT LeHM

Tayke CrnMyYHOCTWM NpeacTaBrbajy 3ajegHuyke BpegHocTu namelhy 6peHaa y HeroBmnx
KOHKypeHaTa U Te BPegHOCTM CYy 3ajeJHUYKM UMeHunald, Koju geduHulle 4YuTaBy
KaTeropujy. Tayke CIUYHOCTM MOry Ce WCKOPUCTUTM [da Ce Herupajy Tadke
PasnMYNTOCTN KOHKYPEHTA, Kao LITO je Noka3aHo Ha crnvum 52.

/ Mo6eanny |

- \ o
TeHMC |/ TaKMMHerb\\\l
/Koma \5 [ NIKE \ { Arpecuaa\'-‘
‘I&I | \_/
/ \ / bes \‘\
a
/TN
( BpPXYHCKM ‘-‘ Menepan

crnopTncTH
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= /

" Ml \ Ksanurer

Uopaan .“ uuosau\-:l /

O

Cnuka 52: NIKE menmanHa mana

Uzeop: Keller, K.L. ( 2013), Strategic Brand Management - Building, Measuring, and Managing Brand

Equity. Pearson Education Limited. 4th ed, p.29.



LemepmuHaHme kpeupatba npernosHamsbugoe 6peHda y cagpeMeHUM MPXXUWHUM YCrioguma

MeHTanHa mana nokasyje obum acouujaumja BesaHux Ha Nike, o4 KOjux cy Heke
acouujaunje KapakTepucTmke Nponseoaa, Aok apyre Hucy. CyluTMHCKe acouumjaumje 3a
Nike cy Oga uma MHOBATUBHY TEXHOMOMMjy, BUCOKOKBANUTETHE W CTUNU3OBaHe
npou3BoAe, MakcumanHe nepdopMaHce, COMNCTBEHW HaNpedak WM WHcnvpauwjy,
noKarnHy n permoHanHy akTMBHOCT, rnobanHy o4roBopHOCT, Aa cnasu cnopt. Kaga ce
Nike ynopegu ca 6peHagom Reebok, Tauke jegHakocTu cy M yaobHOCT 1 CTun, 4OK Cy
TexHomnormja n cHara tadke pasnuuntoctn. Kaga ce ynopegm ca 6pengom Adidas,
nepdopmMaHce N KBanuTeT Cy Tadke jeQHaKOCTU, OOK CYy TEXHOSIOrmja n cHara tadke
pasnUYnUTOCTMW.

MehyTum, y no3mumMoHnparsy ce Hekaaa npase rpeluke. Heke oa wux cy:

1. lMNoa-nosuumoHnpake (under positioning), koje HacTaje Kaga noTpowad uma
3amarrbeHy 1 HejacHy naejy o 6penay.

2. lNpe-nosuumoHnparwe (over positioning), kaga noTpoway uma npesuLle
orpaHunyeHy cBecT 0 bpeHay.

3. KoHysHo nosmumoHupawe (confused positioning), To je cueHapuo Kaga
noTpoLlay nma KoHY3HO MuULLIbEHE O BpeHay.

4. [OocTtpyko nosuumoHupare (double positioning), je kaga noTpoway He
npuxeaTta noctynate 6peHaa.

Takohe, npobnemu Ko cCTBapawa CHaXHOr, KOHKYpPeHTHOr 6peHaa M Herosor
No3nUMOHMpPaka MOry HactaTu 360r Tora LTO CYy MHOre 0COBMHEe UIM KOPUCTU Koje
YMHE Tauyke CMANYHOCTM U Tadke pPasnUMYNTOCTM Yy HeratmBHOj Kopenaumju.
KoHTpaaukTopHOCTM Mory 6utn cnegehe:

1. ,jeddTnH* n ,HajBuLwer ksanuteTa“.

2. ,MohHO" HacynpoT ,curypHom®.

3. ,[Jobap ykyc* HacynpoT ,Marnoj KanopuyHoCTH".
4. ,CHaxHO" HacynpoT ,npeduHeHoM".

5. ,CByda npucyTHO" HacynpoT ,eKCKy3nBHOM".
6. ,PasHonuko” HacynporT ,jeqHOCTaBHOM®.

HaxanocTt, noTpowaun Hajuyewhe xene MakcumanHo ga mckopucte obe HeratMBHO
KopenncaHe ocobuHe Kao WTO Cy jedTUHO U KBanNMTETHO. 3aTo Cy KOMMaHuje 4ecTo
npuHyheHe aa 6anaHcupajy namehy Tux kpajHocTu. Tako je Hnp. komnaHnja GORE-
TEX ycnena pa npegsnaga Hausrneg CynpoTHe onuuje ,,npo3padHor‘ n ,BoAo-
OTNOPHOr* Npon3Boaa NyTemM TEXHOSOLLKOr n3yma.

11.4. MaHTpe GpeHaa

MaHTpe 6peHaa cy cpeacTBo 3a No3nLMOHMpake bpeHaa Kojum ce ykasyje wTa bpeHg
Hyau 1 360r Yera je cynepuopaH y O4HOCY Ha Apyre KOHKypeHTHe bpeHaoBe. Hajuewhe
Cy MaHTpe OpeHnAa KpaTke cpase og Tpy OO NET peyn KojuMa ce yKasyje Ha CyLUTUHY
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OGpeHaa 1 Ha nak n 6p3 HauymMH 3anocneHnma, capagHuumMma U KopucHuMUMMa npyxa
MHopMaLumja o Npon3soay Mnn ycnyanm. 3aTo ce Kaxe Aa je MmaHTpa bpeHaa nspas
cpua n gywe 6penga. HajedwumkacHuje cy kaga obyxBaTajy Tadke pasnnynToCcTu
OGpeHaa n ykasyjy Ha OHO WTO BpeHa YMHK jegmHcTBEHUM. BpeHa maHTpe cy MohHM
MapKeTUHLLKKW anapaTw.

McDonald’s-oBa cunosocuja bpeHga ,XpaHa, reyan n 3abasa“ obyxsarta CyLUTUHY
OpeHaa 1 Ha jacaH HauuH ykasyje Ha OCHOBHY MUCHKjY KOMMaHuje.

JenaH og 6peHaoBa ca nctaH4YaHMM ocehajem 3a OHO LUITO OHM NpeaCcTaBIbajy 3a CBoje
notpowadve je Nike. Nike je HasBaH no rp4ykoj Gormwm nobepe. Homxos noro,
ancTpakTHO nNpeacTaBibEHO KpUIo, Koju je an3ajHupana Keponaj dejsnacon (Carolyn
Davidson) 1971. roguHe, kora nonynapHoO Hasueajy ,swoosh® (,dujyk*), nHcnmpuwle
noTpoLlaye ga xuee y cknagy ca cnoraHom. Nike je passuna 6orat ceT acounjaumja
Ko4 noTpolwlada y Be3n ca MHOBAaTUBHMM [OU3ajHOM MNpov3BoAa, CMOH30pUCaH-eM
HajborbMx CMNOpPTUCTA, peKnama Koje OcCBajajy Harpage, TakMuMyapcKor ayxa.
Komnanwuja Nike nma yHyTpalwmwy MaHTpy 6peHaa o Tpy peyu ,ayTeHTUYHE CropTCKe
nepdopmaHue ", Koja ykasyje ga cy HMXOBU MPOU3BOAN N HAYMH Ha KOju ce npoaajy
oApas TUX KIby4HUX BpegHocTn 6peHga. Nike 6peHa maHTpa je yTuuana u Ha pasBoj
npounssoga. Ca roguHama, Nike je npowmpuno 3Hayewe cBor bpeHga of ,naTuka 3a
Tpyahe“ Ha ,naTuke 3a cnopT*, 3aTUM Ha “natuke u ogehy 3a crnopT”, Na Ha ,cBe WTO
je y Bean ca cnoptom. Kapa je, Ha npumep, komnaHuja Nike nsbauyuna cBojy ycnewHy
konekuujy ogehe, jegHa og OuTHMX npenpeka 3a Nnpouasos je buna ga mopa ga byae
AOBOJBbHO MHOBaTUBHA Kpo3 ogabup matepujana, Kpoja unm guaajHa kako 6u ctBapHO
6una 6orba 3a Hajborbe cnopTucte. HbuxoBa peBonyumoHapHa ,moisture-wicking®
TexHonoruja (TexHonoruja Koja cnposoAu nyTem kanuvnapa/kaHanyuha snary og tena
A0 MoBpLlUMHE MaTepujana) je omoryhuna cnopTucTMma ga OCTaHy CyBIbW TOKOM
GaBrberwa cnoptoM. HbMXOB croraH KojuM HacToje Aa KpeaTUBHO MHCAMpULLE Kynue
rnacu ,lokpeHu ce!“ (,Just Do It!).

Disney je pasBuo MaHTpy 6OpeHga ,Becena nopoguyHa 3ab6asa“ (Fun family
entertainment) ka0 OAroBop Ha npeTepaHy ekcnnoatauujy CBOjUX Hajno3HaTUjUX
NMKoBa Ha TPXULWTY Kao wTo cy, Mukn Mayc (Mickey Mouse) u lNaja MNatak (Donald
Duck) n sawTtmnte og oapeheHux nocnoBHUX noHyaa. Kako ©u ucnutanu wTa
noTpoLwla4ym mucne o kuxoBom BpeHay, Disney je NOKpeHyo ucTpaxusake bpeHaa,
Koje je ykasano fa cy notpollayv y HEKMM criydajeBumMa Mucnunum ga cy yak Disney
NMKOBU He OONPUHOCE BPeOHOCTU NPoM3BOAa U Aa YKIbyyyjy Oeuy Y KyrnoBHe oasiyke
Koje 6u oHn 6e3 Tux nukosa nrHopucanu. Ctyamja notpowada je Takohe nokasana ga
noTpoLlavn He pasnuKyjy NpOMOTMBHE Kamnawe pasHux npomssoda. 3a wux 'AunsHu
je On3Hn’ 6e3 0b63mpa ga nv cy Buaenn huxoBe nvkoee y UMoBMMa, Ha nnovama,
y NlyHa napKkoBMMa Unun pekrnamamMa 3a Heke npousBoge. Takohe, noTpoLlaye cy Heke
O4 KaMnawa Bpehane jep cy cmaTpanu ga umajy nu4aH OgHoC ca JIMKOBMMaA KOju cy
KopuwheHn y TuM Kamnawama n ga 6u Disney Tpebano ga ux naxrbmMeuje KOPUCTH.
Mocne oBakBux pesyntata ucTpaxumBawa, Disney je 6p3o ocHoBao TMM 3a
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ynpaBrbate OpeHa ¢paHwM3ama M naxibuMBuje OLEeHwUBaHbe nuUeHuupawa U
NPOMOTUBHMX NpUnMKe NoHyheHnx o cTpaHe Apyrux komnaHuja. Cee npunuvke koje ce
HUCY nogydapane ca HUXoBOM OpeHa MaHTpom, ©6e3 ob3umpa Konuko cy Oune
NnpumamMromee, 6une cy og6adeHe. >0

[o6pa maHTpa GpeHaa 6u Tpebano:1s’

1. [a octBapyje 0obpy KOMyHMKaLMja ca KOpMCHULMMA Npou3Boaa 1 ycnyra.
2. [a byge kpaTka, cBexa, >XMBOMMCHa N He3abopasHa.
3. [a nHcnmpuwe.

MoTpowaun Hajnakwe ysuhajy pasnuke Koje ce ofgHOCe Ha BpCTe npoussoda unm
ycriyra, Kao WTO je TO cnyyaj ca pasHobOjHMM, MOAEPHUM caToBMMa KOMMNAHWje
Swatch. BbpeHOoBM KOMMNaHWja Ce Ha TPXULWTY MOry pasnukoBaTU MO OCHOBY
KBanuTeTa 3arnocreHunx, jep 3anocneHun Koju cy borbe obyyeHn npyxajy cynepuopHujy
ycnyry. Tako Hnp. KomnaHuja Singapore Airlines yxxvBa nsBaHpeaH yrnea Hajpehum
aernom 36or cBOjux CTjyapga v cTjyapgeca. KomnaHuje mory msrpagutu CHaxHe,
yBepsrbuBe OGpeHOoBe KOju MOy Ha pPyKy OPYLUTBEHMM M MCUXONOLWIKMM noTpebama
notpowava. MapnbopoB wnsBaHpenaH ygeo Ha CBeTCKOM TpxXuwTty of oko 30%
NpBEHCTBEHO ce oObjawHaBa cHaxHUM Marlboro-Bum 6peHooM npeacTaBibEHUM Yy
BMUAy ,kayboja - MyLLKapymMHe® Kojy Cy nyLaydm jako g4obpo npuxBaTunu.

11.5. EMOTMBHO cTBapake bpeHaa

PauvoHnanHu kBanuteT 6peHaa cacTtoju ce of Tpu AMMEH3Wje, KBanuTeTa npou3soaa,
KBanuteTa ycnyre v kesanuteTta guctpubyumje, OOK Cy CTUN ornawasana, 6peHa
nmuy, 6peHg Apxase npoussohaya M NMYHOCTM NMpodaBLa Cy eMOTUMBHE OUMEH3Mje
O6peHgoa. W paunoHanHe M eMOTUBHE [OMMeH3vje OpeHpa MNO3UTMBHO YTUYY Ha
3a]0BOSbCTBO Kynaua v nojanHocT 6peHaa.%8

Kopg nosuumoHmpara nponssoaa unu ycnyre, ynory nmajy v rnaea u cpue. lNotpowuayun
pauuoHanHo goHoce oanyke, umajyhu ca jegHe ctpaHe notpeby kojy >xene aa
3ag0Borbe npouewyjyhn kBanuTeT U LeHy Npou3Boda unu ycnyre, AOK ca gpyre
CTpaHe OoHoce oanyke BoheHu emouujama. 3aTo KOMMaHuje 4yecTo vmay 3a TuMm aa
noborsbliajy nNpegHoOCTM Ha TPXUWTY M €MOTUBHMM [erioBakeM Ha noTpoLuade.

156 Kotler, P., Keller K.L. (2012). Marketing management. 14th ed. Pearson: Prentice Hall, p. 284.

157 Kotler, P., Keller, K.L., Martinovi¢, M. (2014). Upravljanje marketingom. 14. Izdanje. Zagreb: Mate,
p. 284-286.

158 Elsaier, M., Wirtz B.W. (2017). Rational and emotional factors of customer satisfaction and brand
loyalty in a business-to-business setting. Journal of Business & Industrial Marketing, 32(1), p.138-
152, https://doi.org/10.1108/JBIM-05-2015-0101.
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EmMounoHanHo cTtBapawe OpeHOa NoCTaje CBe BaXHWUjM HadYMH MnoBe3nBaka ca
KynumMma v pasnukoBara o KOHKypeHuuje. Kaga ce nctpaxumsarweM OTKPUIO Aa XKeHe
Npon3Bo[ 3a leyere oxunrbaka Mederma He Kynyjy camo 3a OU3NYKO JSieYere Hero un
3a nogusake camornoysgawa, TpaguuMOHanHoj MNPOMOTMBHO] MNOPyUM Koja je
nogpasymeBara npakTU4Hy NOpyKy Koja je Harnawasana omsnyke KopucTu, gogara je
eMOTUBHa nopyka: ,,Mu cMo HaZloNyHUNN pauUMoHanHO eMoLMOHaNHUM, “159

EmoTuBHa peakuuja Ha B6peHa 3aBUCK Ol ayTeHTUYHOCTM BpeHaa.t® Bpenaosu koju
ce cmaTpajy ayTEHTUYHMM M OPUrMHANHMM Kao LWTo je Johnson & Johnson, mory
n3asBatn NoBepere, NPUBPXKEHOCT U CHaXHY JiojanHocT. beHaoBu Koju ce ycnewwHo
€MOTMBHO pasnukyjy Takohe mory 6utn n Beoma uHaHUnjckn ncnnatmem. Mima oHmx
KOju cmaTtpajy ga cy 3a eMOTUMBHY cTpaHy 6peHaa GuTHa Tpu dakTtopa: CHaxHa
KoprnopatuBHa KynTypa okKycupaHa Ha rbyAe, Apyradvja dwunosoduja n ctun
KOMYyHMKaLMje 1 yBeprbuBa eMoTvBHa yauua. 16!

["MaBHKU N3BpPLUHK OMpPEKTOP KoMnaHuje Saatchi & Saatchi, Kevin Proizvodarts, cmatpa
Aa bpeHOoBM Texe Aa nocTtaHy rbybaBHM 3Hauu. Proizvodarts cmatpa ga 6peHaosum
Koje cy rbybaBHM 3HaUM, y3 NOWITOBawE M bybaBu, 3axTeBajy u cnocobHocTn bpeHaa
Aa NoCTUrHe TajHOBUTOCT (nMpuye, metadope, CHOBM 1 cMMBONK), CeH3yanHoCT (BUA,
CNyX, koYX, AOAMP U YKYC) U MHTUMHOCT (emnaTuja, npeaaHocT 1 cTpacrt).t6?

KomnaHwuje 6u reHepanHo Tpebane npatutn Tpu Bapujabne npunMkom aHanmsnpama
NOTEeHUMjanHNX NPeTHN KOHKypeHaTa:

1. Y[Oeo KOju KOHKYPEHT MMa Ha LUIbHOM TPXULLTY.

2. Ypeo y mucnuma, MepeH NpoLLeHTOM Kynaua Koju Cy HaBenu KOHKypeHTa kaga
ce o[ WX TPaxXuro a oarosope Ha usjasy: ,HaBeauTe komnaHujy Koje Bam
NpBO NagHe Ha NamMeT y TOj MHAYyCTpuUjn®.

3. Ygeoy cpuy, MepeH NpoLeHTOM Kynaua Koju Cy HaBenun KOHKypeHTa kaga ce o
HUX TPaXUNo ga oaroBope Ha usjasy: ,HaBeamnte komnaHwjy og koje 6u cte
Hajpaauje Kynunu npomssog 163,

159 ] evy, P. (2009). Express Yourself. Marketing News. June 15, 2009, p. 6.

160 Gilmore, J.H. & Pine B.J.Il (2007). Authenticity: What Consumers Really Want. Cambridge, Harvard
Business School Press, p. 6.

161 Gobé, M. (2001). Emotional Branding: The New Paradigm for Connecting Brands to People. New
York: Allworth Press, p. 17-57.

162 Roberts, K. (2010). The Lovemarks Heart Beat: January. Lovemarks, www.lovemarks.com
(15.01.2018).

163 Kotler, P., Keller, K.L. (2012). Marketing management. 14th ed. Pearson: Prentice Hall, p.291.
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OpHoc m3mehy oBe Tpu Bapujabne 3a TpM 3aMULLIbEHE KOMMaHWje npukasaH je y
Tabenn 13.

Tabena 13: YOeo Ha mpxuwmy, y0eo y muciuma u yoeo y cpuy

U3eop: Kotler, P., Keller, K.L. (2012). Marketing management, 14th ed. Pearson: Prentice Hall, p. 291.

Yaeo Ha TpXKULWITY, yAeO y MUCIIUMA U yAEeO Y CpLy
Ypeo Ha TpXUWTY Ypeo y mucnuma Ypeoy cpuy
lognHe 2013 2014 2015 2013 2014 2015 2013 2014 2015
Komnanmja A | 50% 47% | 44% 60% 58% 54% | 45% 42% 39%
Komnanuja B 30 34 37 30 31 35 44 47 53
Komnanuja L} 20 19 19 10 11 11 11 11 8

KomnaHuja A y>xvBa HajBehn yaeo Ha TpXULWTY, anu je y onagamwy. Takohe, heH yaeo
y Mucnmma 1 y cpuy Takohe onaga, HajpepoBaTHMje 3aTO LITO He npyxa gobpy
pPacnosioXXMBOCT NPOM3BOAA N TeXHUYKY noapLky. Kog Komnanuja b yaeo Ha TpxuwwiTy
pacTte, BepoBaTHO 360r cTpaTtervja Koje nosehaBajy HeH ygeo y Mucrnvmma u ygeo y
cpuy. Komnanuja Ll vma HajHWKM yaeo Ha TPXUWTY, Yy MUCIMMa U Yy cpuy,
npeTtnocTasrba ce 360r rowmnx ocobuHa nponssoaa 1 nower MmapkeTuHra. 3akrbyyak
Koju 6u ce morao n3syhu je ga komnaHuje Koja ocTBapyjy ctabunHa nosehamwa y yoeny
y Mucnuma u cpuy, HeusbexHo mnoBehaBajy M CBOj yOAeO Ha TPXUWTY U
npodutabunHoct. KomnaHmja kao wto je Toyota ybupa KOpuCTU O npyxama
€MOTMBHE, UCKYCTBEHE, APYLITBEHE N (PUHAHCUjCKE BPEAHOCTM Kako 61 3agoBorbunie
Kynue.164

11.6. AnTepHaTUBHU NPUCTYNU NO3ULNOHUPAHY

CrangapgHun mogenu nosnumnoHmpara 6peHga 6a3upajy ce Ha geTarbHUM aHanvM3ama
noTpoLuava, KOMnaHuje u KoHKypeHuuje. Mehytum, nocnegrwux rognHa nojaBunun cy
Ce HOBW KpeaTMBHW NPUCTYNn NO3nLMoHMpara bpeHaa.

164Sisodia, R.J., Wolfe D.B., & Sheth J.N. (2007),.Firms of Endearment: How World-Class Companies
Benefit Profit from Passion & Purpose. Upper Saddle River, NJ: Wharton School Publishing, p. 12-22.
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11.6.1. Mpuye o 6peHay (npunoBeaamw-a)

MosnunoHmparwe OpeHaa Kpo3 npunoBedawe npude (Storytelling) je jegaH opf
anTepHaTMBHMX HauyuMHa nosuuMoHuMpawa 6OpeHpa.l®® CreBaparbe OpeHaa
npunoBegakeM 6asnpa ce Ha meTadopama Koje ce noeesyjy ca cehawuma rbyamn m
acouujaunjama, npu 4Yemy cy nocebHo BaxHe npuye O GpeHay nomohy peun u
MeTadopa, Kako ce NoTpoLLaym nosesyjy ca 6peHaoM, AoanpHe Tadke ca 6peHaoMm,
BM3yanHu je3nk unu mspas bpeHaga, Ha4nH Ha Koju je nmpuya UCKYCTBEHO U3paxeHa,
OOHOCHO Kako je 6bpeHa noactakao ocehawa, W kakBy ynora 6peHp 3aysuma y
XXMBOTMMa noTpoLuaya.66

KoHuenT ,MCKOHCKOr cTBapawa bpeHga“ 6peHg npomMaTtpa Kao CIOXEHE efieMeHTe
yBepewa. Pasnnuntn 6peHgosu, kao wto cy Google, MINI Cooper, Starbucks wnu
Apple umajy ,mckoHckn koa“ unn DNK Koju ofjekyje y HMXOBMM MnoTpoliaynma u
n3asvBa HUXOBY CTpacT u xap. Cegam enemeHaTta Koju YMHE CUCTEM yBepera uUnu
MCKOHCKWN KO, Cy: Mpuya O HacTaHKy, Bepa, WkoHa, obpepn, cBeTe peyun, noHallahe
npema HeBepHUUMMa 1 nobap soha.%’

11.6.2. HoBuHapcka xpoHuka 6peHaa

MpucTtyn no3nuynoHnpawy bpeHaa Ha3BaH ,HOBMHAPCKa XpPOHUKa bpeHaa“, 6asupa ce
Ha cTaBy Aa 6u MapKeTUHLLKN CTpyYHaumn Tpebanu ga KOHCTaHTHO Warby pasnuynte
NOpyKe pasnuMunTum TPXULWHMM CermMeHTMMma (geuu, TuHejuepuma, Mraguma,
ogpacnum ocobama, poguTtersmma, ctapujum ocobama), u TO pasnUuMTo 3a BpeME
AOpYyYKa, pydka, Be4yepe, 3a BpeMe pagHOr gaHa, BMKEHOA WM Ha MNOCIOBHOM
nyToBawy, HGall Kao WTO TO page CBakOLHEBHO HOBUHAPW Yy HOBMHaMa, Yyaconvcmma
n ocTanum meavjuma.%® Ha taj HaunH 61 NoTeHLMjanHn Kynuuy, no LUMrbHUM rpynama,
G1nn KOHCTAHTHO MHAPOPMMCaHKM O CBEMY LLUTA Ce AeluaBa o bpeHay (kaga v rae Mmoxe
Aa ce Kynu, no Kojum ueHama, Koju ce nonyctn ogobpaeajy, kaga cy akuuje npoaaje,
KOje ce HOBMHe-NHOBaLUMje yBoae U1 CI.)

165 Grover, R. (2009). Selling by Storytelling. BusinessWeek. May 25, 2009.

166 Ringer, R. & Thibodeau, M. A Breakthrough Approach to Brand Creation, Verse, The Narrative
Branding Company. p. 2-9., www.versegroup.com (15.01.2018).

167 Hanlon, P. (2006). Primal Branding: Create Zealots for Your Brand, Your Company, and Your Future.
New York: Free Press; ThinkTopia, www.thinktopia.com (10.01.2018).

168 Chura, H. (2004). McD’s Mass Marketing Loses Luster. Crain’s Chicago Business. June 16, 2004.
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11.6.3. KyntypHo cTBapawe 6peHpa

Ha nosunumoHupare OpeHga ce rnega u ca KynTypOoSioLWKOr acnekTa, WTo unycTpyje
YMHEHULA da HMp. komnaHuja Procter & Gamble cTtBapawe 6peHga HasvBa
,IyTOBaeM Yy4yera“ y KOMe MNOTpoLlayM akTUBHO Yy4decTByjy'®®. CTpydrwaum koju
cMaTtpajy Aa noTpoLlayn aKTUBHO Y4YeCTBYjy Yy MNO3UUMOHMpany OpeHaa To 4ak
Ha3uBajy ,,wiki-gpukayujom 6peHaa“, 063npom Ha 1o ga TekctoBe Ha Wikipediji nuwy
ocobe cBux noba u ctasosa.l’®

11.6.4. NMo3uunoHnpawe u ctBapame 6peHaa mane KomnaHuje

MocebaH wu3a3oB y cTBapakwy 6OpeHga wuWMajy Mana npuvBpegHa ApywiTsa
(opraHmnsauuje) ¢ o63mMpom Aa Hajuewhe pacnonaxy ca OrpaHW4YeHUM pecypcuma
(dbMHaHCKHjCKMM M JTbYACKMM), na cTora ,Hemajy npaBO Ha rpelky”. Y TakBuMMm
criyyajeBMma, KpeaTUBHOCT Yy MpOHanaxekwy HOBMX HaynMHa ga ce HoBe wuaeje
npeacTtaBe noTpoLllaynmMma Moxe 6uTn o npecyaHe BaXHOCTU. Heke og moryhHocTm
KOje MOry KOPUCTUTU Te opraHusauuje cy:1’t

1. CnpoBohene jedTMHOr MapKETUHLLKOr UCTpaXkuBaka, Kao LITO je aHanusa
KOHKYpPEHLMje KpOo3 MpOojekTe Koje CrnpoBoAe CTYAEeHTUM U npodecopn Ha
dakynreTuma.

2. ®okycupare Ha jegaH wunu aBa CHaxHa bpeHpa 6asuvpaHa Ha marnom 6pojy
KIby4YHMX acouujaumja, Kao Tayvku pasnnumtocTn bpeHaa.

3. Kopuwhere gobpo nHTerpmucaHor ckyna enemeHata bpeHaa koju Tpebajy 6utn
jeaHoCcTaBHU, NAaMTIbMBU U CMUCHEHN (jeANHCTBEHO UMe, AM3ajH, MakoBakse...).

4. CrBapawe nojanHe 3ajegHuue bpeHaa, No y30py Ha OHY KOjy Cy CTBOPMIN
oboxaBaoum 6peHaa Mozilla Firefox koju cy nspagunm senvkm norotmn 6peHga
y nosrby kpaj MNMoptnanaa y OperoHy. Kako ce mana npvMBpeaHa ApyLUTBa YecTo
MOpajy ocnawaTu Ha YCMeHy npojajy, Kopuwherwe OpYyLWTBEHUX Mpexa,
jetbTnHNX npomouuja n cnoH3opcTaBa Mory 6uTK HaunHK 3a go6py Npomouu;jy.

5. Kopuwhetre WwTo je moryhe Buwe cekyHaapHUX acouujaumja (mecta, cTBapu,
NINYHOCTU U1 Ch.).

KomnaHwuja Louis Vuitton, koja je AgaHac CMHOHMM 3a NyKcy3, 6oraTtcTBo 1 MoAy, novena
je ca pagom kao mana komnaHuja. CBojy npBy TProeuHy je otBopuna 1854. roguHe y
Mapudy. Hajno3HaTuja je no KynTHMM Topbama, a Takohe npou3Boan u Opyre

169 Holt, D. (2004). How Brands Become Icons: The Principle of Cultural Branding. Cambridge: Harvard
Business School Press, p.35-47.

170 Fusion Branding, www.fusionbranding.com. (15.01.2018).

11K otler, P., Keller K.L. (2012). Marketing management. 14th ed. Pearson: Prentice Hall, p. 292.
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npegmeTe of KOXe, uunerne, catoBe, HakUT, Hao4yape 3a cyHue. lNpoussBogmn Louis
Vuitton napaheHn cy o BPXYHCKMX MaTepujana, a MoHorpam LV je 3aliTUTHM 3HaK
HUXOBUX Npoussogda. MehyTum, KpMBOTBOpPEH-E je jeaaH of Hajsehux npobnema ca
Kojuma ce cyoyaBa komnaHuja. [da 6y cmarwmna KpMBOTBOpPEH-E, KOMMaHWja HacToju
Aa KOHTponuwie cBoje AncTpmubyumjcke kaHane. 3ato ce faHac HUXOBU OPUrMHAHU
Npon3BOAM NPOAAjY UCKIBbYYMBO Y ayTEHTUYHUM ByTuumma Louis Vuitton, cmewTeHnm
y YyrneaHum TproBadkMM 30HamMa W NyKCy3HUM pobHum kyhama. KomnaHnuja ce
peknaMmmpa aHraxoBaweMm nosHatux nuyHoctn (MagoHe, LleHudpep Jlones u gp.),
YMETHWKa, NpeKko My3eja, KynTypHUX OpraHu3aumja, orflacHMX MaHoa, ornaca,
Tenesusnje, a mMa n Bnactuty mehyHapogHy peraty - Louis Vuitton kyn. [laHac je
Louis Vuitton ycpecpeheHa Ha npolmpere CBOr fykcy3Hor 6peHaa Ha pactyha
TpkuMwTa kKao wrto cy KmHa n WMHOuja, Kao M Ha HacTaBak pacTa Ha CHaXHUM
TPXKULITUMA Kao wwTo cy JanaH u Esponal’?.

11.6.5. 3awTuTa 6peHpa

Monasehn oa npumepa komnaHwuje Louis Vuitton, umju ce 6GpeHn Beoma 4ecTo
KpMBOTBOpU, HaMmehe ce notpeba ga ce ume BpeHaa 3aWTUTU NPaBHUM NyTEM Kpo3
pernctpaunjy Tproadkor operHga (trademark). 3awTtuta 6peHaa ce Moxe O4HOCUTU
Ha ume, cumbon nnu amsajH. la 6u ce 3awTnTnno ogabpaHo nme GpeHaa mopa 6uTn
npujaBrbeHo ogrosapajyhem Perncrtpy 3a s3aliTUTHe 3HaKoBe, LUTO BNacHUUMMa aaje
NpaBO Ha WHTENEKTyanHoO BMACHMLITBO U crnpeyaBa KOHKYpPEeHUMjy Aa KOPUCTU UCTO
WNU CrM4YHO MMe. Hocunau To npaBo MOXe cadyBatu 3a cebe u Kopuctutn y
COMNCTBEHE CBPXE MUnu NpodaTu, U3HAjMUTUN U AaTn 403BOIY 3a HeroBo Kopuwwhene.
3aWTUTHN 3HAK UINK XUT YMHE [Ba Jena, caM 3Hak, Kao 1 cnucak poba u ycnyra Ha
KojuMa ce npumemrsyje 1 3a Koje je 3awTuheH. XXnurom ce Moxe LWITUTUTU 3HAK KOju ce
MOXe rpadunykm npencraBuUTU, OOHOCHO 3HaK KOjU Ce cacToju O peywn, crioraHa,
cnoBa, b6pojeBa, cnuka, upTexa, pacnopena 6o0ja, TpPOAUMEH3MOHANHUX obnuka,
KOMGUWHaLMja TUX 3HAKOBa Kao M 0 My3UdKMX dppasa npukasaHmx HOTHUM nNucmom.1’3
Takohe, naTeHTMMa Cce MOXe 3alITUTUTU U NpoLEeC NPoM3BOAHE, AOK Ce NakoBah-e
MOX€ 3alITUTUTU NOMONy BRACHWYKOr AM3ajHa M NpaBa Ha pPenpoayKoBa-€.
MHTenekTyanHa npaBa omoryhasajy KOMnaHuju CUrypHo ynarawwe y 6peHa n ybupare
nnogoBa CBoje BpeaHe NMMOBUHE.

M3amuwrbeHe peun ce Hajnakwe 3awTuTe anu OHe HajMawe yKasyjy urv onucyjy
Npou3BOz WTO JOBOAM A0 KOMNpomuca npu ogabupy 6peHa enemeHata. feHepuykm
n3pasu ce He Mory 3alTUTUTU. Mapke Koje je TEeLKO 3aWTUTUTU Cy Npe3nMeHa, onucu,
reorpadpcku nojMoBu uUnn pey Koja onucyje camy pyHkunjy npomssoga. Mapke koje ce

172 www.louisvuitton.com (16.01.2018).

173 Veljkovi¢, S. (2010). Brend menadZment u savremenim trzisnim uslovima. Beograd: Centar za
izdavacku delatnost Ekonomskog fakulteta u Beogradu, str. 9.
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came no cebu He pas3nukyjy u 36or Tora He Mory ogmax 6utn 3awTuheHe mory ce
3aWTUTUTK pPerncTpaLmjom ako nornpumMe N cekyHgapHo 3Havere. VimMeHa 1 rpadpnyku
An3ajH ce yrnaBHOM nakLie npaBHO 6paHe Hero 6oje n obnnum.

MHorn npousBohaunM HauuoHanHux ©OpeHgoBa ofroeapajy Ha Konuje BoheweM
napHvUa NpoTMB nnarnjatopa. 3a KX je KIby4YHO Aa OOKaXy Aa KIOHOBU HMXOBMX
O6peHaoBa obmamyjy Kyrnue Koju mucne ga Kynyjy HaumoHanHe 6GpeHpoBe. Tepet
AoKasnBara je y Tome WTo Tpeba gokasatn fa je JoBosbaH 6poj pasyMHMX Kynaua
30yH-€H 1 [1a CYy NOrpeLLmnnn npu KynosuHn. 1’4

3akoHn y Amepuun pernctpyjy kuroee Ha camo 10 roguHa (ymecto 20). Kako 6u
oBHOBUNK Xur, dupmMe Mopajy Aa OOKaxy Kako ra Kopucte a He camo 4yBajy. The
trademark law revision act og 1988. roguMHe je 4O3BOMMO Aa Ce pPerucTpyje Xur ca
HamepoM [a ce KOpUCTU Y poKy of 36 Meceumn 1 Tako enumMmuHucanu notpedy aa ce
Beh mma npowusBog. Kako 6u ogpeavnu neranaH crtatyc MapkeTapu Mopajy Ada
NUCTpaxyjy perucrtpauuvje >xuroea, katanore 6peHa nmeHa, TenedoHCKE WMEHUKE,
yaconuce y cTpyuu u pekname, utg. Micxoa je ga ce konuumHa crio®ogHUX Xurosa
OpojHO cmamuna.

174 Erickson, G. (1994). Seeing Double. Brandweek. 17 October 1994, p. 31-35.
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12. AN3AJH Y ®YHKUUJUN CTBAPAKBLA BPEHOA

An3ajH npoussBoga wvnu ycriyra je BaxaH paktop y MOCTYNKy AudpepeHumpana u
nos3vumMoHparwa nNpomusBoAa M ycnyra KOMNaHuje Y KOHKYPEHTCKMM YCroBuMMa Ha
TpXkuwTy. [n3ajH YnHe cBa oHa obenexja Koja yTudy Ha TO Kako Npou3Bo uarnega
noTpoLLaYy, KakaB YTUCaK Ha Hera ocTaBrba U Ha KOju HaunH My KopucTtu. [insajH Hyau
PyHKUMOHANHe W ecTeTCKe KOPUCTU W MO3UTMBHO YTWYE Ha pauuoHarnHo WU
emouuoHarnHo suhewe bpeHpa.l’™

AnsajHepu nmajy ytuuaj Ha To Kako Tpeba Aa u3rnega obnuk npoussBoda, Herosa
CBOjCTBa, Aeno, KeanuTeT, Noy3gaHoCT, MonpasBrbuMBOCT M cTun. W3 nepcnektuee
KomnaHuje, 0obpo ansajHnpaH npondeon he ce nako Npomn3BoOANTU U ANCTpUbyupaTu.
N3 nepcnektMBe noTtpolwaya, 0obpo Au3ajHupaH npousBog Nnen je Ha uarnea,
jeAHoCTaBaH 3a OTBapawe, MHCTanucawe, kopvwherwe, nonpasrbawe U oanarame.
Nun3ajHep Mopa y3eTu y 063up cBe HaBeaeHe enemMeHTe. 1’

[laHac ce y caBpeMeHMM TPXWLIHUM YycrnoBuma nocebHa naxwa noknawa
€MOLMOHAaNnHoOM yTuuajy Am3ajHa M BaXXHOCTU KOjy noTpowladn npuaajy usrnegy
nNpoun3Boga M Ha4yMHy Ha Koju pyHKumoHuwe. 36or Tora gaHac pacTte cBe Behn yTuuaj
An3ajHa 'y OHMM KaTeropuvjama npoussoga y kojuma ce paHuje Huje obpahana naxma.
Tako je Hnp. kKoMnjyTepcka komnaHuja Hewlett-Packard octBapuna ycnewaH yCrnoHy
Ha TPXMLWTY MEepCOHaNHUX padvyHapa 3axBarbyjyhn BMCOKOM AM3ajHEPCKOM HUBOY
npou3soa, WTO je HaTepano HMXOBY KOHKypeHUuujy Aa U OHW Aajy Behn 3Ha4aj
AN3ajHy HUXOBUX NpousBoda. JegHO UCTpaxmBake je nokasano ga cy norpoiayu y
npoceky 6unu cnpemHn ga nnate 204 gonapa Bulle 3a BPXYHCKM NanTon Koju je
YjeHO 1 BpXyHCKM au3ajHupaH.t’’

Heke 3emrbe cy 3axBarbyjyhu cBojum gocturHyhmma y nogpydjy avsajHa passune
BENWKK yrnen, 1 nocrane CMHOHUMM gobpor AnsajHa 3a ogpeheHe BpcTe NponssBoaa,
kao Utanuja y kateropmju ogehe n HamewTaja. CkaHONHABCKe 3eMIbe Cy nocrane
no3HaTe y KaTeropujama npomssoga Koju objeanmyjy OyHKLUNMOHAMHOCT, eCTETUKY U
ekonowky csecT. ®uUHCKM npomsBohady MobunHMx TenedoHa, Nokia, je Ayrm Hu3
rogvHa Boguna y nHosaumjama u amsajHy npousBoa jep je npsa yBesia HaBnake 3a
MobunHe TenedoHe, yBena tenegoHe enunTudHmnx obnuka, Meknx 1 npujaTerbCckmx

175 Chitturi, R., Raghunathan, R. & Mahajan V. (2008). Delight by Design: The Role of Hedonic Versus
Utilitarian Benefits. Journal of Marketing, 72(3), p. 48-63.

176 Orth, U.R.& Malkewitzm K. (2008). Holistic Package Design and Consumer Brand Impressions,
Journal of Marketing, 72(3), p. 64—81; Borden, M. (2007). Less Hulk, More Bruce Lee. Fast Company,
p. 86-91.

77 Hamm, S. & Greene J. (2008). That Computer Is So You. BusinessWeek. January 14, 2008, p. 24—
26.
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KOHTYpa ¥ MpBa yBeria MHoBauuje ca BenukuM ekpaHuma. CriMyHO ToMe HeMaudka
KomnaHuja Braun, y cactaBy kopnopauuje Gillette, je 3axBarbyjyhn BpXyHCKOM au3ajHy
CBOjUX Mpom3BOAa OCTBapuna BESIMKM YCNexX CBOjUM €efeKTpUYHMM Opujadunma,
anapartvma 3a kagyy, (beHoBMMa 3a KOCY U MUKCepuma.

[An3ajH je paHac of npecygHoOr ytuuaja 3a ycnex Ha TpxuwTty. Ford-oB mopgen
aytomobuna Ford KA je poxmBeo gebakn Ha TPXMLUTY 3aTO LWITO Ce Kynuuma Huje
CBUWAENO KaKo narneaa, Tj. Kako je gu3ajHupaH. 3ato He Tpeba ga vyam WTto cy Harpaay
IDEA (The International Design and Excellence Awards) koja ce gogerbyje cBake
rognHe 6pojHuM npomnssohavnma, Ha OCHOBY KOPUCTU HMXOBUX NPOM3BOAA 3a KpajHe
KOPUCHWKE, KOPUCTW 3a MOCNoBarwe, KOPUCTU 3a OPYLUTBO, EKONOLLKE OO4rOBOPHOCTMH,
oaroBapajyhe ecteTuke M MPMBMAYHOCTU M ynoTpebrbmBOCTM, OO caja HajBulle
ynpaBo Jobune oHe KOMMNaHuje Koje TUM acrnekTMMma Moknakajy HajBulle naxhe, Kao
LUTO Cy Kopejckn Samsung unm amepudkun Apple.

Y faHawheMm CBETY, Y KOjeM je KynTypa Bu3yarnHe OonagsbUBOCTU CBE UCTAKHYTUja,
narpagta 6peHga n NpeHoC HEeroBor 3Haderwa, Kao U NO3NLMOHMpPaHe KPo3 An3ajH,
nocTajy npecygHu 3a ycnex. Ha npeHaTtprnaHoM TPXULITY ecTeTuka je noHekan jeauHu
Ha4MH U3aBajarksa Npoussoaa u3 mace.'’®

[dnsajH gaHac Mma 3HavajaH yTuuaj Ha nepuenuujy notpowaya o 6peHay. Kapa je
npounasohay aBMoHa KomnaHuja Boeing yunHuna moaen aBnoHa 777 npoCcTpaHujum 3a
nyTHUKE 1 BEhM NPOCTOPOM 3a oanarawe CTBapu, NyTHUUM cy ce ocehanu 3HaTHO
npujatHyje y krma, LWTOo je YyTULAno 1 Ha NO3UTUBHY TpaXky 3a TUM aBUOHUMA.

Ca gpyre cTpaHe, now au3ajH MoXxe yHULWTMTK ByayhHOCT npou3Boaa, kao WTo ce TO
aecuno nHtepHetckoM ypehajy eVilla, komnaHuje Sony, 3amuwrbeHoMm ga omoryhum
noTpowaymma npucTyn WHTEPHETY M3 Kyxuwa. Ypehaj je 360r cBoje TexuHe u
BennyMHe 61O TONMMKO HEMNpPaKTUYaH U Texak fa ra TPXKULITE HKuje NpuxBaTuno, na je
camo nocre Tpu mecela HakoH yBohera 610 NoByYeH ca TpXKULTa.

Y notpasu 3a yHuBep3anHuMm ugeHTutetoMm komnaHuje Coca-Cola, yBegeHun cy
NPVHUMNM a cBaku Au3ajH, buno aa ce paguno o nakosawy, ambanaxwu, npoaajHoM
MECTy unm 6mno Kojoj Apyroj AOANPHO] Tayku ca noTpolwlaymma, Tpeba ogpaxasartu:
1) jeaHocTaBHOCT, 2) ayTeHTU4HOCT, 3) Moh upBeHe 6oje u 4) ,,Beh no3HaTy, a yjeaHo
n3HeHanyjyhy“ npupoay.1

Kao wTo je n cam gusajH Gasupa Ha Kpeaumjama, Tako NOCTOjU MYHO KpeaTUBHMX
npucTyna y Herosoj umnremeHtauuju. Heke opraHusauuje cnposoge popmarHe

178 pPostrel, V. (2003). The Substance of Style: How the Rise of Aesthetic Value Is Remaking Commerce,
Culture, and Consciousness. New York: HarperCollins. ch. 4, p-91.

179 Tischler, L. (2008). Pop Artist David Butler. Fast Company. October 2009, p. 91-97.
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npouece, koju ce 6asnpajy Ha Npukynbakwy nogataka Kpo3 Tpu dase, nocMmaTpame,
reHepucarwe umaeja n mMmnnemeHtauunjy. Ca gpyre ctpaHe MHoru ce 6asupajy Ha
HedopManHUM NPUCTyNMMa, He NCTPaXyjy TpXUWTe (MULWIbEHE NOTpoLLaya), Beh ce
OCnaHsajy Ha KpeaTUBHOCT CBOjUX An3ajHepa. [1o TakBOM NpUCTyNy je no3HaTa JaHCcKa
komnaHuja Bang & Olufsen (B&O) koja je gobuna 6pojHa npusHawa 1 noxsane 3a
an3ajH ayguo ypehaja, TB un TenedoHckux ypehaja, Tako ga Cy HEKU HWUXOBU
HajycneLuHnju NPomM3BOaN WU3NOXEHW Kao €eKCrnoHaTW y cTanHoj noctaBuu Myseja
caBpemeHe ymeTHocTM Yy New Yorku.180

12.1. [Own3ajH nyKcy3HuUX npousBoaa

Jlykcy3Hn BpeHOoBM Cy jedaH of HajuspakajHujux npumepa BaKHOCTU OpeHauHra,
3aTo WTO OpeHa n umuy BpeHaa Hajuyewhe npeacTaBrbajy KibydHe KOHKYPEHTCKEe
npegHocTu. JlykcysHn npousBogu, kao wTo cy Prada, Gucci, Cartier n Louis, ce
Hajuewhe noBe3syjy ca  OpeHAOM, Kao Kiby4YHOr WHCTPYMEHTa KOHKYpeHTCKe
npeaHocTu. Kao n kog sehunHe gpyrnx nponssoaa, 1 nykcysHn 6peHaoBm ce cyoyaBajy
Ca MapKETUHLLKUM OKPYXXEHEM KOje Ce KOHCTaHTHO MeHa.

Mijuca Prada je jepaH oA HajuereHujUX MOAHNX An3ajHepa Ha cBeTy. Prada je cBojy
peBONyUNoHapHy LpHY ’executive’ TawHy ca yodrbuBum Prada norom yBeena Ha
TPXULWWTE paHUX AeBedeceTuUX roguHa ABajeceTor Beka W of Taja je oHa jegHa of
Hajpenpe3eHTaTUBHUUX U HAjNOXEeSbHUjUX XXeHCKUX TallHu 0o caga. Prada je nosHaTa
Mo CBOjOj UHOBATMBHO] yNoTpebu TekcTuna, Krnacnu4yHnX KpojeBa Koju Cy akTyenHu BuLLe
O[ jeoHe ce3oHe, y3OpXXaHOM rocrnoACTBEHOM CTUITY U BUCOKOKBANIUTETHO] (OMHASHO]
obpagu. Prada nyHo nHBecTMpa y MapkeTuHr. Prada je ycnelwHo passuna ceoj Miu Miu
noabpen Tako LWITO je 3agpkana NpuMBMAAYHOCT 3a Kynue M no3vuuuoHupana ce Ha
HauMH pas3nuuuT of poauterbcke lNpaga mapke. Miu Miu je naHcupaHa uamehy
ocTtanor 3ato ga omoryhu Mijuéi Pradi oa HacTaBu ga eKCnepuMeHTULe 1 npeHocu
CBOj OM3ajHEepPCKM eHTy3uja3aM, Koju je mopao aa Oyae obysgaH HakoH [MpaguHor
BeNnuKkor komepumjanHor ycnexa. [loTpowaun Borne Miu Miu 360r HeHor
NMPOBOKATUBHOI W CeH3yanHor aeaHrapgHor ctuna. [lpaga og camor noyeTka
HacTaBrba fa npolivpyje CBOj acopTMMaH Mpou3Bo4a, Kao LWTO Cy Haovape u
napdemun, Haodape 3a CyHue, napdeme, a CBOjy MapKy MobunHor TenedoHa je
naHcupana 2006. rognHe. Ceu MpaduHu NpoOM3BOAM jaCHO CY MapKMpaHu NPeCTUXKHUM
Miu Miu nnu Prada norowm, kao LwTo nokasyje cnuka 53.181

180 Green, J. (2007). Where Designers Rule. Business Week. November 5, 2007, p. 46-51; Steinborn,
D. (2008). Talking About Design. Wall Street Journal, June 23, 2008, p. R6.

181 www.pradagroup.com (20.01.2018).
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Cnuka 53: bpeHO Prada

U3eop: www.pradagroup.com (20.01.2018).

mobanunsauunja, HoBe TexHonoruje, mHaHumnjcka Kpu3a, NPOMEHE Y MNOTPOLLAYKO]
KyNnTypu, Kao W Apyre yTuuaju M3 OKpYXeh,a, 3axTeBajy oA TproBaua nyKCy3HUX
OpeHOoBa HOBEe BELUTMHE M KOHCTAHTHO npunarohaBame.

MokpeTaum TPXKULLHE BPEAHOCTU NyKCY3HMX OpeHpoBa cy:18?

1.
2.
3.

3agpxxaBane gobpor, cKynor, NPeCcTMXHOr nmuLia.

CtBapare 6pojHNX HEONMNIBMBUX acoumjaLmja Be3aHnX 3a bpeHs.
YcknaheHOoCT cBMX acnekaTta MapKeTUHLLKOr nporpama 3a fykcysHe bpeHaoBe
Kako OM ce ocurypanu KBanuTeTHU MPOU3BOAM W yCnyre, Kao U NO3UTUBHO
MCKYCTBO KynoBuHe n kopuwhema.

EnemeHTn 6peHaa, ume bpenga, norotmnu, cMMOonn, nakoBawe, 3HaKOBW.
CekyHOoapHe acouujaumje, Kao LITO Cy NoBe3aHOCT GpeHgoBa ca Mo3HaTUM
nu4yHocTuMma, gorahajuma, semrbama v gp.

MaxremBo ynpasrbakwe AUCTpnbyumnjom, Koja je Nno npasBusy cenekTuBHa U Koja
MOXe Ja YKIbY4M U KOMMNaHWjuHe nNpogaBHULLE.

182 Keller, K.L. (2009). Managing the Growth Tradeoff: Challenges and Opportunities in Luxury Branding,
Journal of Brand Management, 16(5), p. 290-301.
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7. OppehuBamne LieHa npecTuxHUX 6peHaoBa Ha 3HAaTHO BULLEM HUBOY Of LIEHe
yobuyajeHnx nponssoaa u3 Ucte kateropuje, jep nykcysHn 6peHgoBu cnyxe 3a
ncTuLame ApywTBeHor cratyca. JlykcysHe bpeHoBe kapakTepuile Bpro mMasno
pacnpojaja u cnywTawa LeHe, Tj. HEeOoMnxoOHO je Orpe3Ho ynpasrbahe
MonycTMMa 1 CHUXeHMMa LieHa, Kako ce He 61 cManuna penyTtauuja 6peHaa.

8. lNaxrbmBa n getarbHa aHanu3a KOHKypeHumje Koja 4ecTo Aonasv 13 Opyrux
KaTeropuja.

9. lpaBHa 3awTnTa 3HaKoBa 1 6opba NPOTMB KPMBOTBOPEHA NPou3Boaa.

3ajegHNYKe KapakTepucTuke NykcysHux 6peHgoBa cy KBanuTeT U jeAUHCTBEHOCT, a
Hekaga n 6e3BpeMeHCKM CTU 1 ayTeHTMYHOCT. Kynau nnaha BUCOKy LeHy 3a Hbux, na
3aTo Mopa umatu ocehaj ga KynoBuHoM 6peHaa fobuja HewTo nocebHo. Tako Kynum
KOXHe ranaHTepuje Kojy Npon3soau nosHata gpaHuycka komnaHuja Xepmec, nnahajy
BMCOKY LIEHY 3a NPOM3BOAE He 3aTo LWTO Cy Moan, Beh 3aTo WTO He uanase n3 moge.

KomnaHunja Hearts on Fire, koja ce 6aBun npogajom amjamanHaTta, je 1948. roaunHe
yCcTaHoBuna mMoto ,JnjamaHTu cy BeyHn". KomnaHuwja ce Tpyau fa CcBoje AnjamaHTe
npeacTaBUTU Kao HajcaBpLUEHNje U n3gBaja ce o apyrmx 3axearbyjyhv jeguHCTBEHOM
An3ajHy ,cpua ca cTpenuuoM”, Koju Kaga ce nocMaTtpa 040340, MOXe ce NMPUMETUTU
ocaM caBplleHux obnvka cpua, a 04o03ro, ocaM CaBpLIeHUX nnaMmeHux obruvka.
CaBplueHa mnspaga je n pasnor wTo um je ueHa 15 go 20% Buwa o gvjamaHata
Tiffany & Co.

MehyTum, kKaga HacTyne €eKOHOMCKe Kpu3e, M Hajno3Hatuju OpeHgoBu, nonyT
ntanujaHckor Armani-ja, Bplie agusepcudukaumjy nponssoga. Armani ce npompuo
n3 kateropuje Bucoke moge (Giorgio Armani u Giorgio Armani Prive) Ha nykcys
cpeawer padHra (Emporio Armani), 4O HajnoBOSbHUjEr fykcy3a y HWUXOBOj MOHyAM
(Armani Jeans n Armani Ex-change). Namehy oBux 6peHgoBa NocToju jacHa pasnuka,
ynme ce nsberaea 30ywMBaHe NOTpoLIAYa M KaHMbanusaumja 6peHgoBa. Ceaku of
oBuX BpeHaoBa je 4eo poauTerbcKor (KpoBHOr) 6peHaa ApMaHu 1 YyBa H-EroB yrnes.
CnuyHo Armani-jy, npoussohay Hakuta Bulgari npowmpuro je nanety npomssoga Ha
napdeme, 4Yokonage W npenapate 3a Hery koxe. YNPKOC MuWIbewunma ga ce
KOMMaHuja npesuLle npowunpuna, jow yesek BehnHa noTpolwlada oBaj 6bpeHg cmaTpa
nykcysom. KomnaHuja Ralph Lauren je ycnewHo gogana CBOjy NyKCY3HY Mapky,
LUMPOKOM pacnoHy npousBoda, Kao LITO Cy nocTerbuHa, cBehe, KpeBeTu, code,
nocyae, cortorpadpckn anbymm n Hakmt. Micto tako 6peHa Calvin Klein je nsspmno
CMMYHY 1 BPMO YCMeLWHy cTpaTervjy npowmpena, unrbajyhu Ha apyradmjn XnUBOTHM
CTUN noTpolaya. 3a pasnuky of kUuX, Hekagallka UKOHa MoaHe nHaycTpuje Pierre
Cardin je nuueHuupao ume csor 6peHga 6pojHum obuyHMM nNpomsBoaMMa, Ynme je
B6peHa wm3rybuo Ha BpedHOCTU. Y CBe yMpexeHujeM CBeTYy MNpoAaBLM NYKCY3HUX
OGpeHgoBa ce Tpyde Aa npoHahy naeanHy nnatopMy 3a e-npoaajy, a ycnex 3saBucu
o noctusarwa paBHOTEXe M3MeRy KnacuyHor n caspemeHor umupa. OHO WTO
npou3sohayn 1 NpoaaBuM NYKCY3HUX NMPOU3BOA4A MOpajy umaTn Ha yMy je Aa Bpro
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4ecTO OHW 3anpaBo Npoaajy caH, yCUApEeH Yy KBanuTeTy, cTaTycy U NpecTuxy camor
npoussoaa.ss

Ha cnvum 54 je npukasaH IyKCy3HO AM3ajHMpaH 3aWTUTHW 3HaK KOMMaHuje
Lamborghini.184

Cnuka 54: SawmumHu 3Hak KkomraHuje Lamborghini

U3eop: https://images.search.yahoo.com (20.01.2018).

12.2. Tpajarwe bpeHaoBa

Linre MapkeTUHLLKUX aKTUBHOCTM je Aa Npou3BOAM UNun ycnyre aonpy Ao oapeheHmx
Kynaua, Ha npaBoOM MECTy M y npaBo Bpeme. Pasnuuntn 6pengosu (McDonalds,
Walmart, Aldi, Dell, IKEA...), n nogbpeHOoBU LMIbajy Ha pasnuuute €KOHOMCKE
cermeHTe noTtpowaya. 360r nMpoMeHa MakpPOEKOHOMCKMX YCNoBa W aKTUBHOCTU
KOHKypeHUMje, KOMNaHuje Cy NpUCUIbeHe Aa MeHajy MapKeTUHr cTpaTerunjy y TOKy
Tpajarba XXUMBOTHOT LMKIyca Npon3soaa, na ce moxe pehu n ga 6peHgosu nmajy ceoje
noyeTHe dase, pacT, 3penocT 1 onagame.

3aTo ce Hekaga nocTaBrba NUTawe Aa nu je Tpajawe 6peHaa orpaHnyeHo. MHoru
OpeHOoBM, MMajy OrpaHMYEH Bek Tpajarba, Kao LUTO MocToje M BpeHaoBu Koju ayro
orncTajy, WTO 3aBUCK Of BELUTMHE U 3HaHa MapKETUHLLKMX CTPYYHsaKa.

Kopejcka komnaHuja Samsung je og gobasrbada jepTUHNjUX KOMMNOHEHTU Npon3Boaa
noctana rnobanaH 6peHg ca LWMPOKOM nene3om npoussoga, nonyt LCD

183 Bulik, B.S. (2009). Sub-Zero Keeps Its Cool in a Value-Obsessed Economy. Advertising Age, p. 14.

184 hitps://images.search.yahoo.com (20.01.2018).
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TeneBu3NjCKNX anapaTa, OuruTanHux Kamepa, gurutanHux ypehaja n mMobunHux
TenedoHa. Samsung je Ha TpXuwTe MOOUNHUX TenedgoHa yBeO BenWKM OpOj
MHOBaUWMja, Kao WTO je moryhHoCT penpoaykumje mysuke y MP3 opmaTty u MHore
apyre wnHoBauuje. Takohe, Samsung je AaHac jegaH of Hajpehmnx npowusBohada
MeMopujckux ynnosa. MehyTtum, Samsun-roe ycnex Huje camo pesynrtaTr yCnewHux
MHOBauMja Npom3Boga, Beh M CHaXXHUM MapKETUHIOM, Kao LUTO je CMOH30pucare
onuMmnmjckux urapa. KomnaHuja je umana Hu3 TemaTckux rnobanHux ornawmBaykmx
Kamnama, kao WwTo cy ,3amucnun” (Imagine), ,CkpomHo 6purbaHTHO" (Quietly Brilliant)
n ,,Bn“ (YOU). Samsung je gaHac CBETCKMN NUAEP Ha TPXKULUTY TeNEBM3opa ca paBHUM
€KpaHOM, MEMOPWUjCKMX YMnoBa, U apyrn Hajgehmn npomnssohay MobunHMx TenedoHa.
KomnaHuja ogpxaBa coptBepcko naptHepcTBo ca Microsoft-om (Windows Mobile) i
Google-om (Android). Samsung je Takohe ywao y HOBa noapydja, Kao LTO cy
34paBCTBO M MPOM3BOAA 3a NPpou3BoaY eHepruje y kyhama. 8

NoanHe 1936. janaHckn npowusBohay aytomobuna Toyota je noyena npov3BOAHY
aytomobuna, no concTBEHOM Npu3Haky, Mo y3opy Ha Chrysler-oB 3awtuheH mogen
Airflow, gpa 6u 60 rogMHa kacHuwje Ha TPXUWTY npeacTasuna npsu xubpua,
€NeKTpNUYHO-0eH3MHCKN ayTomobun Prius. Toyota je gaHac nuaep Ha TPXULWTY
aytomobuna, o nopoanyvHUX NuMmysunHa, TepeHaua (Sport Utility Vehicle, SUV), oo
kammoHa. Takohe, TojoTa Hyau mMopernie U3 pasnUuUTUX LEHOBHUX paspena, of
jepTmHNX oo  nykcysHuX, kao wWTo je Lexus. CnoraH rnobanHe KOMyHUKauuoHe
cTpaternje mogena Jlexyc je ,CTpacTBeHa TexHa caBplleHCcTBY". Toyota je no3HaTa
no npon3Boaru 6e3 3anmxa, 0ogHOCHO No cHabaeBaky Ta4yHO Ha Bpeme (Just in Time).
Toyota Takohe HeymMOpHO ynaxe y uHoBauumje y uurby yHanpehewa npousBOaHUX
npoueca. Takohe, aytomobunu ce npunarohaBajy nokanHuMm noTtpebama, a
npon3BogHa Ce jeAHOCTaBHO M Op30 Mena. TakBa TpXULIHA OKPETHOCT aaje Toyofi
BEJIMKY KOHKYPEHTCKY npeaHocT. Nako je Toyota y cBOjoj oyroj UCTopuju nponasuna
KpO3 pasnuunte ycrnoHe u nagose n garbe je Bogeha komnaHuja y ayToMOOUNCKO)
NHOYCTPUjK, YKIbydyjyhu nponssogwy 6e3 3anvxa n pasBoj eKkonoLwwKn npuxsaTibuse
TexHonoruje. 188

12.3. 3ajeaHUYKO cTBapakwe OpeHApa/3apyxuBawe OpeHaa

(co-branding)

3ajegHunyko cTBapare b6penaa — aeojHu 6peHa (dual branding) je noseauBarwe ABa
NN BULWN NO3HaTUX BpeHaoBa y 3ajeaHUYKM NPOM3BO., UMK 3ajeJHNYKO HacTynakwe Ha

185 Ramstad, E. (2009). Samsung's Swelling Size Brings New Challenges. Wall Street Journal, p. 17-
22.

186 Zimmerman, M. (2007).Toyota’s First Ouarter Global Sales Beat GM’s Preliminary Numbers, Los
Angeles Times, p. 33-38; www.toyota.com (20.01.2018).
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TEXUWTY.'®” YcnoB 3a ycneluHo 3ajeaHn4ko cTBapake bpeHaa je NocTojake CBECTU
0 3acebHMM TPXULWHUM BpeaHocTMMma oba 6peHaa, nocTojake 4OBOSbHO MO3UTUBHOT
nmuya 6peHaa, noctojake KOMNAaTMBUIHOCTN M3MeRy 3ajeaHnyYkMx BpeHaoBa, Kako
6u ce makcumusnpane npegHoCcT!, a MUHUMU3Upanu HegocTaum CBakor NojeanHavyHor
6penpa. O6nmum 3ajeagHnyknx 6peHaoBa cy 3ajeaHnykn BpeHaoBM jeqHe KoMmnaHuje,
3ajeHUYKN NogyxBaTw, 3ajeQHNYKN BpeHaoBU Y Manonpoaaju, Kojy YmHe Hajmare ABa
mMarnonpogajHa cybjekta Koju KopucTte UCTy Nnokauujy y uirby onTuMmnsavmje npoctopa
n npocpuTa.

MpegHocTn cTBapawa 3ajegHuykor 6peHga moxe OOBECTU A0 nopacTa npojaje Ha
noctojehum TpxxuwTnma, npuaobujakbe HOBUX NOTpoOLLAYa, HOBUX KaHana npoaaje u
yBepsbMBuYje No3nLmMoHnpare nponssoaa. 3ajeAHN4kMM cTBapakeM bpeHaa, Takohe,
Aonasv 4o Mawux TpowkoBa yBohewa HOBOM Mpom3Boda Ha TPXUWTY ycnean
noBe3aHOCTK ABa no3HaTta bpeHaa. 3ajeAHNYKO cTBapare bpeHaa MoXe MOCYXUTK
M Kao BpedHO CpeacTBO 3a CTUUake 3Hara O MoHallawy NoTpollaya U 4ecTo ce
KOpuctn y aytoMobunckoj wuHayctpuju. [lloTeHuujanHM HegocTauum 3ajeaHunykor
cTBapaka bpeHaa je rybuTtak KOHTpore y ymoBuMMa noTpollaya ycnen nosesvBarba
ca gpyrom 6peHgom, rybrbewe noeHTUTeTa, HeAOBOSbHOr (hokyca Ha noctojehe
OpeHOoBe, WITO MOXe 30ywMBaTU MOTpOLIAYe U mM3asBaTu Hedoymuue y nornegy
H-MXOBOT MO3HaBaka camor 6peHaa. e

12.3.1. O3HavaBame cacTtojaka 6peHaom (Ingredient branding)

OsHauyaBake cacTojaka OpeHaom cneundmnyaH je obnuk 3ajeaHunYKor cTBapaka
6peHpa. lNMogpasymeBa cTBapawe TpXULWHE BpedHOCTU GpeHaa 3a martepwujane,
KOMTMOHEHTE USn AeroBe KOju Cy cafpXaHu y ApyrnM Npou3BOAMMa KOjU Cy O3HAYEHU
6peHgom. lMpumepn ycnewHux 6peHa OenoBa yKIbyyyjy BOAOOTMNOPHE TKaHWHE
GORETEX, «kako 6w ocTBapunuM OoOaTHM HMBO CBECHOCTU U CKIOHOCTU Mpema
Nnpou3BoanMa Koju Cy ol HMX cacTaBrbeHn'®. [Opyru npumep je Komnanuja DuPont
Koja pasBuja OpojHe MHOBATMBHE MpPOM3BOAe, NOMyT MaTepujana rrnatke noBpLUNHE
KOju Ce KOpUCTe Kao cacTaBHM MmaTepujanu y OpojHUM uHAycTpujama, Kao LUTO je
Teflon®, 3axBarbyjyhn kome ce xpaHa He nenu 3a nocyhe. JegHa oa nocnegwux
HUXOBUX WHOBaUuWja je wmaTtepujan Sorona® koju npencraBba  OOHOBIHLMBU

187 Rao, A.R., Qu, L. & Ruekert, R.W. (1999). Signaling Unobservable Quality through a Brand Ally.
Journal of Marketing Research, 36(2), p. 258—268.

188 Geylani, T., Inman, J.J. & Hofstede F.T.(2008). Image Reinforcement or Impairment: The Effects of
Co-Branding on Attribute Uncertainty.Marketing Science, 27(4), p. 730-744.

18 Kotler, P. & Pfoertsch, W. (2011). Ingredient Branding: Making the Invisible Visible. Heidelberg,
Germany: Springer-Verlag, p. 1-17.
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GvononuMep 3a NpUMeHy Yy wu3pagu Tenuxa WM OpojHUX Npou3Boda TEKCTUIIHE
nHayctpuje .t

[a 6u ce nsberna cutyaumja ga ce MOEHTUTET cacTaBHMX AenoBa Npov3Boaa Koju cy
03Ha4eHn GpeHOoM u3rybu, komnaHuje nonyTt MHTena o3HayvaBajy ga cy ogpeheHe
HUXOBE KOMMOHEHTE YHyTap KoMmmnjytepa, noa Hasmeom Intel Inside® (,YHyTpa je
NHTen®), jep je ytBpheHo aa ce 6pojHM Kynuu nepcoHanHmMx padyHapa oasnyyyjy camo
3a 6peHa padyHapa (IBM, Dell, Compaq w gp.) koju y cebu mnmajy NHTenose
KOMMOHEHTE.

12.3.2. NMakoBame, eTuKeTUpame, jeMcTBa U rapaHuuje

Heka cy nakoBawa npou3Boda no3HaTta y uernom ceTy - nonyT 6oue Coca-Cole n
nnveHke Red Bull-a. Hekn nakosawe (packaging), y3 ueHy (price), npoussoA
(product), auctpmbyumjy (place) n npomouujy (promotion), OoxmBrbasajy kao neto [1,
AOK BehnHa vnak nakoBawe M eTUKeTMpawe cMatpa enemMeHTMMa npousBoLHE
ctpaternje. lMakoBawe (ambanaxa) ykrbyyyje CBe aKTMBHOCTM OOnukoBawa WU
npoussoaHe ambanaxe 1 Moxe umaTu TpyU pasnuymTa HMBOA, kao napdem y 6oumum
(NMpmapHO nakoBawe), Koja Ce Hamnasnm Yy KapTOHCKOj] KyTWjuum (CekyHaapHo
nakoBak-E€), Koja Ce Hanasn y KapTOHCKOM NnakoBaky Behux anmeHanja (TpaHCNopTHO
nakosawe). [loTpoway Ha npoussogy npBo npumehyje nakoBawe. [Lo6po
AN3ajHMPaHO MNakoBak-€ MpPMBMAYM Kynue M NOACTUYE ra Ha [OHOLWEHe oaflyke O
KynoBuHW. lojeauHa cy nakoBawa Tako AM3ajHMpaHa ga ce MOry KOpPUCTUTK Kao
aekopauuja y kyhama. NpenosHaT/bnBO NakoBawbe Krby4HO je MPUITIMKOM CTBapaha
TPXULWHe BpeaHocTn bpeHaa, a kao 4obpu npumepn UCTudy ce Kpema 3a yunene Kiwi
nnu BoTka Absolut.1%t

Kako ce cse Behu 6poj npomssoaa noTpoLlladnmmMa Hyam y camonocryrama, y kojuma ce
Hekaga Hanasu npeko 15.000 apTtukana, ¢ 063Mpom ga kynauy nponasu nopeg 300
apTukana y MUHYTWU. NakoBake Mopa MpYBAAYUTU Naxky, OnuMcMBaTU OCOOMHE
npou3BoAa, yNMBaTu NOBEPEH-E M CTBapaTh Jobap LenokynaH ytucak. lNMotpowwaym he
6utn cnpemHn ga nnarte Behe HOBYaHE M3HOCE y 3aMeEHy 3a MPaKTUYHOCT, M3rnes,
NOYy34aHOCT U NPECTMX NOBOSbLIAHMX MaKoBak-a.

JemcTtBa 1 rapaHuuje Takohe mory 6uTtn Bpno BaxaH 4eo Npou3BOAHE cTpaTtervje, na
Ce 4YeCTO UcKa3dyjy Ha caMnMm nakoBahuma.

190 “DuPont Receives Corporate Innovation Award. (2009). DuPont, November 13, 2009.
www.dupont.com (20.01.2018).

191 Richards, F. (2009). Memo to CMOs: It's The Packaging, Stupid, Brandweek, August 17, p. 22.
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12.3.3.

N36op

Ynora 60ja Ko nakoBaka U 03Ha4YaBaka npousBoaa

opeHOooOM

60ja je Beoma BaxaH y NocTyrnky 6peHavpara npoussoaa unum ycnyra, jep 6oje

Oyne pasnuuute acoumjaumje.19?

LipBeHa 6oja je Bpno cHaxHa 6oja, cMmbonuayje eHeprujy, ctpact, anu u
onacHocT. LlpseHa 60ja Hajborbe npuctaje npoussoanma unm GpeHgoBnma
noBe3aHMM ca akuujom, Op3nMHOM unM cHaroMm. Yecto ce npucytHa Yy
AOMUHAHTHUM UIn KynTHUM BpeHgoBuma.

HapaHpacta ce 4yecto nosesyje ca aBaHTypoM W 3abaBoMm. Mako je mane
HanagHa o upBeHe 6oje 1 OHa npuBayun Naxwy. Hajuyewhe ce KOPUCTU Kako
6 ce npeHena BPeOHOCT WM HajaBunM Mnonyctu, a Takohe cnaga vy
Mraganadke n mogepHe 6oje.

XKyta 60ja ce noucTtoBehyje ca TONSIMHOM CyHLA U BECESbEM, a YECTO U ca
mygpowhy n wuHTenektom. AgekBaTHa je 3a npou3Boge wnu 6pengose
noBesaHe ca CMNopToM UMW 3a NPOW3BOAE OOHOCHO CajpXaj Koju HacToje
n3asBaTtn Naxby.

3eneHa 60ja ce noseayje ca YACTONOM U CBEXMHOM WM acoumpa Ha npupoay.
MoroaHa je 3a opraHcke Unu peunknupaHe npoussoae, unu 3a 6pena nosesaH
ca 34paBIbeEM UM O4MOPOM.

MnaBa je jow jegHa og 60ja koja NpeoBnagasa y NPUPOAN U YECTO CE KOPUCTU
32 UCTMLUAHE CUTYPHOCTWU, €(MKACHOCTM WU npoaykTuBHOCTU. [locebHo je
nomnynapHa Yy BMCOKO-TEXHOMOLWKO] wuHAycTpmju. Cumbonuayje umctohy,
OTBOPEHOCT M OMyLITEHOCT, Na je 3aTo NorogHa 3a Npou3Boe 3a Ynuctohy wm
NINYHY Hery, Kao 1 3a gecTuHauumje 3a ogmop.

Jbybnyacta opyBek cumbonuayje nnemctso, 6oraTCTBO M OTMEHOCT.
JbybuuacTta je cHaxHa 60ja agekBaTHa 3a nykcy3He bpeHOoBe M NpomsBoae,
KaoO M 3a KOMMaHWje Koja Xene CBOje MNOCoBawe MNPEKPUTN BESIOM
TajaHCTBEHOCTU UM 0JaTu yTUCaK jeQUHCTBEHOCTMW.

Pyxun4yacTta je BGoja Koja ce noBesyje ca yKpallaBak-eM W TOMAMHOM, Ma ce
cMmaTpa MeKoMm, MUpHOM M yaobHoMm. Hajuyewhe ce kopucTu 3a npousBoge 3a
NNYHY Hery, npousBoge 3a 6ebe, unu 3a nakoBake criaTkuLLa.

CwmeRna je cHaxHa 3emrbaHa 6o0ja Koja 3payu uckpeHowhy u noysgaHowhy.
CwmaTpa ce ga cnaga y omurbeHe 60je myLikapaua. TaMHuje HujaHce cy borate
N YBpCTE, AOK Ce CBETNMje HUjaHce cMel)e YeCTo KopuCTe Kao noArora 3a apyre
enemMeHTe Ha nakoBakwuma.

192 Suflivan, E. (2008). Color Me Profitable, Brendating News. p. 1.
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e LlpHa 60ja je kmacuyHa M CHaxHa Na ce 3aTo Hajuyewhe nojaBrbyje Kao
npyMmapHa KOMNoHeHTa unu 6oja kojom ce uctude oHT unum rpacduka. LipHom
ce 6ojom npukasyje moh, nykcys, npeduneHocT n aytopuTeT. KopmuctuTu ce 3a
LUMPOKN CrekTap npou3Boga, o aytomobuna u enekTpoHuKe, BPXYHCKMX
xoTena un puHaHCKjCKux ycnyra.

e bena 6oja cBexunHe cHera ce Hajyewhe nosesyje ca ymctohom. Hajuewhe ce
KOpUCTU ce Kao nosaauHcka 6oja. KopucTu ce Ko opraHcke xpaHe wunm
Npon3BOAa 3a NIUYHY HEry u Moxke cumbonn3oBaTn MHOBaLMjy U CaBPEMEHOCT.
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13. UEHE KAO ®AKTOP NO3NMLUNOHUPAHA
BPEHOA

[oHowewe ofnyka O LIEeHN je KOMMMEKCHO M CIIOXEHO jep Mopa b6uTu y cknagy ca
MapKeTUHLLKOM CTpaTerjoMm opraHusauuvje y OOHOCY Ha UWSbHa TpXUWTUMA W
nosnumoHnpame bpeHaa. LieHa je jeamHu enemeHT MapKeTUHLLKOT CnrieTa Koju cTBapa
npuxoa, AOK OCTanu enemMeHTu cTBapajy Tpowkose. [10K je 3a mpomeHy ocobuHa
npous3Boda, NpPoAajHMX KaHana, gu3ajHa, KOMyHuKaumja, noTpebHOo BuLle BpeMeHa,
ueHy je moryhe Hajnakwe npunarogutu. Npeko ueHa TPXULITY ce caorniiTaBa Kako
KOMMaHuja BpeAHOCHO NO3nLMOHMpa CBOj Nponssog nnn 6pena. [Jobpo ansajHnpaH u
nnacupaH npou3sog Moxe, No npasuny, OCTBApPWUTWU BULLY LIEHY, @ CaMUM TUM MOXe
AoHetn Behy fobut. eHepanHo, LEHOBHOM MOSIMTUKOM Ce ycrnocTasrba GanaHc
namehy amnsajHa, LeHe Npomn3BoaHE U LieHe NpousBoa. M3 nepcnektnse BpegHOCTU
GpeHaa, noTpoLwayn Mopajy Aa Mucrne aa je ueHa oaroBapajyha n dep y ogHocy Ha
KOpUCTU Koje cmaTtpajy Aa he obuTtu KynoBMHOM NPoOn3BOLa N HEroBUX peraTuBHUX
npegHOCTU Y OOHOCY Ha MOHYAY KOHKypeHuuje. Heke kKomnaHuje KopucTe MONUTUKY
CBaKOAHEBHO HUCKMX LeHa, MehyTUM NOCTOju TeH3nja u3aMehny CHwXeh,a LeHa U
nosehata nepuenunja o KBanuTeTy npoussona. AkageMcku ucTpaxueadm Lehmann
n Winer Bepyjy 4a je CHWXere LeHa y unrby noborbliawa nepumnupaHe BpeaHoCTH
npouMsBoda WNW ycnyra CKynfbM HayvH Ja ce Joda BpefHOCT Hero To Ccy TO
MapKeTMHLLKE aKTUBHOCTU 3a rpahewe 6penga. OHu Bepyjy Aa je narybrbeH npuxoa
04 MakUnX MapXxu Ha CBakKOM MojeanHa4YHOM NpoaaTom Npou3Bony YBeK MHOro sehu
Hero AoAaTHU TPOLLKOBM MapKEeTUHLLKMX aKTUBHOCTU Koje Aoaajy BpeaHocT. 193

13.1. PasymeBame hopmupara LeHa

LleHa Huje camo OGpojka Ha eTuKeTM unm Ha apTukny. LleHe cy ce Kpo3 ucTtopujy
dopmupana kpoa gorosope namely kKynaua n npogasaua. 3aTo je LeHKawe 1 garbe
3aCTynibeHo y Heknm nogpydjuma (Typcka, apancke 3emrbe). OgpefmnBawe NCTUX
LleHa 3a CBe Kyrue je HacTano ca pasBojeM BESMKMX ManonpoajH1X faHaua Kpajem
AeBeTHaecTor Beka. Ca eKOHOMCKMM pasBojeM, Npakca dopMmpara LeHa 3HavajHO
ce npomMeHuna. [laHac noTpoLlayv umajy penaTtMeHO nak NnpucTyn Ao KpeauTta, na Mory
Aa Kynyjy u ckynsrbe npomssoga u ycnyre. PassojemM TEXHOSOMMja, Kao LUTO je MHTEPHET,
Kynuu Mory ynopeauTtu ueHe BehuHe npoussohaya, npeTpaxmBatv apTuUKie mno
LeHoBHUM pa3peauma. Ca gpyre ctpaHe, npodasun mory y3 nomoh MHTepHeTa aa
npaTte noHawawe KnujeHaTta u obnukyjy cBoje NoHyae No Mepuy nojeanHaua, npyxatu

193 | ehmann, D.R. & Winer R.S. (2007). Product Management, 4th ed. New York: McGraw-Hill, p. 35-
74.
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HEKMM KNnnjeHTMMa MpuCTyn crneuuwjanHuMm ueHama (pacnpogaje, 0bu4HO BPEMEHCKU
orpaHu4eHe Ha oapeheHun nepuon).

JedHa o4 ycnewHWX MapKeTUHLIKMX TakTuka je gerberwe BecnnatHux y3opaka
npoussopa. KoameTtunuke komnaHunje (Estee Lauder, Dior, Lancome...) nmajy npakcy
AaBawa becnnaTtHuX ysopaka Ko3MeTudkmx npoussoga. [powussohaum codTBepa
3anoyenu cy ca CNuUYHOM npakcom, Tako Hip. Adobe 6ecnnatHo genutu ceoj PDF
Reader, ook ce kog anaTa 3a MHTEPHETCKY TenedoHnjy Skype, kopuctu freemium”
cTpaTtervja, koja npeacrtaBiba kKomMbuHauujy cnobogHe, GecnnaTHe WHTEPHeTCke
ycnyre ca NnpeMmnjCKOM KOMMOHEHTOM.

13.2. HauuH Ha Koju komnaHuje oapehyjy ueHe

KomnaHuje hopmunpajy cBoje LieHe Ha pasnmumTe HaumHe. Tako, y Manum npmepesHnum
apywTtBumMa ueHe obuyHOo oapefyje BNacHWK, OOK Yy BENWKAM KOMMaHuvjama LEeHe
obnyHo oapehyjy meHalepu (npogaje, NnpomnsBoawe, hnHaHUMjCKn MeHalepmn). Heke
KoMnaHuje ogpehyjy LieHe Tako WTO Ha TPOLLKOBE oAajy MapXy, Apyre BpLue cTtasiHoO
peBuanpame LeHa Kako 6u uckopucTunn npunuke Ha TpxuwTty. be3d ob63unpa Ha
npucTtyn, ecmkacHo obnmMkoBake M MMMNNEMEHTAUMja LLEHOBHE CTpaTervje 3axTeBa
pasymeBar€e NCUXOSOLKNX peakumja noTpoLwlada Ha LeHe.

13.3. TMNcuxonoruja notpowaya n ogpehuBame LueHa

Hekn noTtpowaun aktmBHo obpahyjy nHdopmaumje o ueHama u Tymaye LeHe Ha
OCHOBW CBOjUX 3Hawa W WCKYCTBa, M3 popmanHe KOMyHuKauuje (ornaillaBamse,
npogajHn nosmBm Kn Opowype), HedopmanHe KOMyHuKaumje (ca npujaterbuma,
Kornerama unu 4YnaHoBMMa MoOpoAuLE), HA OCHOBU WHpOpMauuja NpUKYNSbEHUX Ha
NnpoAajHUM MecTuMa Unu ca uHTepHeTa.'®* MehyTum, oanyke o KynosuHu 6asupajy
Ce Ha OLeHM noTpoLlada o TOMe LWTa cMaTpajy TPEHYTHOM peanHoM LeHoM. Nonutuka
ueHa 6bpeHga moxe ga popmMupa acoumjaumje y CBeCT NOTpoLLaya O TOMe KOSUKO je
Npon3BOA PenaTMBHO CKyMN Uin jedTUH U ga N MY je YEeCTO M KOJIMKO CHUXKEHA LieHa.
LleHa je Bpno 6uTHa acoumjaumja nepcopmaHce jep noTpoLwlavm mory dopmMmmpaT
3Hah€e O KaTeropvjama npomssoa No HUBOMMA LieHa pa3nnuntmnx 6peHaoBa.

MoTpolwaum ko ogpehmBara LeHa cy Hajuyelhe:

1. EKOHOMCKM OpujeHTUCaHW.
2. CTtaTyCcHO OpujeHTUCaHW.

194 Ofir, C., & Winer R.S. (2002). Pricing: Economic and Behavioral Models. In. Weitz, B. & Wensley, R.
(eds.). Handbook of Marketing. London: Sage Publications, p. 47-223.
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3. AcopTMmaHOM OpujeHTUCaHW.
4. lNepcoHannsoBaHw.
5. OpwujeHTncaHm ygobHowhy.

NOTPOLLUAY NMPOU3BOHAY
e HoBauy e [pounssopma
e Bpeme e [pomouuja
e AKTMBHOCTM e [Ouctpunbyumj
e HaBuke a
e MapkeTuHr
+ +
BpegHocT Do6bur
LieHa Kojy cy cnpeMHu aa nnate LieHa kojy cy cnpeMHu Aa noHyne
Y dopmupare TpPXKULIHE LeHe
d /7 KpO3 ofHOC NoHyAe/noTpaxte
BEST
A PRICE
% 4

Cnuka 55: @akmopu odpehusara yeHe nompowaya u rpouseohadya u hopmupar-e
ueHe

Useop: Aymop

KomnaHunje Mopajy ogpeavTy LeHy Kaga npsu nyT u3bauyjy HOBE Npom3Bode Ha
TPXKULLTE, WX CBOje pedoBHE MPOU3BOAE nracupajy Ha HoBa TpxuwTta. BehuHa
KOMMNaHvja Hyae npous3Bode WnWM ycnyre Koje npunagajy pasnuyuTuM UeHOBHUM
paspeanma, Kao LWTO HMp. NO3HATW XOTENCKN naHum nmajy og 3-5 ueHoBHUX paspeaa
pasnuunutux OpeHaoBa, oa jedpTMHUX A0 ckynux. CAUYHO TOMeE, KOHAUTOPCKE
KOMnaHuje npoaajy o4 CKynux npoussoga (4okonage, bombowepe), A0 jeddTUHMX
(kekc).

LLlecT Kopaka y npouecy ogpehumBara LeHa cy:

MN360p ueHOBHMNX LnIbEBA.

OppehuBane noTpaxme.

lMpoueHa TpoLukoea.

AHannsa TpOLUKOBAa, LieHa 1 NOHyAa KOHKypeHaTa.

hwbdrE
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5. N3bop meToae ogpehmBamra LeHa.
6. N360p KOHa4yHE LieHe.

MpBu Kopak npu ogpehnBamwy LeHa je yTBpfhrBawe LUrbeBa KOjU Ce Xere OCTBapuTy,
Koju mory éutu:

1. OnctaHak, ycneq jake KOHKypeHLMje nnn npoMeHa y xxerbama Kynaua.

2. MakcumanHa gobuTt, kaga ce 6upa ueHa ca kojom he ce octBapuTn Hajeha
aoouT.

3. MakcumanaH TpXWLWHW yAeo, KOju ce 0BMYHO MOCTMXKE NMPEKO HUCKMX LieHa U
BENNKM 0BMM TpXKULWITA.

4. MakcumanHo ybupare KajMaka ca TpxuwTa, 0OMYHO NMpeKko BUCOKUX LieHa
HOBWX BUCOKO-TEXHOMOLLKMX NponsBoaa (yBohewe npemux HDTV unu Iphone Ha
TpXUWTE).

BofhctBo y kBanuTeTy npoussoda, kao WwTo je BMW ycneo ga ce nos3vumoHupa Kao
nnoep y keanuteTy, nosesyjyhu kBanuTeT, fyKCy3 W nNpeMujcke LeHe ca Bprio
nojanHom 6asom knujeHarta.l®

MehyTum, HenpouUTHE U jaBHE OpraHusauuje Mory umaTtu gpyradmje uurbeBse Yy
oapehmBary LeHa. YHUBEP3UTETU U (hakynTeTu umajy uurb a MOKpujy TPOLLKOBe,
3Hajyhu ga ce Mopajy OCNoOHUTUM Ha npuBaTHe JoHauuje U jaBHe cybBeHUMje 3a
NMOKpMBake OCTanux TpolwkoBa. HenpodwutHa nosopuwta moxaa he dopmmpartu
LeHe CBOjuxX npeAcTaBa Tako Ada nornyHe makcumanaH 6poj mecta. bes o63upa Ha
CBOje crneunuyHe uurbeBe, KOMMaHWje Koja KOpPUCTe LeHYy Kao cTpaTtelwko opyhe
nmahe Behy gobuT o OHMX KOja jeQHOCTaBHO MyLITajy Aa TPOLLUKOBM UMK TPXULITE
oapenyjy kuxose LeHe.%

Apyrn kopak y ytBphuBamwy LeHe je ogpehuBawe notpaxwe. o npasuny, namehy
LUeHe 1 noTpaxhe NocToju 0BpHYT nponopumoHanaH ogHoc. To 3Hauu, WTO je ueHa
BULWIA, TO je noTpaxha Hwxka. [loTpaxkwa 3a npou3BogvMma 3aBUCU O LEHOBHE
enacTtuyHocTn. [eHepasnHo, MOTPOLWAayn Cy Mawe OCET/bMBM Ha MNPOMEHe LeHa
jedTuHMjux nNpoussoda UK NPoOmM3BoLa KOjU ce TeK noBpemeHo Kynyjy. [NoTpaxka
oapenyje ropwy rpaHuLy LieHa Koje KoMnaHuja MoXe TpaXXnTtu 3a CBOj NPOU3BOL.

195 Silverstein, M. & Fiske, N. (2003). Trading Up: The New American Luxury. New York: Portfolio,
p.157-158._https://doi.org/10.1108/07363760410525731.

19 Kotler, P., Keller K.L. (2012). Marketing management. 14th ed. Pearson: Prentice Hall, p.383.
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dakTopu Koju CMakbyjy 0CeTrbnBOCT Ha LieHe cy:1%7

MoTpowaym cy mawe OCeTIbMBU Ha LIEHE.

Mpounseog je cneumduryaH.

Kynum cy make CBeCHU CynctuTtyTa.

Kyrnun He mory niako nopeauTn KBanuTeT CyncTuTyTa.

Tpolwak npeacTaBrba Manu 4eo YKyrnHor npuxoga Kynua.

Tpowak je mann y nopehemwy ca yKynHUM TPOLLKOM Kpajter npou3Boja.
[eo TpoLlka cHocu fpyra cTpaHa.

lMpownsBop ce KOPUCTU 3ajeAHO ca NPETXOAHO KyNSfbEHOM MMOBUHOM.

. CmaTtpa ce ga je npousBop KBariMTeTHUjU, NPECTUKHUJU UITN EKCKITY3UBHUjN.
10 Kynum nponssoga He Mory Ap»aTu 3anuxe nponssoaa.

©oNOoOOAODNE

Tpehun kopak npu oapehunBamy LieHa je npoLeHa TpoLlKkoBa. TpoLKoBu ogpenyjy Aoky
rpaHuuy ueHe. [lpyrum peymma, KoMnaHuvje nspadvyHasajy LeHe Koje NoKpuBajy yKyrnHe
TpolwkoBe (TPOLIKOBE MNpPOM3BOAHKE, AUCTpubyumje u npogaje npoussoga) u
ocTBapune goowur.

UeTBpTM kopak obyxBaTa aHanuady TPOLUKOBA, LeHa WU MOHyAe KOHKypeHaTa. Ako
Npoun3Bog KOMMaHuje cagp>Xu KapakTepUCTUKE Koje He noceayje HajormKm KOHKYPEHT,
Tpeba npoueHuTM Ty BPEOHOCT 3a MoTpowaya M Jo4aTu je Ha LEeHY KOHKypeHTa.
O6pHYTO, aKo NPOM3BOA KOjU HYAN KOHKYPEHT Caap>Ku KapakTEPUCTMKE KOje KOMMNaHuja
He Hyau, npoueweHy BpedHOCT 3a notpowadva Tpeba ofgyseTu of LeHe Kojy je
ogpenuna KomnaHuja.

MeTn kopak je u3bop metope oapehmBawa ueHa. Penep 3a ogpefuBame LeHa
Hajuyewhe npeacTaBrbajy LEHE KOHKypeHaTa u/vnun ueHe cynctutyta. NocTtoju Buwe
MeToda 3a yTBphuBawe UeHa: o3HavyaBawe ogpefumBana ueHa (markup pricing),
uurbaHa ueHa (target-return pricing), ueHa kao BpegHocT (perceived-value pricing),
ogpehuBare LeHa aykumjckum nytem (auction-type pricing).

Mocnegmwun, wectn kopak je n3bop koHayHe ueHe. KomnaHuje Hekaga Kopucte
pasnuuuTe LieHe, 3aBUCHO 0 KaHana npogaje, kao wTo nokasyje npumep Coca Cole,
npukasaH Ha cnuum 56.

197 Nagle, T.T., Hogan, J.E., and Zale, J. (2011). The Strategy and Tactics of Pricing. 5th ed. Upper
Saddle River: Prentice Hall. ch.1, p. 1-6.
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B~
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-38.

SIMON + KUCHER & PARTNERS

Cnuka 56: LleHe Coca Cole y pasnudumum kaHanuma rpodaje

U3eop: https://images.search.yahoo.com (20.01.2018).

PasymeBare npoueca Kako Kynuu gonase Ao nepuenuuja o ueHama npeacraBrba
MapKeTUHLLKN npuoputeT. VIcTpaxuBara Ccy nokasana ga u3HeHahyjyhe manu 6poj
noTpoLlada Mory ga ce cete TadHe LieHe Npou3Boaa mako nocenyjy Aobpo 3Hawe o
pacnoHy ueHa ogroBapajyhux npoussoga. Kaga wucTtpaxyjy wnu pasmaTpajy
npymeheHy LieHy, NoTpoLlayun je YecTo nopene ca UHTEPHUM peddepeHTHUM Tadkama
(ueHama kojux ce cehajy) MU ekCcTepHUM pedepeHTHMM Tadkama (3anensbeHa
.perynapHa ueHa“). utepHe peepeHue o LueHama nmajy pasnumunte obnuke, kao Ha
npumep:

dep ueHa (konuko 6u nponssoa Tpebano aa kowTa)
TMNU4YHAa LeHa

LeHa Kojy cy nocnegmwy nnatunuv

ropssa rpaHuua ueHe (HajBuLm M3HOC Koju 6y nnaTtunm)
AOHba rpaHuLua ueHe (HajHWXn U3HoC Koju 6y nnatunu)
LeHe KOHKypeHuuje

LieHe Koje o4ekyjy y 6yayhHocTm

yobu4yajeHo CHmKeHa LeHa

©NO GO~ WNE

Kaga notpowauu npu3osy jeoHy wnvM BuWe o OBUX pedepeHun Huxosa
nepuunupaHa ueHa ce MOXe pasnukosatu of gaTe ueHe. [lpyre crtparternje ueHa
Takohe yTudy Ha noTpoLuayky nepuenuujy LeHa. Nctpaxusawa cy nokasana ga, Ha
npumMep, CKynrby NPon3BoAM MOry Aa Aenyjy jedTuHuje ako ce LieHa nogenu Ha Mame
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nenose (roguviikba YnadapuHa o $500 3Byum ckynrbe o $50 meceuHo). JeaaH of
pasanora LTo ce LeHe 4YecTo 3aBpLuaBajy 6pojem 9 je aa notpoluaymn obpahyjy LeHe ca
neBa Ha [ecHO, a He XONUCTUYKN UM 3a0KpYKnBarem.19%

198 Anderson, E. & Simester, D. (2003). Mind Your Pricing Cues. Harvard Business Review, 81(9), p.
96-103; Mazumdar, T., Raj, S. P. & Sinha, |. (2005). Reference Price Research: Review and
Propositions. Journal of Marketing, 69(4), p. 84-102.
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14. BPEHO W UHTETPUCAHE MAPKETUHTI

KOMYHUKALINJE

MapkeTUHLWIKe KOMyHMKauuje Cy aKTMBHOCTW KOjuMa KOoMMaHuje uHpopMuLly,
yBepaBajy u nogcehajy notpolwlade Ha npoussBode W ycrnyre Koje npoaajy. Opyrum

peynma, NoMoNy HMX KOMMaHWje ycnoctasSbajy Awjanor,

rpage Be3e N OCHaxyjy

nojanHocT Kynaua. Ha Heku HaunH, MapKeTUHLLKe KOMyHuKauuje cy rnac 6peHga v
Ha4YnH Ha Koju BpeHa MoXxe [a ocTBapuv Auvjanor U u3rpagum Besy ca noTpoLllavmma.
Tabena 14 npukasyje Heke of Hajuyelhux onuuja MapKeTUHLLKUX KOMYyHMKaumja Koje

Ce KOpUuUCTe Ha noTpowaqykoMm TPXULUITY.

Tabena 14: Onyuje mapKemuHWKe KoMyHukauuje

Uzeop: Keller, K.L. (2013). Strategic Brand Management - Building, Measuring, and Managing Brand

Equity, Pearson Education Limited, 4th ed. p.218.

PEKNAME
B
Paguo
HoBuHe
Yaconucun

NPOMOLIUJE 3A MOTPOLLAYE
npumMepum 3a npoby
KYMOHW®

npemuje

noepahaj HoBuUa
Takmuyena n Tombone
©OoHyC nakoBaha

CHWXeHE LieHa

MAPKETUHI OUPEKTHOI OOrOBOPA

MowTa

TenedoH

Meawnju 3a emutoBame
Wramnann meamju

Y Be3u ca koMnjytepuma
y Be3n ca meamjuma

WHTEPAKTUBHE
Web cajtoBu
MejnoBu

OaHep peknamve
pud Meavja pekname
MpeTpara
Buoen

dopymu

YeT pym-oBU
Bnorosu
Facebook
Twitter
Youtube

PEKIAME BE3AHE 3A MECTO
ounbopamn 1 noctepu

dunmoBu, aBMO KOMMaHuje, MecTa 3a
oamapame

roe je ctaBrbeH NpomsBos

roe ce npoaaje nponssos

MAPKETUHI HA JOrAHAJUMA U
CMOH30PCTBO

Cnopt

YMeTHOCT

3abasa

CajmoBu 1 pectuBanu
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noBe3aHo ca CBPXOM (4obpoTBOpHE CBpXE
HMpP., NPUM. NpEB.

MAPKETUHI HA MECTY KYNOBWHE

Mpuyaym Ha nonnuama

O3sHake y npopeanma

Pekname Ha konuumnma

Paano wnn TB cTtaHnue cammx npogaBHULA

MOBWUITHU

CMC n MMC nopyke
Pekname

ycnyre BesaHe 3a fnokaunjy

TPrOBUHCKE MPOMOLUJE NYBIUUUTET
TProBMHCKM ANMNOBU N HAKHa4e NPENOPYKE
NUYHA NPOOAJA

HakHaZe 3a npodajHa mecTta

nposusnja 3a ogpeheH nponssoa Kojy
nnaha npoussohay

TakMu4eha 1 cTumynauuje npogasumnma
TPEHWUHT nNporpamm

cajMoBM

KopnopaTuBHe pekname

MapKeTMHLUKAM KOMYHMKauujama ce noTpowayn MHGOoOpMULWY KO NPOu3BOAm
Npou3BOA, Koje Cy BpegHOCTU Mpou3Boda, OOHOCHO OpeHAa, kKako M 3awTo ce
NPOn3BOL KOPUCTU, KO ra KOpUCTK, rae u kaga. OHe gonprMHoce TPXKULLHOj BPe4HOCTU
OpeHaa Tako wWTO OpeHA ocTaje y cehawy noTpowaya, ctBapajyhu Tako cnuky
6peHpa.l®®

TexHonowke npomeHe (nameTHU TenedgoH, GexunyHe MHTEpPHET Be3e U ap.), cy
nocneawunx AeLeHunja 3HavyajHO MPOMEHUITN HAYMH KOMYHMKauuje ca noTpoLuadmma u
y nopacTy cy y roToBO CBMM Meaujuma n doopmama (HOBUHCKWN Orfacu, TeneBusnjcko
n paguo ornawlaBame, ApyLUTBEHE Mpexe n ap.).

Ca [OpylTBEHUM UM €KOHOMCKMM pa3BoOjeM MapKeTUHLLKE cTpaTervje u TakTuke y
n3rpagtun BpeaHocTn 6penaa cy ce 3HayajHO NpoMeHusne. Y caBpeMEHUM TPXKULLHUM
yCrnoBMMa, UHTErPUCaHN MapKeTUHI 00yxBaTa KOMOUHOBaH€E 1 ycknahvBare YnTaBor
HM3a MapKEeTUHLLKMX akTUBHOCTU paauM MakcMMarHor rioBehawa WHAMBUAYaNHUX U
3ajeHNYKNX KOPUCTMN.

MHTerpncaHe mapkeTuHLLKE KOMYHuKauuje ynyhyjy Ha KoopauHauwjy npomMmouuje m
APYrMxX MapKeTUMHLLKMX Hanopa kako 6u ce o6e3beamo makcmmanaH nHdopmaLlmoHu
yTuuaj Ha notpowaye.?®® [laHac, Kynuy ynosHajy v rpage nosutuBaH Unv HeraTueaH
cTaB 0 OGpeHay, He caMO Kpo3 orfawlaBake, Beh M nocmatpaweM u ynotpebom,
WHTEpaKUMjoM ca o0cCcobIbeM, WHTEPHET WNN TenedOHCKUM MWCKyCTBUMA WU
noctynuuma nnahawa, knyboBa M 3ajegHuua Kynaua, TproBaudkux npupenowm,
MapKEeTUHLLKNX NpeacTaBrbakba, CNOH30pCcTaBa, noceta, ogHOca ca jaBHowhy u ap.

199 Luo, X., & Donthu, N. (2006). Marketing’s Credibility: A Longitudinal Investigation of Marketing
Communication Productivity and Shareholder Value. Journal of Marketing, 70(4), p. 70-91.

200 Pride, W., Ferrel, O. (2014). Marketing. Mason: South-Western Cengage Learning, p. 25-67.
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Lnre mHTerpucaHMx MapKeTUHLLKMX aKTMBHOCTW je [a CcTBapajy, ogpxasajy wunm
nojayaBajy acouujauvje u cnuke noBesaHe ca OpeHgom. TunuyaH npumep je
KomnaHuja Volvo 4mje MapKeTUHLLKE aKTMBHOCTM NPUMapHO MMajy Uuib ga CTBOpe
acouujaunjy Ha ,,CUrypHOCT® BO3uma Koja npoussoae 1 npogajy. Y Tome cy n ycnenu,
jep nme Volvo npBo acoumpa Ha CUrypHOCT.

14.1. CKyn MapKeTUHLUKMX KOMYHUKauuja

CKyn MapKeTUHLLKMX KOMYHMKaumja cacToju ce o ocam FMaBHUX KOMYHUKaLMjCKUX
mMozena, Kao LUTO je npukasaHo y Tabenu ;201

1.

OrnawaBare - 61ro Kpo3 wramnaHe meavje (HOBMHE U Yacornucu), TeneBusnjy
N pagno, MpexHux meguja (TenedoH, kabroBcka M caTenuTcka Mpexa,
BexnyHa mpexa), UHTepHeTa 1 Meauja 3a eKCTepHO ornawasawe (bunéopau,
nnakaTtu, nocTepu).

YHanpehewe npogaje - npoMmouuje 3a npoby nnm KynoBuHy Nnpon3eoaa u ycrnyra
YKIby4dyjyhn y30pke, KyroHe u NOKIoHe.

Horahaju n nckyctea - CnoH3opMcaHe akTUBHOCTM Y NOCEBHUM npunukama, Kao
LUTO Cy CnopTcKa TakMuUyeHwa, yMeTHUYKa, 3abaBHa 1 gobpoTBopHa gorahama,
Kao 1 6pojHe HedhopManHe akTUBHOCTM.

OpHocu ca jaBHowhy n ny6nuumuTeT - yCMepeHn Ha 3anocrieHe KoMnaHuje u
noTpowlaye, ocrtane kKoMmnaHuvje, Bnagy u meauje y cBpxy npomoBucama.
[ANpeKkTHN MapKeTuHr - nyTeMm nowTe, TenedoHa, Tenedakca, enekTpoHcke
noLUTe UIN MHTEepHeTa.

MHTepakTMBHU MapKETUHT - UIHTEPHETCKE aKTUBHOCTM M Nporpamun obrmkoBaHu
Aa 6y Kynue NoAcTakne Ha pasMulLrbake U KyNMOBUHY Npou3Boda unu ycnyra.
MapkeTuHr ycmeHom npegajom (Word-of-Mouth Marketing) - komyHukauunja og
YyoBeKa [0 YOBEKa, NMcaHa UM enekTpoHcKa KOMyHuKauumja.

Jlnyna npopgaja - Nu4Ha nHTepakuuja, nuueMm y nuue, ca 3HayajHuM Kynumma.

201 Kotler, P., Keller K.L. (2012). Marketing management. 14th ed. Pearson: Prentice Hall, p. 478.
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Tabena 15: lNpuka3 6pojHUX KOMYHUKaUUOHUX rriamgopmu

Uzeop: Kotler, P., Keller K.L. (2012). Marketing management. 14th ed. Pearson; Prentice Hall, p. 478.
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LLitamnann, Takmuuetrsa, urpe, | Cnopt Martepujanu 3a | Katanosu MapkeTuHr MpopajHe
paguo un HarpagHe wurpe, 3abaBa HOBWHape HupekTHa oA npeseHTaumj
TeneBu3njckn nytpuje PectmBanu | MoBopwu nowTa ocobe go e
ornacu [oknoHn YMeTHOCT CeMuHapu TenemapkeTuHr | ocobe [NpoaajHu
[MakoBane Y3opum HobpoTeop | MNoanwmm EnekTpoHcka MpuyaoHuue | cactaHum
Buockon [NpoaajHn n He M3BeLTajun KynoBuHa bnoroeu MNoTuuajHm
Bpowype N3noxoeHn akuuje [oHauuje y KynoBuHa nporpamu
MocTepu u neun | cajmoBu [Mocete [06pPOTBOPHE nytem Y3opum
Knsure ornaca Manoxo6e tabpukam CcBpxe Tenesusnje N3nox6eHn
Ornacwu Benukor | [demoHcTpauuje a My6nukauuje Tenedakc 1 npoaajHu
cdopmarta KynoHnwu My3ejn OpHocu ca EnekTpoHcka cajmoBu
(6éun6opan) Pa6atu Kopriopauuj | 3ajegHuLOM nowTa
U3noxbeHn duHaHcupatse ca a Jlobuparse [oBOpHa nowita
npocTop HUCKOM YnuiHe Megujn Bnorosu
KamaTom aKTUBHOCTW | KOprMopaTWMBHOr | KOMnaHwje
Mporpamu naeHTuTeTa WHTepHeTcke
KOHTUHYyMTETa Yaconuc cTpaHe
npopaje KoMnaHuje
JlnueHumpanun
npov3soaun

MapkeTuHr KoMyHUKaLmje obyxBaTajy 1 ocTarne erlieMeHTe Kojuma ce Kynuuma warbe
nopyka, Kao LUTO je LeHa Nnpov3Boaa unu ycnyra, o6nuk n 6oja nakoBawa, NoHallawe
n obnayewe npogajHor ocobrba, Ha4MH ypehewa npogajHor npoctopa, ypeheHocT
KaHuenapujckor npocrtopa. JedHOM pedjy, CBakm KOHTaKT ca 6peHOOM Ha Kynua
ocTaBrba ogpeheHn ytucak kojum he ctehn NO3MTUBHO MU HEraTUBHO MULLIBEHE O
KOMMNaHuju n 6penHay.

MapkeTUHLLKE aKTMBHOCTW 3Ha4ajHO MOACTMYY NPoAajy o4 Koje 3aBuMCU BpeaHOCTU
OpeHOa Tako WTO CTBapajy cBecT 0 bpeHAay, cTBapajy yTucak o bpeHay y rrnaBama
noTpoLlaya, nsasmeajy nosmtmeHe ocehaje o 6peHau 1 javajy nojanHoCT noTpoLlava.

Jy>XHO-KOpejckn npoussohay aytomobuna Hyundai je MapkeTUHr nyTem ApyLTBEHUX
Meamja nodeo aa ce kopuctn 2009. roanHe 3a Bpeme rnobanHe mHaHcujcke Kpuse
kKako 6u ce npomoBucao nporpam Hyundai Assurance (He3anocneHu Mory
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jeaHocTaBHO Aa BpaTte Bo3uno) Ha Facebook-u n Twitter-y. 2010. rogmuHe Hyundai je
naHcumpao ,HeueH3ypucaHo® kamnawy Koja je noctaBuna Ha YouTube-y HemsamerweHe
N HeleH3ypucaHe KOMeHTape BO3aya Koju Cy TecTupanu humxoBa Bo3una. To je
npouseeno xwubage ’hits’ y TaHgemy ca TpagvuMOHanHWUM OuUruTanHuM U pagmo
npomMoumjama kao 1 npomoLmjama Ha camMom MecTy npogaje. Naeja nsa osor notesa
Hyundai je 6una ga Ha noTpowaye Hajue yTu4y MUIbera APYrnx noTpoLlava.
2012. rognHe naHcuvpanu cy Mogen kyne Bo3una Veloster y3 noOHOBIbEHY
,HelueH3ypmucaHo“ kamnawy LWTO je MpOoy3poKoBasio fa noTpaxhwe npeBasuhe
MoryhHOCT npou3Boawe Ha rnobanHom HuBOY. Y cknagy ca npOMOTUBHUM
Kamnakama Hyundai-eBa nocne-npogajHa kKamnawa je Takohe BoheHa npeko
APYWTBEHUX Mpexa rae BracHUUM HUMXOBUX ayToMobuna mory Ha Twitteru mnu
Facebook ,CtpaHuMuama 3a daHoBe“ ga Hahy wmHgopmaumje o mogmdukaumjama
CBOjMX BO3WMa U HMXOBMM A0AaTHUM KapakTepucTukamao?,

14.1.1. Mopaen xmnjepapxumje yumHka Ha npumepy ME® cdakynTteta

1. CsecHocT. Usrpahyje ce ako je BehmHa uurbHe Nybnvke HecBecHa npeameTa
kKomyHukaumnje. ME® npetnoctaBba ga y jyxHom geny Cpbuje mma 10.000
yYyeHuka Tpehux n 4YeTBpPTUX paspefa cpenrux LiKona Koju 6u mornum 6utn
3anHTepecoBaHn 3a CcTyaupame, anv um je ume ME® gakynteta HenosHaTto. Linrb
koju 6u ME® morao noctasuth je ga MnHuMmym 70 % yyYeHuka noctaHe CBECHO
nmeHa ME® y nepuopny of roanHe gaHa.

2. 3Hawe. Moxpga uurbHa nybnuka Moxe pas3sutn ceBect O Opengy (brand
awareness), anu Moxga He 3Ha O keMy HuwTa Buwe. 3ato ME® mopa casHatu
KONUKO Jbyan U3 UnUrbHE rpyne nma Masno, NoOHeLWwTo UM JOBOSbHO 3Hawa 0 ME®-
y. YKonuko je 3Hawe cnabo, ME® kao KOMyHMKAUWjCKM LU MOXE OOpeanTu
npeHolewe 3Hake O OpeHay, koje obyxBaTa WMHGOPMUCaHE O CTYAWNjCKUM
nporpammMma, Tpajawy CTyauja, HauYnHY CTyampahsa, Koja ce 3Hawa U BellTUHE
CTWYY U C.

3. Csuhamne. Pakyntetr ME® mopa casHaTu 4a N ce OHO LWITO OH HyAM cBuhja LNIBHO)
rpynu. AKO OHW HENoBOJBLHO rneaajy Ha ME®, mopa ce casHaTu 3aWTo, Kako 6u
OTKMOHWUNKN HegocTaTKe, na Tek NMOTOM MM MocnaTh NOpPyKy O CBOM OOHOBIbEHOM
kBanuteTy. [Jobpn ogHocu ca jaBHowhy Tpaxe ,000pa gena koja npaTte gobpe
peun”.

4. TpedepeHumnja (cknoHocT). LnreHoj ce nyGnvum npoussoa Moxe cBuhatu, anu
MOTYy MCKa3aTu CKITIOHOCTM Ka HEKOM ApyroM chakynTteTy. 3agaTak je y ToM criy4ajy
je Aa nokywa aa ce uarpagum cknoHoct npema ME®-y tako wrto he ynopehusaTtu

202http://www.hyundai.com (25.10.2017).
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KBanuTeT, BPEAHOCT, HauYnH npeaaBara M octana obenexja ca KOHKypeHTUMa,
Kako 6u uctakao npegHoctn ME®-a.

5. YBepemne: LurbHa nybnvka Mmoxe nmaTtu CKNoHoCTK ga ctygmpa Ha ME®-y, ann He
Mopa pa3BuTu yBepemne aa he ce n ynucatn. 3agartak je aa ce usrpagutn ysepemne
n Hamepa ynuca Ha ME® dakynTer.

6. Ynuc. Hekun unaHoBu umrbHe nybnuke Mory passutu yBepewe, ann ce He Mopajy
oanyyYnTun 3a ynuc. MapkeTuHr cTpydrsaum Takse NnoTeHunjanHe CTyaeHTe Mopajy
BOAUTW NpemMa ToMe [a y4uHe Taj nocrearu Kopak, Hyaehu moxaa ctyampane no
HWXOj UueHn, Hyaehn Harpage, Mory no3saTtn ogabpaHe yYyeHuke cpefhux LWKona
na nocete ME® wn oacnywajy Heka npefaBawa WNM Haj6orbUM yYyeHuumMma
NOHYAUTW pasnuuuTe obnuke cTuneHauvja.

lMpeTnoctaBumo Aa je BepoBaTHoha ycrnexa cBakor of wecTt kopaka 50%. 3akoH
BepoBaTHohe cyrepuwle aa je MoryhHOCT fa CBMX LWECT Kopaka byae ycnewHo, noa
npeTnocTaBkoM [a ce paan o HesaBucHUM gorahajuma, 0,5 X 0,5 X 0,5 X 0,5 X 0,5 X
0,5, wro je jegHako 1,5625 %, wTto 6m Ha 10.000 NnoTeHUUjanHUX y4eHKa N3HOCKNO
156 ctygeHata. Kaga 6u BepoBaTHoha jaBrfbawa CBaKOr Kopaka 6una y npoceky
HewTo ymepeHuja un usHocuna 10%, tTapga 6u 3ajegHudka BepoBaTHoha forahama
cBuX LecT gorahaja 6una 0,0001%, ogHocHo camo 1 Ha 10.000 cnyvajesal?%3

Kako 6u ce nosehanu nsrnegun 3a ycnewHy KOMyHUKaUWjCKy Kamnaky, HEONXOAHO je
nosehaTun BepoBaTHONY oABMjara CBaKor kopaka. To 6u ce Morno noctuhy NpUMeHoMm
cnepehux Kopaka:

1. [a npaBu noTpolway 6yae u3noxeH npasoj nopyuu (ornac, npeseHtauumja....)
Ha NpaBOM MecCTy, y NpaBo Bpeme.

2. [a, nopyka n3asoBe naxtby KO NoTpoluaya, a He Aa ra ogspaTtu o4 HaMeH-eHe

nopyke.

[a nopyka 6yae pasymrbmBa 1 Ha MHTENEKTYarHOM HMBOY MOTpoLlaya.

4. Tlopyka MoOpa Aa UCMpaBHO MNO3ULUMOHWPA BpeHn Y KOHTEKCTY MOXeSbHUX U
NCNOpYYMBMX Tadaka gudepeHumjaumje n CnMYHoCcTK (napuTeTa).

5. lMopyka mopa Aa MOTMBMLLE NOTPOLLAYe Aa pa3mucre o KynoBuHn bpeHaa.

6. lNopyka Mopa pga cTBapa CHaxHe acouvjauvje Ha ©OpeHp 3ajegHo ca
NPETXO4HUM KOMYHMKAUMOHMM Y4YMHLMMa Kako Ou um3Bpwunn ytuuaj kaga
noTpoLLay pasMaTpa KynoBuHy.

w

203 Kotler, P., Keller K.L. (2012). Marketing management. 14th ed. Pearson: Prentice Hall, p 482-488.
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14.2. PasBujarbe echpukacHe KOMyHUKauuje

PasBujare eprkacHe KOMyHUKauuje ge Moxe nNogennuTn y ocam HajBaKHUjUX Kopaka,
Kao LUTO je npukKasaHo Ha cnuum 57.

e NaeHTUdMKaUMja Un/bHe rpyne
e OppehunBame UN/beBa

e O61MKOBaHEe KOMYHMKALM]a

e 11360p KOMYHUKaALMOHMNX KaHaNa
e OapehunBame byleTa

e Og/1lyumBarbe 0 MeANjCKOM CKyny

e Mepere pe3yntaTa

Cnuka 57: Ocam Kopaka y pa3gojy ecpukacHe KOMyHUKauyuje

Useop: no y3opy Ha: Hollensen, S. (2011). Global Marketing: A Decision-Oriented Approach., Fifth
Edition, Pearson Education Limited. p. 236-277.

1. WpeHTnduvkaumja uurbHe rpyne, y Kojy crnagajy noTeHuujanHn Kynuu npoussoja
unu ycnyre,

2. TPEHYTHWU KOPUCHMLN, MHONBUOYANHW NOoTpoLlaYvun, rpyne, nojeamHavyHa unm onwTa
jaBHOCT. LinrbHe rpyne ce Hekaga dopmupajy npema ToMe fa fn je HoBa unm ce
pagn O NocTojehnm KopuUCHUMUMMA, Kao M npemMa CTerneHy JiojanHocTU npemMa
OpeHay (Ba nu je 4ecT wMnM MNOBPEMEHU KOPUCHWUK Bpenaa). KomyHukaumjcka
cTpaTeruja je pasnuyura 3a pasnuyure rpyne.

3. OgpehuBane uMrbeBa KOMyHUKaumje y cBakoj pa3n mogena xvjepapxuje yumHka.
Yetupun moryha uyurba mory 6utn: notpara 3a KaTteropujomMm KOpUCHWKa Kojuma je
NOTPebHO OHO LWTO HyauTe, yYMHUTK Aa 6peHn byae npenosHaTIbme, usrpahueare
cTaBa 0 GpeHay 1 noacTuuake Kynaua aa kyne 6peng.2%

204Rossiter, R.R. & Percy, L. (1997). Advertising and Promotion Management. 2nd ed. New York:
McGraw-Hill. Part I, p. 8-46.
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4. O6nukoBawe KOMYHMKaUMje noapasymMeBa Hanaxewe pellewa Tpu npobnema:
lWTa peyn (cTpaTernja nopyke), kako pehu (kpeaTuBHa cTparteruja) n ko om Tpebao
pehu (n3Bop nopyke). CTparternja nopyke uma 3a unrb ga ce yTBpae anenu, teme
unun ngeje, Koje Mory 6uTtn HenocpeaHoO nosesaHe ca ocobuHama npou3soda Unu
ycnyra (KBanuTeT, eKOHOMUYHOCT MNu BpegHocT OpeHaa), unu ca ocobuHama
OGpeHaa (TpaguumoHanaH, caBpeMeH, nomnyrapad...) kojuma he ce ocTBaputu
HajonTMmanHuje  nosvumMoHupawe 6peHga. Mma u OHMX Koju cmaTpajy na
noTpoLlayn OYeKyjy jedHy oA YeTupu Tuna Harpaja o4 npoussoda: paumoHarnHo,
ocehajHo, ApYLITBEHO 3a40BOSbeHe WM 3afdoBorbere era.?®® BaxHo je na je
nopyka edwmkacHa. HeedumkacHa nopyka MOXe 3HauuMTM gda je ynotpebrbeHa
norpeLuHa nopyka unm ga je nobpa nopyka nowe napaxeHa. Anenv Koju ce warby
Kynuuma mory 6utn uHOpMaLMoHn 1 TpaHcgopmaumnoHun.?%® MHudopmalmoHm
ornacuma (anenuma) ce Harnawasajy ocobvHe Wnn KOpUCTU nNpou3Boda Wnu
ycrnyre, ykasyje Ha peluaBane npobnema (Hnp. Koju nek ne4dn Kojy 6onecr), spLun
AEMOHCTpaLMja npon3soaa, BpwKn nopeherwe npomssBoga (HNP. KapakTepucTuke
MOBUNHUX TenedoHa), Npenopyke cnaBHUX KOPUCHWKa BpeHaa (CNopTCcKy onpemy
Kojy Hocu HoBak hokosuh). TpaHcdopmaunoHu ornacu (anenu) npukasyjy
KOPUCTU UNN UMULI KOjU HUCY BEe3aHW y3 NPOU3BOA, YeCTO MokyLlaeajy nobyamtu
emoumje kog notpowaya. OHM MOry ocrnvkaTu kakBa ocoba KopucTn BpeHpa, Kao
LUTO nokasyje npumep BMW, Koju ce ornawasao npema mnagum sbyamma y cBojoj
no3HaToj kamnawu , Tpaxe ce Bo3aun“. Hekaga ce KopucTe M HeraTUBHWM anenu
nonyT cTpaxa, KpMBULE NN cpama Kako 61 HaBenu fbyae Ha HeKe aKTUBHOCTM Kao
LWTO je npane 3yba. Takohe, KOopUcTe ce 1 NO3UTUBHU EMOLMOHANHM anenu nonyT
Xymopa, IbybaBu, NoHOCa U pagoCcTW, y3 NPUCYCTBO cnaTkmx 6eba, >XmBaxHUX
ncuha M nonynapHe My3uke, a CBe Yy Lurby NpuBradyewa naxrwe n nosehamwa
NMOBE3aHOCTM Ca ornacoM. Hekaga cknanarwe MapKeTUHLLKMX YroBopa ca CraBHUM
ocobama moxe O6utm gobpa crpaTernja, jep cnaBHa (no3HaTa) ocoba Moxe
npuByhu naxwy Ha npousson unu 6peHa. MNMo3HaTa ocoba 3anpaBo no3ajMmibyje
cBoj umuy 6peHgy. Tako je American Express y CBOjuM orfacMma WUCKOPUCTUO
dunmcky nereHgy De Nira. Ocoba mopa 6uTK nako npenosHaTIbmea, NO3UTUBHO
npuxsaheHa n ogroeapajyha 3a npoussog. Paris Hilton nnu Donald Trump cy Bpno
npeno3HaT/bLMBY, anu UMajy HeraTuBaH edekat Ha MHore rpyne. CnuyaH yTucak
ocTaBrba U ponk neesaymua Kaga npeseHTupa dakynteT. 3a pasnuky oa Hux,
Johnny Deep, Tom Hanks nnu Oprah Winfrey umajy BUCOKY Npeno3HaT/ibMBOCT U
BP0 BMCOK No3uTmBaH yTuuaj. CnopTuctm 4ecto ,no3ajMibyjy“ cBOj GpeHn
npoussohadnma cnopTcke onpeme, kao u rmymum 6aHkama. Kopuwhere nosHaTmx
ocoba ykrbydyje U pusmke, Kao NpuUnMKoM obHaBrbarwa yroBopa Kaja ce Tpaxe

205 Engel, J.F., Blackwell, R.D. & Minard P.W. (2001). Consumer Behavior, 9th ed. Fort Worth: Dryden.
p. 15-57.

206 Rossiter, R.R. & Percy, L.(1997). Advertising and Promotion Management, 2nd ed. New York:
McGraw-Hill, p. 23-60.
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Behn XoHOopapu, unu kaga cnasHa ocoba m3rybu nonynapHOCT Wnu, joll rope,
ynagHe y ckangan, kao cnydvaj Tigera Woodsa, Taga HajnosHaTtujer rondepa
ceeTa.??’

5. EdwuKacHM KOMYHUKaUMOHM KaHann KojuMa ce npeHoce nopyke, Mory 6utn nmynHmn
(nepcoHanHn) u Henu4HM (HenepcoHarnHu). JIMY4HKM KOMYHMKAUMOHM KaHanm
omoryhaBajy KOMyHuUMpake nuueMm y nuue unm og ocobe npema nybnvum
kopuwhewem TenedoHa, nowTe Unu enekTpoHcke nowTe. MNocToje nponaraHaHW
(NnpoaajHO ocobrbe), CTpydHM (CTPYYHO oOcobrbe) M ApywTBEHU (KOMLIMje,
npujaterby, YnNaHoBM MOpPOAMLIE) KOMYHMKAUMOHWM kaHanu. CTyamja  Kojy cy
nspagunun Burson-Marsteller 1 Roper Starch Worldwide nokasana je Aaa
npeHolewe MHpopMaumje yCMEHOM MNyTeM O jedHe yTuuajHe ocobe Moxe
yTMLaTK Ha CTaBoOBeE KO MPOCEYHO ABOje Sbyau, AOK Taj KPYr yTULaja Ha MHTEPHeETY
ckaye Ha ocaMm. MHpopmaumje o fobpum KomnaHujama wmpe ce 6p30, a O NoWnm
jowr 6pxe.?%® NaHac ce y KOMyHuKaLujama KopucTe A0OPOBOIbHM KOMEHTapw,
nM4YHM BNOroBu, AMCKyCMje Ha APYLWTBEHUM Mpexama. HennyHu mnm mMacoBHM
KaHanu KOMyHWKalmje HacTajy kaga ce Buwe ocoba ykrbydyjy y ornaillaBamne,
yHanpehewe npopaaje, gorahaje M uUckyctBa M ogHoce ca jaBHowhy (CNopTCKu
porahajun, dunxapmoHujcka unaBohewa, YMeTHUYKe usnoxbe...). N nnuyHu u
MaCOBHW KaHanu MOry CKPeHyTU Maxky Ha Npou3Bog Unu ycnyry, ann he wuxos
TpajaH yTuuaj Ha ceecT 0 BpeHay 3aBUCUTK O KBanuTeTa Npou3soda unu ycnyre.
Hekapa je nuyHa KoMyHMKauuwja edmkacHuja o4 MacoBHe KOMYHuKauuje, anu
MCTOBPEMEHO MacCOBHa KOMyHWKalMja yTu4e Ha CTaBoBe M MOHalawa
notpowaya. OppefhuBarwe ykynHor Oyyeta, OOHOCHO oapefuBawe KOMMKo
NOTPOLUNTK je jedHa Of HajTeXuX MapkeTUHLWKuX ognyka. John Wanamaker,
mMarHaTt pobHux kyha, jeqHoMm je pekao: ,3Ham Aa je NonoBuHa Mojer ornawaBama
y3anyn noTpolleHa, camo He 3HaM Koja nonosuHa. ?%°

6. Ynarawa y MapKeTUHLLUKE Kamnakwe y BeriMKoj Mepu 3aBUCU o4 NpuBpene rpaHe.
MHOoycTpmnje n KOMNaHuje 3HaTHO Ce pasnukyjy y TOMe KONMKO Tpolle Ha
MapKeTUHLLKE KOMyHUKaumje. Y KO3METUYKOj MHOYCTPMjU TPOLLKOBWU peKnammupara
mory ydectoBatu ca 40 - 45% y yKynHUM TPOLUKOBUMA, AOK Y MHAYCTPUjU ornpeme
(MHaOycTpujcKe, BOjHE...) MOXe n3HocuTtn camo 5-10%. Takohe, yHyTap ogpeheHe
MHOYCTpUje, Heke KOMMaHuje Tpowe Buwe, Heke Mawe. YeTupn yobudajeHe
meToge ogpehmBawa konuko he ce ynaratm y MapKeTUHr Cy: MeToaa
pacnonoXmBoCTU cpefcTaBa, MeToAda NpoueHTa oA npoAaje, meToga naputeta
KOHKYPEHTHOCTM W MeToda uurba W 3agaTtka. Heka komnaHuje opapehyjy
KOMyHMKaumjcku OyueT y ogHocy Ha pacnonoxuBa cpegctsa. Mo npaswuny,

207 Massarella, L. (2010). Shatner’s Singing a Happy Tune. Toronto Sun, 2. maj 2010. p. 21.

208 Engel, J.F., Blackwell, R.D. & Minard P.W. (2001). Consumer Behavior. 9th ed. Fort Worth: Dryden,
p. 12-44.

209 Kotler, P., Keller, K.L. (2012). Marketing management. 14th ed. Pearson: Prentice Hall, p. 488.
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nnaHoBM M rogvwmwuK Oyetu cy HemssecHU. MeToga npoueHTa of npopaje
nogpasymeBa ogpehuBane bylleta kao npoueHTa of TpeHyTHe unu npeasuheHe
npogaje unu ueHe npomseoga (HNP. LEHT No ranoHy HadTe). [pyre koMmnaHuje
oapehyjy CBoj KOMyHUKaLMjCKM ByLIeT Y OAHOCY KONMKO HUXOBU KOHKYPEHTM ynaxy.
MeToga uwrba W 3agatka nonasn of AedUuHWCaHUX MocebHUX uurbeea wu
yTBpheHnx 3agjaTtaka Koju ce xerne U3BpLInNTU (HNp. yBONEeHe HOBOI eHepreTckor
6e3ankoxonHor nuha Ha TpxmwTy). O OBUX MeToda HajnoXerbHujU je MeTonq
uMrba W 3agaTka, Koja 3axTeBa pasBujakbe Oyleta Kpo3 aeduHucare
cneunuyHnx unrbesa. MapkeTuHwkn ByyeTn nmajy TeHaeHuuwjy aa éyay suwm
Kaga cy kaHanu guctpubyumje nowm, Kaga ce MapKeTUHLLUKMA nporpaMmu mMemajy,
Kagja MmMa MHOro noTpolwlada OO0 KOjux je Tewko fohwu, kagja cy npousBoau
pasnuunuTu 1 notpebe NoTpoLLaya He-XOMOreHe 1 Kafa ce NpomsBo[, Kynyje 4ecto
W'y MakMM KonmymHama.?*0

7. OanyumBane O CKyny MapKeTUHLLKUX KOMyHUKauuja je BaxkaH CerMeHT edoukacHe
KOMyHuKaumje. KomnaHuje Mopajy cBOj OyuLeT MapKeTUHLUKMX KOMYHUKauuja
pacnogenvtu Ha ocaM [TaBHUX HayuHa KOoMyHukauuje: (1) ornawasamne, (2)
yHanpehewe npoaaje, (3) ogHoce ca jaBHowhy u nyonuuuteT, (4) gorahaje wm
nckyctea, (5) AnpekTaH MapKeTuHr, (6) UHTEPaAKTUBHU MAPKETUHT, (7) MapKeTUHT
YyCMEHOM npenajoM 1 NpogajHoOM cHarom. YHyTap nHgycTtpuje (rpaHe), kKomnaHuje
Ce MOry 3HaTHO pas3nukoBaTu y u3bopy Meaunja n kaHana. Tako HNp. Avon cBoja
NPOMOTMBHA CpecTBa ycMepaBa Ha NMYHy npojajy, Revlon Tpowwm HajBuwe Ha
ornawaesame, Electrolux HajsuLwe TpowKn Ha NpogajHy cHary of BpaTa o BparTa,
Lok ce Hoover Buwe ocnawao Ha ornawaeare.?'! MNpu oanyymBaky O CKyny
MapPKETUHLLKMX KOMYHMKauMja, MapPKETUHLLKA CTpydYHauM Mopajy ucnuTatu
pasnuunuTe NPegHOCTM U TPOLLKOBE CBAKOI KOMYHUKALMjCKOr anaTa, Kao 1 Nosioxa;j
KOMMNaHuje Ha TPXULWTY. Y 0631p Takohe Mopajy y3eTu 1 BPCTy TPXKULLTA HA KOjeEM
npoaajy cBoje Npou3BoAe, KOMMKO Cy NOTPOLLIAYn CNPEMHM Ha KYMOBUHY, Kao U Y
KOM Ce CTagujymMy >XMBOTHOI LMKIyca Npoun3Bo Hanasu. CBaku KOMYHMKaLWjCKU
anart nma CBoje jeQMHCTBeHe Kapaktepuctuke. OrnaluaBare je Beoma npakTnyaH
Ha4YMH KOMyHUKauuje jep ce humMe MoXe JoNpeTn A0 CBUX notpollada, 6es ob3mpa
Ha HMXOBY floOKauujy, Nopyke ce Mory noHasrbaTu BULLE NyTa, Npy>Ka Npunuky 3a
CHaxHy uarpaamwy bpeHpa. Hekn obnuum ornawasawa, Kao TeneBu3njcko, Mory
3axTeBaTn Benuku OyLeT, JOK HeKU Opyrn, Kao LUTO Cy HOBWHE W Yacornucu cy
jedpTuHnju. Ornawasare nmva No3nTuBaH ytuuaj Ha npoaajy. Ornawasane cTBapa
cBeCcT o0 OpeHay u yBehaBa BepoBaTHohy ga he npenosHaTrbmB GpeHn 6utn

210 Kinnear, T.C., Bernhardt K.L., and Krentler K.A. (1995). Principles of Marketing. 6th ed. New York:
Harper Collins, p. 35-70.

211 Kotler, P., Keller, K.L. (2012). Marketing management. 14th ed. Pearson: Prentice Hall, p 490.
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YBPLUTEH Yy NnoTpoLuaydky kopny.?? Takohe, komnaHuje BpLue yHanpehewe npoaaje
nyTem KyrnoHa, HarpagHux Takmuyewa u MHoro gpyrux. OgHocu ca jaBHowhy u
nyonuuuTeT (Npuye, BECTU, PpeNopTaxe...) Cy BaXKHU jep HrMa KOMNaHuja MoXxe Ha
HajborbN HauYMH aa npe3eHTupa cBe npegHocTn bperHaa. [dorahaju n uckycrea cy
BaXHW, jep nNOTpOLayn HenocpeaHo y4decTByjy y Huma. HenocpegHe wu
WHTEPAKTUBHE MapKeTUHLLKE nopyke nytemM TenedoHa, MHTepHeTa Mnn JINYHO,
cagpXke npegHocTM jep ce npunarohaeajy kKnuvjeHTMMa, nopyke ce 6p30
OCMMLWIIbaBajy W nako npeHoce y3 fobujake noBpaTHUMX WHGopmauuja. Y
caBpeMeHMM yCnoBuma rnocrnoBaka, ycMeHa npefaja nonpvma MHore obnuvke, kao
LITO je MHTEPHET, ApYyLITBEHE MpPEXe U Cn. YcMeHa npefaja ce foraha kaga rbyam
TO Xene, MoOXe GUTK yTuuajHa jep ce HenocpenHO npeHoce mHdopmaumje, na
NocTOju NHTEpPaKLUKja, HeNoCpeaHO ce MOXe carnegaTtv peakumja Kynua.

8. Meperwe pe3ynrtaTa MapKeTUHLIKE Kamnakwe Huje jegHocTaBHO. Hekaga cy
ynarawa Benuka, a pesyntatu 6u Tpebann 6GuUTKM uckaszaHu Kpo3 Mpuxode Koju
npousnase n3 MHBecTMUMja y KoMyHukauumje. Minak, Hajuyewhe ce y nssewTajuma
Aajy vHdopmaumje O TPOLUKOBUMA oOrfallaBakba W 3acTynibeHOCTU y Meanjuma
(Press-clipping), ©poj nnacupaHux ornaca, ©poj najkoBa un cn. Y Uuuby
carnegaBaka CTBapHe MCNNATUBOCTW ynarawa, carnefasa ce oybuHa UMIibHOP
TPXMWLUTa 0 Kora cy Jonpre nopyke, kMUxoBa y4ecTanocT, pe3yntatu acoumjauuja
N npenosHaBaka, MpoLeHa MpOMeHa yBepaBawa U M3payyHaBajy TPOLLKOBW.
CTtBapHa ncnnaTuBoCT ce carfieasa Kpoc NPOMeHe y noHallamy Kynava, O4HOCHO
Behoj gonaasrbMBOCTU 1 NpoAaju Npov3Boaa Unu ycnyre.

Cnuka 58 paje npumep gobpor mepewa nospaTHe MHpopmaumje. CasHajemo aa je
80% noTpolaya Ha TPXMLWTY cBeCcHo G6peHaa A, aa jy je 60% npobano, a aa je camo
20% oHux koju cy npobanu, kumMe 3aA0BOSbHO. TO Nokasyje Aa je KOMYHWMKaLUMjCKu
nporpam edwmkacaH y CcTBapawy CBECTW, anu [a npou3Bo He 3a40BOrbaBa
oyekuBawa notpowaya. C gpyre ctpaHe, 40% noTpolwaya Ha TPXULWITY je CBECHO
6peHaa b, camo 30% wux je npobano, anu je 80% OHUX Koju cy je Nnpobanu, kume
3a0BOSBHO. Y OBOM Chnyyajy KOMyHMKaUM|CKM MporpamM ce Mopa ojavyaTu Kako 6u
MCKOPWUCTNO NOTeHUMjanHy cHary 6peHaa.

212 Cobb-Walgren, C. J., Ruble, C. A. & Donthu, N. (1995). Brand equity, brand preference, and
purchase intent. Journal of Advertising, 24(3), p. 25-40. http://www.jstor.org/stable/4188979.
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BPEHAO A
100% 20% ije D‘ 100% 60% HVIje BPEHHB
TpXuwTa CBECHO TPXULITA CBECHO
80% je | 40% Huje
EEEES vcnpoba 20% je 30% ie 20% je
no 3a40BOJbHO VlCrlpOGaﬂO pasoyapaHo
60% je | 80%)] 40% e | 70% wmig | [80% e
Mcnpo6a pasoy CBEeCcHO vcnpobar 3a00BOSbHO
no apaHo o
* v

Cnuka 58: Cmara nompowada bpeHoa A u bpeHda b
U3zeop: Kotler, P., Keller K.L. (2012). Marketing management. 14th ed. Pearson: Prentice Hall, p. 494.

14.3. YnpaBrbawe npouecom MHTEerpucaHunx
MapKeTUHLWKNX KOMYHMKauMja y LUWIbY CTBapamba

OpeHpa

MHore koMnaHuje jow yBek Kopucte manu 6poj KOMyHMKaALMOHMX anaTta, yMecTo aa
KOpPUCTE MHTEerpucaHe MapKkeTuHLUKe KOMyHukauuje. CnobogHo ce moxe pehu aa
yrpaBrbae M KOOPOAUHUPaHE LIENOKYNHUM KOMYHMKAUWjCKMM MpPOLLECOM 3axTeBa
WHTerpucaHe MapkeTuHwke KomyHukaumnje (MMK) koje obyxBaTtajy npouec
MapKEeTUHLLKOT MnaHupara KojuM ce MnpenosHaje gogaTta BpeaHOCT cBeobyxBaTHOr
nnaHa 3a NPoLeHy CTpaTeLKnX yrnora u pasnuuanTtux KOMyHUKaUWjCKUX OMCUMninHA
kako 6u ce omoryhuna jacHoha, KOH3MCTEHTHOCT W MakcumanaH YYMHak Kpo3
MHTerpauujy ONCKPeTHNX nopyka.t3

AmMepnyko MapKeTUHWKO yapyxewe (American Marketing Association) geduHuwe
WHTErpucaHe mapkeTuHLWKe koMmyHukaumje (Integrated Marketing Communications -
IMC) kao ,npouec nnaHupaka Koju je ObnukoBaH Ha HauuH ga CBW OOAMPU ca
OpeHOoM, Koje noTpolwiad WM KOPUCHMK MMa Mpeko npou3soda, ycnyra wnu
opraHusaumja, Oygy 3HayajHu 3a noTpollada M KOH3UCTEHTHU Kpo3 Bpeme“.?1*

213 Kotler, P., Keller K.L. (2012). Marketing management. 14th ed. Pearson: Prentice Hall. p. 478.

214

https://www.ama.org/search/pages/results.aspx?k=integrated%20marketing%20communications%20
%28IMC%29 (23.01.2018).
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MHTerpucaHe MapkeTuHLLKE KOMyHMKauumje 6u Tpebane ga nobosbluajy cnocobHoCT
KOMMaHwuje ga gonpy Ao noTpoLlaya.

KomnaHuvje Hajuewhe KOMOWHYjy pasnuunte BpcTe Meauvja kopuctehu nuyHe wu
MacOBHE KaHarne KoMyHukauuje, kako 61 nocTurnM makcumanHe edekre, nojadanu
[OCTU3ake NopyKe U HeH y4nHak. Tako, Hip. npomMoLuje mory 6utn edmnkacHe kaga
ce KOMOWHyjy ca ornawasaweMm. Takohe, MHOre KomnaHuje KoopauHupajy CcBoje
KOMYHUKaUMOHE aKTMBHOCTM Ha WHTEpHeTY W wu3BaH Hera. 3axsarbyjyhm Web
agpecama Ha ornacmma unm ambanaxu, kynuu gobujy Buwe uHdopmauumja o
npou3BoAMMa UIu ycryrama v nakwe Mory ga npoHahy nokauuje TproBuHa unm mecta
npyxara ycnyra.

AreHumje 3a ornawlaBahe Cy 3Ha4yajHO yHanpeausne NHTerpucaHe rnoHyne Tako LWTo cy
npeysumare areHumje 3a npomMouuje, KomnaHuvje 3a ogHoce ¢ jaBHOLINY, Nporpamepe
3a MHTEPHET CTpaHe, Kako 6u omoryhune ,kynoBuHy Ha jegHoM mecTy”. OBe areHunje
cebe peduHMLY Kao KOMYHUKAUMOHE KOMMaHuje Koje MOoMaxy KinjeHTMma Yy
noborsbllaky HUXOBE OMNLWITE KOMYyHUKaUMOHe eprkacHOCTU Hyaehu um ctpaTeLuke u
NpaKTUYHe caBeTe O MHOMMM 0GnMuMMa KoMyHukaumje.>t> MHore Benvke koprnopauuje,
nonyt IBM-a, 3HayajaH [eo CBOjUX KOMYHMKAUWOHWX MoOcnoBa npenywTajy
areHumwjama, 4Yvme obujajy edumkacHy MHTErpncaHy MapKeTUHLLUKY KOMYHUKauujy ca
MaHWUM YKYMHUM TPOLLKOBMMA.

Koa npouerrBarba yKynHor pesynrara MHTerpucaHmx MapkeTUHLLKMX KOMyHUKaLuja -
MK, HajBaxHMju UMb MapKeTUHLUKOr MeHalepa je cTBapawe HajeukacHujer
KOMYHUMKauunoHor nporpama. NMomohy cnegehux wecTt kputepujyma ce Moxe ogpeantu
[a nn cy KOMyHMKauuje 3aucta nHterpucaHe:?e

1. TMoKpuBeHOCT nogpasymeBa [0 KOje Mepe pasfmumte KOMyHUKauuoHe onuuje
AONVpY A0 UUIbHe rpyne.

2. [onpuHoc npeacTtaBrba MOryRHOCT MapKETUHLLKMX KOMYHMKaumja aa cTBope
XerbeHy peakumjy n eekT Ko notpoLuava.

3. Cnn4yHOCT je Mepa OO Koje Cy CrnnyHe acouujauuje CTBOPEHe pasfnyuTum
KOMYHMKALMOHUM onuujama (KONMKO Ce Jflako MojeauHUM MOory CeTUTu
noctojehux acouujaumja n peakumja n KONIMKO ce Mory nosesatu ca bpeHaoMm).

4. KomnnemMeHTapHOCT, ce OAHOCK Ha TO Y KOjoj Cy Mepu pa3snunyuTte acouujauuje
W Be3e HarnaweHe Yy pasnnMuMTtUM KOMYHUKAUMOHWM onuujama (Hnp.
TeneBn3njCKn orrnacu 3a BpemMe HeKkor MegujcKor unm cnoptckor gorafhaja umajy

215 Neuborne, E. (2004). Ads That Actually Sell Stuff. Business 2.0, June 2004, p. 78.

216 Keller, K.L. (2008). Strategic Brand Management. 3. izd. Upper Saddle River: Prentice Hall, p. 350-
427.
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3a UMb Aa CTBOpE 3HATMKEIby U MHTEpec noTpollaya aa ogy Ha UHTEpPHeT U
casHajy getarbHuje nHgpopmaumje).

5. CBecTpaHOCT ce 0QHOCKU Ha TO Y KOjoj Mepu oapeheHn obnmk MapKeTUHLLKE
KOMYHUKauuje aenyje Ha pasnuuute rpyne norpoLuada.

6. Ycnen orpaHuyeHWx pacnonoxuBux cpegctaBa Tpeba wusabpatn oHe
MapKeTUHLLKE KOMYHVKaLMje KojuMa ce NMOCTMXKY TPOLUKOBHO HajeukacHujn u
HajaenoTBOPHUM KOMYHUKALMOHM Nporpamu.

14.4. OpnyuymBake 0 Meaujy KOMyHUKauuje

HakoH n3bopa ogrosapajyhe nopyke, komnanuje dupajy meauvje nytem kojux he je n
npeHeTn. Takohe, KoMnaHuje Gupajy LunMreHy rpyny, ydectanocT, BpeMe npeseHTaumje
n cn. 3a KOMNaHuWjy je BaxHO Aa opabepe meawnj nytem kora he HajedukacHuje
NpeHeTu NopyKy UnIbHOj rpynun. M3bop Meamja ce BpLIM HA OCHOBY (hakTopa Kao LITo
CYy Meamjcke HaBuKe UWIbHe rpyne, KapakTepucTuke npousBoaa, 3axTeBW Mopyke u
LeHe KowTana. [[MaBHu Meauju ornawlasama, 3aje4Ho ca TPOLLKOBMMA, NpegHoCTMMa
N orpaHu4Yer1Ma cy npukasaHu y Tabenm 16. 217

Tabena 16: OcobuHe anasHuUx epcma meduja

U3zeop: Kotler, P., Keller, K.L. (2012). Marketing management. 14th ed. Pearson: Prentice Hall, p. 491.

Ocob6uHe rmaBHMX BpcTa Meguja
Meaujn MpegHocTH OrpaHuyera
®rekcnbunHocT, NpaBOBPEMEHOCT, KpatkoTpajHoCT, now kBanuteT
HosuHe Aobpa NoKpMBEHOCT foKanHor penpoaykuuje, HuU3aKk ctenex
TpXULWTA, WMpoKa npuxsaheHocT, npocnehunsarwa mehy LUIbHOM rpyrnom
KombuHyje cnuky, 3ByK 1 NOKpeT, Bucokn anconyTHu TpOLLKOBM, BUCOKA
Tenesusuja npvBnayHa 3a 4vyna, BUCOK CTeneH 3aKpYEeHOCT, Nporia3Ha N3NoXeHocCT,
naxwe, BUCOK JOMET Marba CeneKkTMBHOCT nybnuke
CenekTtuBHOCT nybnuke,
MowrTa PNEKCMBMIHOCT, HEMa KOHKypeHuuje PenatuBHo BiCOK Tpowak, ummy
mehy ornacvma y uctom Meaujy, HEeXEIbeHe nowuTe
MacoBHa ynotpeba, BUCOK CTeneH Moryha camo 3By4Ha npeseHTauuja,
Paguo reorpadcke u gemorpadcke MaHW CTENEH NaxHe o Tenesusuje,
CEeneKkTUBHOCTU, HMU3aK TpoLluak HecTaHgapAdHa CTPYKTypa CryLaHoCTH,
Bucok cteneH reorpadpcke 1 gemorpadcke
CENEKTUBHOCTMW, BEPOJOCTOJHOCT U [yroTpajHocT oA KynoBvHe ornacHor
Yaconucu npecTunx, penpoaykLmja BUCOKOT KBanuTeTa, npocTopa A0 HEroBor npukasay
AyroTpajHOCT, BUCOK CTeNneH npocnenueama yaconucy; rybutak kog aucTpubyuuije
mehy unrbHOM nyb6nvkom

217 Kotler, P., Keller, K.L. (2012). Marketing management. 14th ed. Pearson: Prentice Hall, p. 491.
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CnorbHe
MoBpLUNHE

drekcnbUnNHOCT, BUCOKA U3NOXXEHOCT
NMoHaBIbaky M3naraka, HU3aK TpoLlak,
HMCKa KOHKypeHLmnja

OrpaHquHa CEeneKTnBHOCT r|y6r|vn<e,
KpeaTunBHa orpaHnyeHa

KyTe cTpaHe

MSBpCHa J1OKaJ1Ha NoKpPpMBEHOCT, BUCOK
CTeneH BepoBaka, LWWNMPOoOKn AOMET,
HU3aK TpoLwlak

Bucoka koHKypeHuuja, oyroTpajHoCT

o[ KynoBmHe ornacHor npocTtopa ao

Bucoka cenekTuBHOCT, noTnyHa KOHTpona,

EnekTpoHcku
GURTEHN WHTEpaKTUBHE MOryRAHOCTW, penaTuBHO TpowkoBu Mory usmahu KOHTpon
HWUCKM TpoLlaK
Bpouype PrekcnbnnHoCT, NOTNyHa KOHTpona, Xvnepnpogykuuvja Moxe JOBeCTU 0
MoryhHOCT gpamaTtu3aumje nopyke HEKOHTPOJIMCAHMX TPOLLIKOBA
Tenecon MHoro kopucHuka, MoryhHoCT nnyHor | PenaTtuBHO BUCOKU TPOLLKOBU, NojavyaHu
npuctyna OTnop noTpoLuada
Bucoka cenektnsHocT, MoryhHocT
WHTepHeT MosehaHa 3aryweHocT

WHTEpaKLumje, penaTMBHO HM3akK

Mocnegwunx roanHa cy y LUMPOKOj NPUMEHW OrfiallaBakwa Ha T3B. anTepHaTUBHUM
MeCTMMa, Kao LITO Cy MecTa rge notpolwladm page, roe ce urpajy v rae kynyjy. Kao
MecTa orfawlaBawa Ce KOpucTe orracHu naHou - 6unbopau, jaBHa MecTa,
nnacupare NponsBoa u ornallaBake Ha MecTy npoaaje. bundopam cy esonympanu
OA WTamMnaHux 4o gurutanHux y3 3ByKoBe, nokpeTte, na 4vak n 3[] npukase.

MpooajHe npomouuje Cy KpaTKOpO4YHE CTUMynauuvje koje CTumynuuy npoby unm
Kopuwhere npomnssoga unm ycnyre. Mapketapu mory ia ycmepe npogajHe npomovuje
Ka TProBMHM UM KpajiMM NoTpoLlaymMma. 3a pasfnvky o4 peknama Koje obuyHo aajy
Kynuuma pasnor 3awTto Tpeba ga Kyne npovssoA, NpUMapHu uurib npomouuja je aa
CTUMYNULLY KYNOBUHY.

Y New Yorku cy waxToBu HanpaBfbeHU Aa marnedajy kao spyhe worbumue Folgers
kafe, y benrmju je eBay Hanenuo Ha npasHe u3nore NpogaBHULA HanenHuue ca
nopykom ,lMpecenunu Ha eBay“.?*® Chang Soda 13 baHkoka je umana byleT 3a camo
jeaaH guruTtanHu ornacHun naHo. Kako 6u HanpaBunm MakcumanaH egekar, uarpagunm
Cy OrpomMHy cpnawy ca mexypuhuma kako 6u npukasanu rasmpaHocT npou3Bona.
FmacuHe o Tome cy yneTocTpy4une npoaajy 6oua ca 200.000 Ha MUNMOH.?19

KomnaHunje cBe BuMWE CTaBrbajy CBOje ornace Ha HeyobuyajeHa mecta nonyt
dovnMckor nnaTtHa, aBMOHA, ABOpaHa 3a (UMTHEC, Y4YMOHULA, CMOPTCKUMX apeHa,
KaHuenapuvja, nudpToBa, rpagckux aytobyca, Bo3oBa, METPOa, Ha kKaHTama 3a cmehe,
ypehajuma 3a HannaTty napkuHra, Konvuuma 3a npTibar Ha aepogpomuma, Ha

218

Chafkin, M. (2007). Ads and Atmospherics, Inc., February 2007.

https://www.inc.com/magazine/20070201/salesmarketing-advertising.html (20.01.2018).

219 Klaassen, A. & Hampp, A. (2010). Inside Outdoor’s Digital Makeover. Advertising Age: Creativity,
June 14, 2010, p. 5.

179


https://www.inc.com/magazine/20070201/salesmarketing-advertising.html

LemepmuHaHme kpeupatba npernosHamsbugoe 6peHda y cagpeMeHUM MPXXUWHUM YCrioguma

GeH3HCKMM Nymnama, y ToaneTuma M M3Hag nucoapa, Ha AHY pyna Ha rondgckum
TepeHnma n 06aseHMMa, Ha NakoBakwWUMa rpuukanuua y aBuoHY, Y OBnuKy manux
HanenHuua Ha jabykama, numMyHy nnm 6aHaHama.

14.5. YnpaBrbawe FIMYHUM KOMYHUKauMUjamMa: OUPEKTHU U
MHTEPAKTUBHM MapPKETUHI, MapPKeTUHIr YCMEHOM WU

JINYHOM npepajom nHpopmaumja

KrbyyHn ycnoB 3a euKkacHy MapKeTUMHLLKY FNUYHY KOMYHUKauMWjy je cTBapare
avjanora n uarpagka AYyropovyHMX OofHOCa ca CBOjMM Kynuuma, Kojuma ce Lwarby
pohleHOoaHCcKke 4ecTuTke, WHOPMATUBHW MaTepujanu wunuM  Mane npemMuje.
KomMmyHukauuja ca noTpowadmma ce Hekaga obaBrba nocpeacTtBoM nnaheHnx meguja
(paid media) nyTem ornawasawa, guM3awa nyéonuumuteTa M Apyrux nNpPoOMOTUBHUX
akTmBHOCTU. Takohe ce kopucte n 6ecnnaTtHn meamju (free media), unje cy npegHoCTH
OoCTBapere ofHoca ca jaBHowhy 6e3 nnahawa 6uno KakBuUx akTMBHOCTU, Kao LUTO Cy
npuye, 6noroeun, KOHBEp3auuje Ha APYLUTBEHNUM MpexXama Be3aHo y3 6peHa u cn.

14.5.1. [OWPEKTHN MapKEeTUHr

OunpektHn MapkeTnHr (direct marketing) nogpasymeBa kopuwhewe OUPEKTHUX
MapKeTUHLLKMX KaHana (HenocpefHa nowTa, Katanosw, Tene-MapKeTUHr,
MHTEepaKTUBHA TeneBm3unja, KNOCLUN, MHTEPHET, MOOUNHKM ypehaju...) 3a gonupane Ao
noTpowada n ncnopyky poba n ycnyra 6e3 nocpegHuka. lNpogaja nytem AMpekTHOr
MapKeTUHra HagMaluuna je manonpogajy y Amepuum.?20

lMpegHocT OupekTHOr MapkeTuHra cy OpojHe. Ycnen Hepoctatka crobogHor
BpeMeHa, ryxse y caobpahajy, HegoctaTka NapKkMHI MecTa, NoTpoLlayun cy CBe BuLUE
3anHTEpPECcOBaHM 3a Hapy4dMBake NPoM3BOAa NyTeM TenedoHa UM yBeK OTBOPEHE
TProBMHE MNPEKo WHTepHeTa. [MPEKTHM MapKETUHI MOXe Ce TemnupaTu Tako Aa
[onasn A0 MNOTEeHUMjanHuX Kyrnaua y npaBoM TpeHyTky. [puctanuue LUpeKTHor
MapKeTUHra BuOe WHTEpakuujy ca Kynuuma Kao NpuinMKy 3a NepcoHanvM3oBah-e
noHyae n nosehawe npoaaje n npoaybrbMBake 04HOCA ca NojeauHLEM.

MapKeTuHI AMPEKTHOM MOLITOM nogpa3yMeBa Criake Mopyka, nucama, rnetaka unm
obaBelwwTewa ogpeheHoj ocobun. [inpekTHa nowita je nonynapaH obnuk KoMyHukaunje
jep omoryhaesa cnawe nowTe BenukoM 6pojy rbyaun. lMpu kpeunpawy edumkacHe
Kamnawe HeonxogHo je oapeauTu CBOje LUIbeBE, LUMibHa TPXULITA U NOTEeHUMjanHe
Kyrnue, Kao U HayMHe Kako TecTupaTh Kamnaky U MEpPUTU HEeH ycnex. YCnewHocT

220 www.the-dma.org (01.02.2018).
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oapeheHe kamnakbe npoletbyje ce Npema CTonu HapyLbuHa, Npyu Yemy ce ctona of
[1Ba 10 YeTUPW NPOLIEHTa cMaTpa 3aa0BorbaBajyhom.???

Tene-mapkeTuHr je kopuwhene TeneOoHCKNX U NO3MBHUX LeHTpana 3a npuenadere
noTeHuujanHux Kynawua, 3a rnoHygy v npogajy npoussoga wnuv ycnyra, npeysmmarba
nopyubuHa n ogropaparwa Ha nuTakwa. Tene-MapkeTUHr Momake KomnaHujama Aa
nosehajy npuxoge 1 cMawe TPOLLKOBE npoaaje.

[ANPEKTHN MapKETMHIr uMa MNyHO MNPeAHOCTU, anuM U HekMxX MaHa. Hekn cmatpajy
AVPEKTHU MapKeTuHr fgocahuearwem, [pyru ra cMmartpajy HenpasefHUM jep 4YecTo
unrba Ha paruBe Kynue, Kao WTo cy cTapuje ocobe. Hekaga ce y AMPEKTHOM
MapKeTUHry npeTepyje y npeactaBfbaky BeENMUYUHE, KapakTepucTuka, LeHe
npon3Boaa u ycnyra, 3agupe y NnpuBaTHOCT jep ce MMeHa M agpece noTpoLuaya goaajy
y 6a3e nogataka koMnaHuja.

14.6. WUHTepaKTUBHU MapPKeTUHT

Ca TexHONOLWKMM pa3BojeM, eNEeKTPOHCKM KaHanu KoMyHuKauumje cy noctanu Hajopxu
BUO KOMYyHMKaumje, Koju WCTOBpeMeHO omoryhasajy Behy WHTepakuujyy u
nHanBmayanusaumjy. JeqHocTaBHO, KOMNaHuje Mopajy uhu Tamo rae ce Hanase Kyrnuw,
a WX je CBe BULLIE Ha WHTEpHeTy. AMepuYKM NOTPOLLayYn MPOBOAE Ha WUHTEPHETY
npeko 25% ykynHor BpeMeHa Koju npoBeay Ha CBUM Meaujuma. 22

Pasnuuntn mogenu online komyHukaumje omoryhaBajy criawe nepcoHanu3oBaHuUX
cayMHteHUX MOpyKa, yCcMepaBawe MNPOMOLUMje Ha OCHOBY KIbyYHUX peyn nomohy
WHTEPHET npeTpaxuBada N uarpagkwy OyropovyHux ogHoca ca kynuuma. lNpegHocT
WHTEPHET MapKeTUHra je MepSbMBOCT, jep Ce HEroB yTUuaj MoXe jeQHOCTaBHO
npatTuTn npeko 6poja noceTtunaua, 6poja KIMKOBaA Ha CTPAHWUU WM OrflacHOM
NpocTopy, MNPOBELEHOM BpPEMEHy, Kao W yBuaa Yy cagpxaj Koju je nocetunay
npernegasao.

MehyTum, Kopuwherwe MHTEPHETA MMa U CBOje HegocTaTKe, jep MOCToju MoryhHOCT
cTBapawe faxHe crnuke (faxkHW KIMKOBM), Kao N rybrbewe KOHTpOone Hag OH JfinHe
nopykama, Koja mory 61t 3anoynotpebsrbeHe oa cTpaHe xakepa. Minak, MHorm cmaTtpajy
Aa npeHOCTU HagMallyjy HegocTaTke.

,AKO umall 6peHa koja rmobanHo obehasa, Heka To Oyae Ha TBOj HauyuH", pekao je
Russ Klein, 6uBwn npegcegHuk 3a rnobanHy MapkeTuHr, cTpaTervje U MHoBauuje

221 DMA Releases 2010 Response Rate Trend Report. (2010). Direct Marketing Association. June 15,
2010. www.the-dma.org (01.02.2018).

222 Ansari, A. & Mela C.F. (2003). E-Customization, Journal of Marketing Research, 40(2), p. 131-145.
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Burger Kinga. 3a wera je Kynay HajBaXHWjW, YaK U ako roBopu ,Jolle ctsapu” o
O6peHay. ,,3a Hac je BaxHuje OGBUTKM npoBokaTuUBaH Hero yrogaH“, gogao je Klein,
nmajyhu TuHejlepe y Buay Kao UuibHy rpyny. HouxoBa kamnaka ca nunetom Koju
roBOpM Ce nojaBuna Ha WHTEpHeT cTpaHuuama YouTube u MySpace, kako 6u
NCKOPUCTUIM NpeaHOCTU ApywTBeHe nose3aHocTu. [lpunvkom npocnase 50.
rogvwmue nonynapHor xambyprepa Whopper, komnaHuja je mywitepujama Burger
Kingovog pecTtopaHa y Las Vegasu caonwTuna ga je Taj xambyprep npuBpeMeHo
nsbavyeH u3 noHyde pecTtopaHa. becHe peakumje Kynaua CHUMIbEHe Cy W
nckopuwheHe Kao OCHOBa 3a TeneBuaujcke ornace u online Buaeo npukase. Npeko
neT MUIMOHA NOTpoLLaya norfneaasno je 0CMO-MUHYTHWU BUAEO, AoAaTHUX 14 MUNnoHa
nornegano je Tenesuanjcke cnotose Ha You Tubu, a MUNMOHKU Opyrux Cy Yynu unm cy
npoynTany o TOoMe YCMEHUM NyTemM Unu nytem wramne.??3

OcHoBHe KaTeropMje MHTEPAKTUBHOI MapKeTUHra cy:

WHTEPHET CTpaHe,
npeTpara ornaca,
BGaHepcku ornacu,
€NeKTPOoHCKa nowuTa.

S

[laHac ce He MoOXxe 3aMucnMTU nocrnoBakwe Ouno Kor nocrnoBHOr cybjekta 6e3
nocTojatba UHTEPHET CTpaHe, 0AHOCHO Beb cajTa. IHTepHeT cTpaHe umMajy 3a unrb aa
Ce Ha buMa npuKaxe LnIb, MUcHja, BU3Nja, UCTopuja, NPOU3BOAN UMK yCnyre Koje ce
HyZe. To je OCHOBHU MHCTPYMEHT Beb MapkeTuHra. [oTpoLuaymn npeko MHTepHeTa Mory
[a casHajy cBe O NpousBoAMMa WM ycrnyrama Komnaduvje, Mory ga nocrtasrbajy
nuTaka, Hapydyjy n Kynyjy npoussoge. Ja 6u UCKoOpUCTUN UHTEPaKTUBHY Npupoay
Web-a, mapkeTapu mMory ga npaBe cajToBe KOju [003BOSbaBajy Aa buno koja Bpcrta
Kynua moxe aa ogabepe BpCTy MHpopMaumja koja je ogroBapa Huxosmum notpedbama
n xerbama. [lpyrum peunma, 0obpo amsajHupaH cajT Moxe ePekTHO Aa KOMyHMumpa
ca knvjeHTUMa ©0e3 0063Mpa Ha HUXOBY IIMYHY UCTOpMjy ca OpeHOooMm unm ca
KOMyHMKaumjom. Kako noTpowadnm 4Yecto Tpaxe WH@opmauuje, HeKn of
HajycnewHnjux cajtoBa, kao WTO je P&G-oB www.pampers.com Hyge caBeTe O
poaouTerscTBy u He3un 6ebe. CajToBu Mopajy Aa dyay peaoBHO U YECTO axypupaHu u
Aa npyxajy crneuujanmsoBaHe MHGoOpMaLumje KONUKo rog je To moryhe, HapouuTo 3a
noctojehe notpowade. [nsajHmparwse Web cajToBa 3axTeBa NpaBrbeH-e CTpaHuLua Koje
npuBnade nNaxky v Koje Mory a ApXe naxwy npetpaxuBada, jep ako noTpoLayun He
Byay nmanu Nno3MTMBHO UCKYCTBO, B1he nx jako TeLwko NOHOBO npusyhn y npeTpnaHom
online cBeTy NYHOM KOHKypeHuuje.

223 2009 Gold Effie Winner. (2009). Whopper Freakout. Effie Awards. Effie Worldwide, www.effie.org
(02.02.2018).
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Cepam krby4Hux enemeHata (71]) avsajHa epmkacHe MHTEPHET CcTpaHe cy:2%

1. KoHTeKcT, uarneg v gu3ajH.

Cappxaj, kao LWITO Cy TEKCT, CriMke, 3BYK U BUAEO NpUKasu.

3ajegHnLa, OOHOCHO HAYMH Ha KOjU MHTEPHET cTpaHa oMoryhaBa KOMyHUKauUnjy
n3meny KoOpucHuKa.

Mpunarohaeaka pasnnunTUM KOPUCHULUMA N HUXOBUM CKITOHOCTUMA.
O6ocTpaHa kKoMyHuKaumja n3amehy MHTEPHET CTpaHe N KOPUCHUKA.
[MoBe3aHOCT ca ocTannm MHTEPHET CTpaHama.

MoryhHocT cnpoBolerwa TproBaykux TpaHcakumja.

w N

No oA

JegHocTtaBHOCT ynoTpebe je jeaHa OA4 OCHOBHUX MOXESbHUX OCOOWHA WHTEpHEeT
CcTpaHe, Koja nogpasymeBa fa ce: (1) ctpaHa yuntaBa 6p30, (2) ga je npea cTpaHa
pasymrbmBa (3) jeQHOCTaBHO YCMepaBawe€ Ha ocTane crtpaHe. ATpakTUBHOCT
WHTEPHET cCTpaHe ce ocwurypaBa: (1) npernegHowhy (CcTpaHe HWUCY npeTprnaHe
cagpxajem) (2) narneg M BeENUMUMHA TeKCTa cy untibmBm U (3) mnckopuwheHu cy
npeaHocTu 6oje u 3Byka.??>

YoburuajeHo je Aa UHTEpHeT cTpaHa caapxu cneaehe enemente:?6

1. lMpwuBnayaH Hacnos, Koju ONuUcyje KIiby4yHe NOro4AHOCTU Koje ce Hyae.

2. JegHocTaBHe CMepHUUe, jep KoMnvkoBaHe 1 3bynwyjyhe cmepHuue oaspahajy

noceTuoue.

3aHNMIbMBUM TEKCTOBM O MPOM3BOAUMA W ycryrama.

4. To3nB Ha akuujy, oOHOCHO oObjallrere HauynHa Kopuwhena, YKONUKO ce
noceTnoun oariyye 3a KOHKpeTaH npousBoa/ycnyry.

5. padomykn npukasm un otorpadumje y unrby Busyenusaumnje npoumssoga vnu
ycnyra v hUxoBuX NPegHOCTMU.

6. lNpujaBrbmBame HOBMX KOPUCHMKA, paan carnegaBawa 6poja nocetmoua

7. Tpenopyke 3a40BOSbLHUX KnvjeHaTa.

8. KoHTakT uHdopmauuvje (nowTaHCKa agpeca, eneKkTpoHcka nowTta, Opojesu
TenedoHa, gakca).

9. CrtpaHa nu4yHor npegcrasrbata (ocobsba, nocrnosawa u cr.).

10.CtpaHa 3a oaroBope Ha nNuTaka noceTunava.

w

Ca nojaBoMm uWHTepHeTa, NocebGHO ca pasBojeM online aykuuja, KOpUCHULMMA je
ONnaKkWwaHO [a YycrnocTaBe HajHMXKY LEHy CBakor npou3soga. Tako, Ha npumep,

224 Rayport, J.F. & Jaworski, B.J. (2001). E-Commerce. New York: McGraw-Hill, p. 116.
225 Kotler, P., Keller, K.L. (2012). Marketing management. 14th ed. Pearson: Prentice Hall, p. 541.

226 Gligoric-Vujnovi¢, B., Aleksi¢, J. (2011). Bankarski marketing, Banja Luka: Fakultet poslovne
ekonomije, str. 12-97.
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Typuctmnyka areHumja Tomac Kyk, (Thomas Cook), mehy npBuma je kopuctuna
MHTepHeT kako 6m ce onakwarna KopucHuMUMMa Aa je KOHTakTupajy, m3spLie nsbop,
KOHTPOSY 1 ynopeamBOCT ca ocTannm noHyaama. To je u pasnor wro je bpeHgupane
nocTano BaXHuje Hero WTo je nkaga éwuno.

[aHac oko nonoBuHe yKynHe online NoTpolwke oTnaga Ha nnaheHo npeTpaxuBare
(paid search) unu ornace nnahaHe no knuky (pay-per-click ads), npeko npeTpaxueaya
kao wTo cy Google, Yahoo nnu Bing. Ornawmneayv nnahajy UCKiby4MBO ako ce KIUKHe
Ha nMHKoBe. bpoj rbyaAn Koju KIMMKHY Ha ornac y npoceky M3HOCK BULLIE HEro nopyLibuHe
Ha OCHOBY Knacu4yHux online ornaca, a LeHa Mo KWKy 3aBuUCW o MOnynapHOCTH
Krby4He peun. Online npe3eHTaumje, 3a pa3nuky o4 LTamnaHux nsgawa, omoryhaeajy
nperneg oHe CTpaHuLe U OHe peydn Kojy noceTnoua HajsuLle nHTepecyjy. 3ato ce u
KOMnaHuvje Tpyae Aa HajouTHuje nHdopmMaumje noctaBe Ha BPX CTpaHULE Kao MNpBy
MHopMaumjy, kako 6u ce 3agpxana naxwa nocetumnava.

BaHnepckn ornacu (display ads) wnn uHTepHeT GaHepu (banner ads) cy manu
npaBoyraoHM OKBMPW Ca TEKCTOM WIIM CIMKOM, Koje KOoMnaHwje nriahajy kako ou mx
noctaBunn Ha opgroBapajyhy uvHTepHeT cTpaHuuy. Behu 6poj nocetunaua crpaHe
3Hauu 1 Behy LieHy ornacHor npocTtopa. Haxanoct, nyHO noTpoLuaya nako UrHopumily
BGaHep pekname 1 cknakajy Ux ca ekpaHa ca pop-up guntepuma.

EnektpoHcke nopyke (e-mail) omoryhaBajy KOMyHuKaunjy Koja Mopa 6utm
npaBoBpeMEHa, ycMepeHa W ofgroBapajyha. MapKkeTuHLUKY BpegHOCT e-nowTe je
moryhe nosehaTu Ha HEKOMNMKO HaunHa:??’

1. [JaBawem pasnora 3a oaroBapare Ha NpUMIbeHy MOLWTY, NnoacTvuajumMa Kao
WTO Cy urpe 3Hawa, Tparawem 3a ogpefheHum npegmeTvma, HarpagHuM
nrpama.

2. lNNepcoHanu3oBaweM cagpaja enekTpoHCKe NnowTe, NpeMa LuibHUM rpynama
(HNp. cnakwe NOTEHUMjanHUM KynuMma Komnjytepa nogaTtaka o MHoBaumjama mns
Te obrnactn, cnawe MatypaHTuMma cpefre LUKone nogartaka O CTyAMjCKUM
nporpammuma cakynreTa).

3. lNoHygoMm oHora WTo ce He Moxe JobuTu nytem obuyHe nowwite ( Hhp. NoHyaa
last minute TypncTUYKMX apaHxmaHa).

4. OnakwaBarem ofjaBrbMBaa, Kako KOPWUCHUUM He ou wupunu
He3a40BOSbLCTBO Ha Apyre 36or npobrnema ca ogjaBrbMBaHEM.

5. YcknahuBahe ca ocTtanuMm HauyMHUMa KOMyHUKauumje, Kao WTO Cy OPYLUTBEHU
Meauju.

227 Westlund, R. (2010.). Success Stories in eMail Brendating, Adweek Special Advertising Section to
Adweek. Bmndweek, and Mediaweek. p 5-12.
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Web nopyke kao Tekyhe pekname cBojoM ¢OpMOM ce CBe Buwe npubnuxkasajy
TpaguvuuoHanHuMm peknamama Ha TB-y. Bugen cy otuwinu jegaH kopak garbe u
noctann manu cdpunmosu. JegaH o nuoHnpa Web peknama Hemadku npomssohad
aytomobuna BMW je HanpaBumO cepujy BpnoO YCMeEwWwHMX peknama 3a Koje cy
aHraxoBanu nosHate pexucepe kao wTo je Guz Ritchie n rnymue kao wWTo je
Madonna.

Amepunyka komnaHuja Coke je cBoj rmobanHu 6peHg cnoraH ,,OTBOpU cpehy” pelumna
Aa nnacupa Ha Heyobu4yajeH HauMH Tako LUTO Cy npepagvnun cneuujanHu npoaajHu
ayTomar Koju je 6mo noctaBrbeH Ha YHuBepautety St. John y KBuHcy y Hoyjopky 1 kojn
je HasBaH 'MawwuHa cpehe’. [No3agmHa aytomara je 6una nosesaHa ca NPOCTOPUjOM y
KOjoj Cy ce Hanasunm cBu rbyau U cTBapu koje cy bune notpebHe kako 6u ce wuxosa
naeja nseena. Kaga cy ctyaeHTn, Koju 0 OBOME HUCY HULLTa 3Hanu, NoYenu aa Kopucte
aytomar, gobujanu cy npso camo numeHke Coke, a noTom pasHopasHe MokroH4ymhe
Kao WTOo cy BykeT CyHUOKpeTa, XUBOTUHE o BanoHa, ceHasunum o 2 meTpa, na yak
n Bpyha nuua. Hbouxose nsHeHaheHe n ogyLLeBrbeHe peakLmje Cy CHUMaHe CKPpUBEHOM
KamepoMm M o4 HUX Cy HanpasibeHu Buaen 3a YouTube koju cy gobvnn munuoHe
'XUTOBA' M KOjU Cy YaK noctanm ocHoBa 3a TB peknamy oa 30 cekyHau koja ce
npukasmeana y uenom ceeTy. Kao wTo Ham oBaj npumep nokasyje, Google-oB
YouTube cajT Koju genu Bugea je nocrao Bpflo BUTHO CpeacTBO 3a AUCTpUByuujy
BMAea U 3a 3anoynkane anjanora n cTeapame 3ajegHuue oko bpeHaa.

LWnpoka pacnpoctpaweHocT MobunHux ypehaja, koja npemailyje Buwe mMunujapam
anapaTta, WX 4YMHW BeoMa edUKaCHUM KOMyHuKauuoHum opyhem. Pactyhe
CnocoBHOCTM namMeTHMX MobunHMX TenedoHa, omoryhaeajy pga ce, nopepg
ctaHgapaHux CMC nopyka, warby 1 pasHn MOBUnHM ornacu. Y3 mMobunHe annukauuje
je moryhe ynosHaTu Kynue ca npousBoguMMa W ycriyrama y KpaTKOM BPEMEHCKOM
nepuogy. Tako je Hnp. Volkswagen naHcupao ceoj GTl mogen y CjeauweHe Amepuyke
Adpxase nytem iPhone annukaumje, npeysnmakwem annukauuje y ABa MUIIMOHA
npumMepaka 3a ceera Tpu Hegerobe. Takohe, Volkswagen je n y EBponu naHcupao VW
Tiguan y3 annukauujy 3a mobunHe ypehaje, TekcTyanHe nopyke n nocebHy NHTepHET
cTpaHy.??® Ha TpxuwtmMma y pasBojy, kao wTo je KuHa, Coca-Cola je kpeupana
HaLMOHamNHy KaMmnamwy Yy KOjoj je Tpakuna of cTaHoBHMKa [NeknHra ga nytem nopyka
norahajy Temnepatypy Yy rpagy CBakv aH, HEWTO BULIEe o Mecel, AaHa. Harpapga je
Buna oceajarbe jeAHOroAuLWHbNX 3anmxa heHnx nponssoaa. Kamnama je kao pesynraT
“MMana BuLle of YeTMPU MUMNMOHA NPUMIbEHMX NopyKa.?2°

228 Grill, A. (2009). Volkswagen Tiguan Mobile Advertising Case Study. London Calling. May 20, 2009,
www.londoncalling.mobi (01.02.2018).

229 Chao, L. (2007). Cell Phone Ads Are Easier Pitch in China Interactive Campaigns, Wall Street
Journal, January 4. p 12.

185


http://www.londoncalling.mobi/

LemepmuHaHme kpeupatba npernosHamsbugoe 6peHda y cagpeMeHUM MPXXUWHUM YCrioguma

14.6.1. MapKeTUHr yCMeHOM U JIMYHOM npeaajomMm nHdopmauumja

MoTpowaumn Kopucte ycmeHu npeHoc uHgopmauumja (word of mouth), ogHocHo
pasMmemnyjy WH(opmaumje Yy CBaKOOAHEBHOM pas3roBopy O WCKyCcTBMMA WIU
KapakTepucTukama npovssoga unu ycnyra. NosmTMBHO MCKYCTBO NOTPOLLAYa KOju OHK
npeHoce apyruma je 3anpaso MohHO cpeacTBoO npogaje, bunu aa ce npeHoce o ycTa
[0 ycTa, 6uno ga ce KOpUCTe ApyWTBEHe Mpexe, Kao wTo cy Facebook, MySpace,
YouTube, Twitter v gp.

14.6.1.1.  OpywTBeHn meauju

ApywTBEHN Meamju cy AaHac je4HU O KIbyYHWX HauvMHa NoBe3MBakba ca Kynuuma y
n3rpagrn OyropodHUX OAHOCA, AerbereM TeKCTyanHuxX fopyka, cnvka, ayamo u
BMAEO WHOopMaLmja n Apyrux cagpxaja. OpywTBeHu meauvju cy rpyna annvkauuja
3acHoBaHMX Ha WIHTepHeTy M Koju omoryhaBajy Kpeupawe M pasmeHy cagpxaja
KOpUCHMKa Koju ce reHepuwy.>° [pywtBeHn wmeauju omoryhaBajy cTBapama
MULLSbEHA jaBHOCTW.

lMocToje Tpu rmasHe nnatopme 3a ApyLUTBEHE Meauje:

1. online 3ajegHuue n popymu,
2. ©6norepwu (NojeanHum 1 mpexe kao wTo cy Sugar n Gawker)
3. OpywTBeHe mpexe (Facebook, Twitter n YouTube).

Online 3ajegHuue 1 opymu mory GUTM CTBOpPEHW O CTpaHe noTpoLlada, Koju
KOMyHUUMpajy MehycoOHO KpO3 pasMeHy nopyka W 3ajedHUYKUX Ouckycuja wu
npeacraerbajy 3Hadaj nssop mHdopmaumja 3a komnanuvje. Npumep ycnewHe online
3ajegHuue je Kodak Gallery koja npencrtaBrba 3ajegHuuy 3a pasmeHy maeja o
ynotpeby KogakoBux npon3sona, kao LWTO Cy AuruTtanHu poto-anapaTu. [penopyke
yHyTap 3ajegHuue noTtpoladya gosode A0 Yewhux m Behux KynoeuHa.?3t AnymHM
knybosu (knyboBwm cCBpLUEHUX CTydeHaTa pakynteTa) unu 3ajegHuue CcTydeHaTa
npencraerbajy 3HayajHy CTyQeHTCKy 3ajegHuLy.

Bnoroeu 3a uurb UMajy cnajawe Ibyau 3ajeQHUYKUMX UHTepeca W BaxaH Cy U3BOp
ycMeHe npogaje. lNMoctoju orpoman 6poj 6noroea, o4 OHMX 32 NU4YHY ynoTpeby namehy
npujaterba, 40 OHUX Yuju je unIb Jonupane [0 ogpeheHe unrbHe rpyne.

230 Kaplan, A. M. & Haenlein, M. (2010). Users of the world, unite! The challenges and opportunities of
social media. Business Horizons, 53(1), p. 59-68. https://doi.org/10.1016/j.bushor.2009.09.003.

231 Effie Awards, www.effie.org/downloads/2009 winners_list.pdf (003.02.2018).
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LpywTBeHe Mpexe Cy faHac jefaH o4 HajBaXXHUjUX MapKeTUHLUKMX Meauja. Mehy
Hajsehe OpywTBeHe Mpexe Moxe cnagajy Facebook, MySpace, koju je ycmepeH Ha
MY3uKy 1 3abaBy, Linkedin, unja unrbHa rpyna cy nuua opjeHTUcaHa Ha Kapujepy u
Twitter, koju omoryhaBsa CBOjUM YNaHOBUMa [a ce noseasyjy nytem rnopyka unm Twitt-
oBa. Heke gpywtBeHe Mpexe Kao wWTo cy Sugar u Gawker Hyge noTpowladnma
jeQHoCcTaBaH HayvH Oa Hayye o4 OpYrnMxX M UCKaxy CBOje MULLIbEHE U CTaBOBE
apyrmma. HekomepumjanHa npypoda APYLWTBEHUX Mpexa YvMHM fa UX NojeanHun u
KOoMnaHuje kopucte paau mehycobHor nosesmBana. [laHac Benvku 6poj komnaHuja
nma Facebook ctpaHy unu je HaTwitter-y. 3HakoBu ,,Cnegu me Ha Twitter-y“ nojaBunu
Cy Ce Ha BpaTuMma ¥ Npo3oprMa MHOMMX TproeuHa.3?

MoTpoway Huje Buwe 6e3nnyHM CTaTUCTUYKK NogaTak y u3selwlTajuma, Beh je nocrao
aKTUMBHM yyecHUK y rpahewy OpeHga. ogenu, 03HayuM M KOMEHTapuLIM Cy HOBE
MaHTpe noTpollada Ha apywTBeHuM mpexama. Cnvka 59 npukasyje ogHoc 6peHaa u
noTpoLllaya npe v nocre nojase ApYyLUTBEHNX Mpexa.?33

Mpe ApywTBEHUX MpexXa

_— MoTpoway

Mocne gpylwTBEHUX Mpexa

Cnuka 59: OdHocu nompowaya u 6peHdoa

Useop: Wheeler, A. (2009). Designing Brand Identity. John Wiley & Sons, Inc, p. 73.

[Ba cneunduyHa obnvka ycmeHe npeaaje nHdopmauuja cy MapkeTuHr rmacuHa (buzz
MapKeTUHr) N BUPYCHU MapKeTWUHr (viral mapkeTuHr), umnju je umrb ga y3bypkajy

232 A Peach of Opportunity. (2010). Economist. January 30, 2010, p. 9-12.

233 Wheeler, A. (2009). Designing Brand Identity. John Wiley & Sons, Inc. p. 73.
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MapKETMHLLKO TPXMLLTE Kako 61 ce npukasao ogpeheHn 6peHa. MapkeTuHr rmacuHa
reHepuile y36yhere, cTBapa nyonMuUTET U NMPEHOCK HOBE peneBaHTHe nodaTke o
OpeHay Ha Heo4YekMBaH MIMK Yak npeTepaH HauyuH.>3* BUpycHU MapKeTUHr je obnuk
ycMeHe npefaje unu npenaje nytem Knvka MULLEM KOjU MoAcTvde mnoTpoluadve Aa
npeHoce ayavo, BMOEO UM NucaHe MHdopmaumje Be3aHe y3 npousBode W ycryre
KOMMNaHWje Koje ce BUPYCHO MOry NOAenuTY ca MUNMMOHUMA APYruX Ibyam.23°

Komnanunja BzzAgent u3 boctoH, CAL, je cknonuna MHTEpHauUWOHarHy MeanjcKy
Mpexy ycMmeHe npepaaje Kojy je nokpeHyno 600.000 rbyanm koju cy BOSIOHTUpajyhun
LWMPUNN NO3NTUBHE BECTU O NPOM3BOAUMA KOje cMaTpajy BpeaHumMa. Linrs komnaHuje
je Oa cnaja noTpollaye ca npovssoanma, MHpopmaumjama u gurutariHaMm anatuma
Kako 6u Wwnpunu Muwrberwa nyTem CBoje cTpaHuue OpywTBeHnx meanja, BzzScapes.
YyecHnun BzzAgenta cy npowmpunu cBoje Nu4He norrege u Myiberwa Ha rotoBo
100 MununoHa npujaterba u nopoauua.>

MpBoGUTHa M HajcTapuja BpCTa AMPEKTHOr (HEMOCpPeaHOor) MapKeTUHra je npogaja Ha
TepeHy Kaja cy ce KOMMnaHuje ocrawane Ha npodecuoHarnHe npogajHe cHare unu
3anowurbaBane npeacraBHuKe npounssohaya u areHTe. MHora KomnaHuje, kKao LTo cy
Amway, Avon, Mary Kay, Merrill Lynch kopucTe HenocpegHe npofajHe cHare.
Amepuyke KOMNaHuje Tpolwle Ha npofajHe cHare Bule Hero Ha Oowno Kojy apyry
NPOMOTMBHY MeToay.?3’"HefocTaum oBor o6nvka npofaje cy BUCOKM TPOLLKOBY niaTa,
nposusnja, 6oHyca, NyTHMX TPOLLKOBa 1 6eHeduumja, Tako Aa KOMNaHWje NokyLlaBajy
nosehatn npoAyKTUBHOCT npofajHe cHare nytem 6orbe cenekuuje, TPEHWHra,
Hag3opa, MoTuBaumje 1 HakHaaa.

234 Rosen, E. (2000). The Anatomy of Buzz. New York: Currency, p.191.
2% Silverman, G. (2001). The Secrets of Word-of-Mouth Marketing. New York: Amacom, p. 1-27.

236 hitps://www.bzzagent.com/ (03.02.2018).

287 Employment by  major  occupational group, 2008 and projected 2018,
http://www.bls.gov/emp/ep table 101.pdf (03.02.2018).
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15. BYOYRHOCT BPEHOUHT A

CtpaTternja n TakTUKe KOje ce BOAEe Y MapKeTUHry cy ce ApaMaTW4yHO NpOMeHune
ycrneg nNpPOMeHa Yy €eKOHOMCKMM, MOMUTUYKUM, TEeXHWYKMM, nerarnHuMm, COLMO-
KyNTYpPOJIOLLKOM OKpYXeky. Heke o Tux npomeHa cy:

Bp3e TexHonoLke npomeHe

Beha oBnawhera notpoLuava

dparmeHTaumja TpagMuMoHanHux meamja

MopacT MOBUNHUX MapKETUHLLKMX onuuja (TenedoHn, TabneTtu, nTa.)
lMoBehare KOHKYypeHLUuje n npubnmxkasawe MHOYCTpUja
MobGanusaumja n nopacT TpXxuwTa y pasBojy

MojayaHa Bpura o oKpyxehy, 3ajeAHNUN U APYLUTBEHUM NUTakmMma

NoOos~ODdDPR

HaBegeHe npomeHe, Kao M npomeHe y obnactu npueaTusauvje n perynaumje cy
npyxune noTpoLladnmMa n KomnaHvjama HoBe MOryRHOCTM, Kao LUTO je npuKasaHo y
Tabenun 17.238

Tabena 17: Hose mo2yhHOCMU y cagpeMeHUM EKOHOMCKUM ycrioguma

Useop: no y3opy Ha: Keller, K.L. (2013). Strategic Brand Management - Building, Measuring, and
Managing Brand Equity. Pearson Education Limited. 4th ed. p.71-75.

v/ Mory ga kopucte MHory Behy notpoluayky moh
v/ MOry fia Kyne MHOro pasnuyntuje Npou3Boae u ycnyre
V' Mory fa 8obujy orpoMHy KONMuMHYy MHOpMaLuuja o cBeMy
MoTpowaun v MOI’y-M.HOFO nakwe Aa KoOMyHWUMpajy ca mapkeTapuma kKaga rnopydyjy wnm
Robujajy poby
v/ MOry fja KOHTaKTMpajy Apyre notTpoLuadye 1 ynopeae MHdopmaLuuje n UckycTea
0 npoussoay
v/ MoOry Aa BoZe jauu 1 HOBM UH(OPMALMOHN M NPOAAjHKN kaHan ca nosehaHum
reorpadpckum gocerom kako 6w MHopmucanu u npomoBucanu CBOjY
KOMnNaHwujy n nponssoae
v. MOry pa cakyne noTnyHuje W HoBe UWHdOopMauuje O TPXULITMMA,
Komnaruje ) noTpoLuaymma, NpocnekTumMa Unmn KOHKypeHuuju .
MOry [fa cnposedy [OBOCMEPHY KOMYHMKauujy ca noTpowayuma  wu
npocnekTumMa u yHanpege eukacHoCT TpaHcakuuja
v MOry fda lwarby pekrname, KynoHe, npomouuje u uHdopmauuje Mejnom
noTpoLla4ymMmMa 1 NpocnekTMma Koju UM aajy Ao3sosny
v/ Mory fa npunaroge cBojy NOHyAy W ycryre MHANBUAYanH1UM noTpoLlavnma

238 Keller, K.L. (2013). Strategic Brand Management - Building, Measuring, and Managing Brand Equity.
Pearson Education Limited. 4th ed, p. 433-536.
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v/ Mory da noborbluajy KyrnoBvHy, 3anolurbaBate, TPeHpake Kao U MHTEPHY e
€KCTepHY KOMYHMKaLujy

Bp3a ekcnaH3nja nHTepHeTa u dparmeHTaumja Mac-meamja cy ctaBunm noTpedy 3a
nepcoHann3oBaHUM MapKeTUHIoM y Npeu nriaH. MHorm un garse cmaTpajy Aa MoaepHa
€KOHOMMWja crnasn Mmoh uHAMBMAYanHor notpowaya. JegaH o4 HajounTujux npumepa
npoAasal Ha MHTepHeTy Amazon, Koju KopucTu codpTBep 3a 6a3e nogataka kako 6u
npaTMo KyrnoBHE HaBMKe CBOjUX [MOTpoWlaya M Ccrao UM nepcoHann3oBaHe
MapkeTuHLLKe rnopyke. CBaku NyT Kaga noTpowlad Kynu HewTo ca Amazon.com, OH
pobuja nponpaTtHM Mejn Koja cagpXu nHdopmMaumje o gpyrum NpomsBogmMmMma Koju mx
MOry MHTepecoBaTH y 3aBMCHOCTU 0f, Tora LTa cy Kynunu. Ha npumep, ako HeKo Kynu
Kioury, Amazon he My nocrnaTtu Mejn ca NMCTOM HacroBa Kkura o UCTOr nucua unm
NNCTY KhUra Koje cy ce cBuaene apyrum Kynuuma Koju cy Kynunu ucty kreeury. Camo
jeAHUM KNMKOM noTpolwlavn aobwujajy getarbHujy mHdopmaumjy. Amazon Takohe
NnepuoanyHoO Wwarbe Mejn ca MHopMauujom O HOBUM MPOM3BOAUMA, cneuujariHiM
noHygama u pacnpogajama. CBaka rnopyka je cKpojeHa npema WHAUBUAyarTHOM
noTpoLwlavyy Ha OCHOBY H-E€roBUX NPEeTXOOHUX KyrnoBuHa u ogpeheHux npedepeHum,
Kako je Kynay, pekao Aa Xenu. AMasoH Mma BpJSio BENVKY U AeTarbHy JIMCTY CBUX
NPeTXOAHNX KYMOBMHA CBaKOr O HMXOBUX Kynaua v npegraxe WUpoK AujanasoH
npoussoaa.

3Hayaj, jeAHOCTaBHOCT M JbYACKOCT, he pasnukoBaTn bpeHaoBe y OyayhHOCTMW.

[a 6n ycneo y 6yayhHOCTM, MapkeTMHr mopa 6uTu BuULWE ,,XONUCTUYKK,” a Mare
OorpaHuyeH Ha PyHKUNjy oferbera. MapKeTUMHLLKM CTpyYHaumn Mopajy noctuhmn sehn
yTuUaj y KOMMaHwuju, HenpecTaHO CTBapaTu HOBE uieje U TEeXUTU pasymeBahy
KnujeHata n Tpetmpatn KnujeHTe Ha 3acebaH, anu npuknagaH HaymH. OHM mopajy
rpaguTn ceoje bpeHgoBe BehM OenoM Ha YCrNeLWwHOCTHN, a MakbUM NyTEM NpomMmoLumje.
Mopajy no4yeTn nocnoBatn eneKTPOHCKUM NyTeM M NobeanTn Ha OCHOBY BPXYHCKUX
MHopMaunja N KOMYHMKAUMOHMX MexaHu3ama. Tabena 18 npukasyje Heke of
HajOOrbNX MapPKETUHLLIKMX NPaKCU.

Tabena 18: lNposepa MapkemMuHWKe usgpcHocmu: Hajbosbe npakce

Useop: Kotler, P., Keller, K.L. (2012). Marketing management. 14th ed. Pearson: Prentice Hall. p. 646.

lMpoBepa MapKeTHHLLKE U3BPCHOCTU: Hajborbe npakce
Jlowe Hdo6po U3BpcHO
YcmepeH Ha npoussof YcmepeH Ha TpxuwiTe YcmepaBsa TpxuLITe
YcmepeH Ha MacoBHO YcmepeH Ha cermeHT YcMmepeH Ha HULWWY n
lMoHyna npoussoaa Beha noHyga npoussoga MoHyga pellena 3a
lMpoceyaH kBanuteT Borbn og npoceyHor JlerenpapaH
lMpoceyaH kBanuTeT ycnyre Bosba of npoceyHe JlerenpgapHa
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YcMepeH Ha Kpajhiy Nponssog — YCMepeH Ha OCHOBHM MPOun3Bos YCMEPpEeH Ha OCHOBHY
crnocobHocT
YcmepeH Ha dyHKUKjY YcmepeH Ha npouec YcmepeH Ha pesynTtaT
Pearyje Ha KOHKypeHTe Mepu ce ca KOHKypeHTUMa lMpecTnxe KOHKypeHTe
WNckopuwhasawe gobaerbada  [1poTexupane oapeheHunx MapTHepcTBO C
WckopuwhaBare 3acTynHuka Moaplka 3acTynHuumMma MMapTHepcTBO Ca
YcMmepeH Ha ueHy YcmepeH Ha KBanuteT YcmepeH Ha BpegHoOCT
MpoceyHa Gp3nHa Borba og npoceka JlerengapHa
Xunjepapxuja Mpexa Tumcku pag
BepTukanHo nHterpmucaHa XopusoHTanHa opraHusauuja CTtpaTteluke anujaHce
YcMepeH Ha akumoHape :/pc;:lzpeH Ha HTEpecHo-yTLane YcMmepeH Ha ApyLUTBO

Y cBe KoMMnekcHujem ceeTy, OpeHOoBu Kojuma ce pobpo ynpasrba Mory ga
nojeqHOCTaBIbyjy, KOMYHMUMPAjy, OTKIOHE CYMH€ W TpyXe BaXHO 3Hayewe
noTpoLuaynma.?3

BpeHOoBu cy npexueenu Kpo3 BEKOBE 3aTO LUTO Cy UManu kpajie oyHaaMeHTanHy
cBpxy. Y Hajborbem crniyyajy, omoryhaBajy notpowaymma ga cMmake pusvk n goobujy
Behy XMBOTHY caTucdakunjy. CHaxxHU GpeHOoBM MOry noHeka Oa YYMHe XUBOTe
noTpowava mMHoro 6orbmm. Ynora n yHkuuja 6peHgoBa je Tako doyHAaMEHTasnHo
CBENpuCyTHa 1 LeweHa o cTpaHe noTpoluaya Aa je Telko nosepoBaTth Aa he huxosa
noTeHuujanHa BaXXHOCT onacTMu.

MehyTum, ynpaerbawe GpeHaoBMMA y UMby OOCTU3aka HMXOBOr NMoTeHuujana m
[Narbe npeacTaBrba M3a3oB KakaB je U Hekaga 610.240 MapKeTUHLLKO OKpYXeHe ce
yBEK Meka, anv y nocrneawoj AeueHuju Temno npomMeHe ce 3HaTHO YOp3ao.
MoTpowaum cy cBe pasHonukmju, obaseluTeHnju n MohHuju. FOTOBO CBAKO TPXMULITE
MCKYyCUIO je noBehawe KOHKYpeHuuje Kao pesyntaT ynacka rnobanHux dupmu,
npMBaTHUX pPOOHMX Mapku, W Mera-bpeHgoBa y MNOBE3aHMM  KaTeropujama.
TexHonorunja koja ce ybp3aHoO Mena AyOOKO je yTuuana Ha TO Kako noTpoLuaydn xuee
N Kynyjy M Kako mapketapu yvye o notpebama v xerbama noTtpoLuada v ynpaerbajy
cBojum 6peHpoBuma. KoHayHo, 036urbHa ekomnoLlka, couunjanHa, kKao 1 3abpuHyToCT
3ajegHuULEe NPUCYTHA je LIMPOM CBeTa.

LLlecT GpeHauHr MMnepaTuBa Koju Mory noMohy meHaliepuma y ynpasrbaky 6peHaom
y rogMHama Koje gonase cy:?4

239 Kelly, F.J. Ill & Silverstein, B. (2005). The Breakaway Brand. New York: McGraw-Hill, p. 25-74.
240 Gerzema, J. & Lebar, E. (2008). The Brand Bubble. New York: Jossey-Bass, p.11.

241 Keller, K.L.. (2013). Strategic Brand Management - Building, Measuring, and Managing Brand Equity.
Pearson Education Limited. 4th ed, p. 506-510.
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1. MMoTnyHO 1 Ta4yHO y3eTn y 063Mp noTpoLuaya y 6peHamHr jeqHaunHm

dokycmpaTti ce Ha noTpoLllaye 1 Npeno3HaTh WTa 3Hajy U He 3Hajy o BpeHaoBMMa U
WTa >Xene wn wTa He Xene pga pobujy on 6OpenpoBa. AHraxoBaTn ce Y
,AapTULMNATUBHOM MapPKETUHIY" y TOM npoLecy.

2. ihmn kopak pgarbe o nepcopmMaHcy Nponssoaa U paumoHariHUX KOPUCTU

Kpeupatn pobpo-gusajHupaHe npous3Bode W ycryre Koju npyxajy KOMMIeTHY
rapHUTYPY pauMoHanHUX 1 eMOLMOHANTHUX KOPUCTW.

3. NoTNyHO NCKOPUCTUTN MapPKETUHLLIKK nporpam, Koju Tpeba ga byae wmpwu og ckyna
CBOjUX genosa

Pa3BuTK NOTNyHO MHTErpucaH KaHas n KOMyHUKaumjcke cTpaTtervje Koje onTuMarnHo
cnajajy cBoje NpedHOCTN U HegocTaTKe.

4. PasymeTun gokne ce moxe ctuhu ca 6peHgom (M kako)

[v3ajHpat 1 MMNNeMeHTMpaTM HOBM pasBoj npou3Boga W cTpatervjy 6peHn
apxXuTeKType Koju MaKCcMMupajy OYropodHM pacT Kpo3 CBe NPOM3BOA4E Y MOHyAM,
noTpoLlayke cermeHTe 1 reorpadpcka TpXxuLuTa.

5. YunHutu ,npaBy ctBap“ ca bpeHgosmma

MpuxBaTUTM KOpMNOpPaTMBHY APYLITBEHY OATOBOPHOCT M ynpaerbatu OGpeHaoBuMa
[YropoYHO

6. Y3etn y o63mp wmnpy nepcnektuBy edekata bpeHavHra. 3Hatu wrta ycnesa (U
3awTo) OnpaBgaTtu UHBECTMUMjEe ¥ BpeHa U ocTBapuTn Aybrbe pasymeBawe cHare
OpeHgoBa.

Y HapegHuM rognHama gohm he go cnegeher passoja gorahaja:

1. HectaHak ogerbera 3a MapKeTUHT U YCMOH XONMUCTUYKOT NPUCTYNa MapKeTUHTY.

2. HecTtaHak mapkeTuHra Koju TpoLuM NPOM3BOSbHO U YCNOH MapKeTUHra Koju ce

6asmpaHn Ha noBpahajy y ynoxeHo.

HecTtaHak MapKeTUHLLIKE UHTYULMjE U YCNIOH HayKe O MapKeTUHTY.

4. HecTtaHak MaHyenHor MapkeTUHra U YCroH ayToOMaTM30BaHOr U KpeaTUBHOT
MapKeTUHra.

5. HecTtaHak MacoBHOI MapkeTUHra 1 YCrnoH MapkeTUHra NpPeumn3HoCTH.

w

Kako 61 ce cnpoBene oBe MPOMEHE U MPUMEHUO MCTUHCKU XOMUCTUYKU MPUCTYM,
noTpebHo je HayunTn nayhe BeWTNHE N CNOCOBHOCTH:
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Ynpasrbake ogHOCUMa ca KIMjeHTMMa.

Ynpasrbake ogHOCMMa ca napTHepuMma.

MapkeTuHr 6a3e nogataka n pygapewe nogataka (data-mining).

YnpaBrbake KOHTaKTHUM LLIEHTPOM U TENEeMapKeTUHT.

MapkeTuHr opHoca ca jasHowhy (ykrbydyjyhm MapkeTuHr porahaja wu
CMOH30pCTBA).

Marpagra 6peHpa n ynpaerbawe MMOBMHOM BpeHaa.

MapkeTuHr JoXuBerbaja.

MHTerpnpaHe MapKkeTUHLLKE KOMyHUKaLnje.

AHanusa npomTabunHOCTN NO CErMeHTY, KNUjeHTy, KaHany.

akrwnNE

© o NO

lMocToje MHOre NOrogHOCTM y MapKeTuHry 21. Beka, ann ce Mory ocTBapuTu camo ys3
MYKOTpNaH pag v AoMulsbaTocT U HagaxHyhe. HacTtajy HoBa npaBuna v npakca 1 oBO
je y3byaromeo noba 3a mapkeTuHr. Peun amepudkor nucaua 3 19. seka Ralpha Walda
Emersona Hajborbe ogpaxaBajy gaHalwwky cutyaumnjy: ,,OBo je noba obpo kao cBako
Apyro, camo Mopamo 3HaTu wTo hemo ca hume HanpaBuTn.”
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16. PesynTtaTu ucTpaxuBama

16.1. KapakTtepucTtuke ysopka v AeCKPUNTUBHE CTaTUCTUKE

16.1.1. KapakTepuctuke y3opka u 4eCKpUNTUBHE CTaTUCTUKE

EmMnupumjcko TecTMpane xunoTtesa, Ha OCHOBY NMPBOT YNUTHUKA, je CNpoBeaeHOo Ha 6a3un
aHKeTHOr UCTpaxuBawa Ha Y30pKy of 163 wucnuTaHuka Koju npeacTasrbajy
opraHusaumjy y Kojoj Cy ucnutaHuum 3arnocrneHn. AHKeTHU YNUTHUK ce cacToju of 5
rpyna nutama:

e OCHOBHE KapaKTepuUCTUKe opraHusauuje

e OpengupaHoCT Nnpoussogal/ycnyra opraHmsaumje

e KBanUTET MapPKETMHLUKMX aKTUBHOCTM OpraHusaumje

e ynoTpeba TpaguuMoHaNHOr W  EeNneKTPOHCKOr npomoBucawa 6bpeHaa
opraHusaumje

e 3Hauyaj NojeaMHa4vyHUX hakTopa 3a bpeHanpare

lMpBa rpyna nutawa ce OOHOCWU Ha opraHusauujy y Kojoj je UCMUTaHUK 3anocheH,
HapegHe Tpu KaTeropvje Ha CTaBOBe MCMUTaHMKa O KapakTepucTukama bpeHpa u
MapKeTUHLLKMX aKTUBHOCTU npunagajyhe opraHusauuje, a nocnegha rpyna Ha
CTaBOBe O 3Hauajy pa3Hux dpakTopa Ha npouec bpeHaupara y onwTemM CMuUcy.

16.1.1.1. OcHOBHe KapaKTepuCcTUKe opraHusauuja

OcHoBHe KapakTepucTuke opraHusaumja obyxBaheHe aHKeTHUM WCTpaxuBareM
YKIbY4yjy OenaTHOCT (MpOoM3BOAHA, YCIyXHa, MewoButa), 6poj 3anocrneHnx, Konmko
rognHa nocnyje n Koju je reorpadcku obyxsaT nocrnoBaka (fokanHo, perMoHarsnHo,
HaunoHanHo, MehyHapoaHo).

Ounctpmnbyumja opraHmsaumja y 0gHOCY Ha AenaTHOCT npukasaHa je Ha cnvum 60. Y
ANCTPUBYLMjU opraHMsaumja y OOHOCY Ha AenaTHOCT Kojy obaBrbajy AoMUHMpa
ycnyxxHa genaTtHocT (oko 60%), y ogHocy Ha npon3BoaHy (oko 20%) n mewoBuTy (OKO
20%). C o063vpomM Ha 3Ha4vaj [enaTHOCTM Kao OCHOBHOI dakTopa Koju
npeaeTepMUHNMLLE NOCNOBake OpraHusauuje, octane KapakTepucTuke opraHusawmja
Cy aHanuanpaHe y ogHocy [enaTHOCT opraHusauuje
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Organizacija u
kojoj radite
obavlja:

i proizvodnu i

B usluinu
delatnost

proizvodnu
.delatnust

Dusluinu
delatnost

Mbez odgovora

Cnuka 60: [lenaTHOCT opraHu3aumja

U3eop: kankynayuje aymopa

Ounctpubyumja opraHmsaumja no Opojy 3anocneHux npukasaHa je Ha cnvumn 61. Y
Y30pKYy je HewTo 3HauvajHuje yydewhe opraHmsaumja ca Behum OpojeMm 3anocneHmnx
(npeko 50), anu je guctpubyunja ysopka reHepasnHo yjegHayeHa y OOHOCY Ha OBY
KapaKTepUCTMKy 1 ctabunHa y 0gHOCY Ha AenaTHOCT Koje npeay3ehe obasrba.
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Orpanizacija u kojoj
100.0%— radite ima:
Mo 9 zaposlenih
od 10 do 49
zaposlenih
80.0%7 od 50 do 249
zaposlenih
- preko 250
o .'.:.apuslenih
Q 60.05 Cbez odgovora
o
o
=
o
40.0%
20.0%
0.0%
i projzvodnu profzvodnu usluzno bez
fusluinu  delatnost  delatnost  odgovora
delatnost

Organizacija u kojoj radite obavlja:

Cnuka 61: OpraHusauuje npema 6pojy 3anocneHmx
U3eop: kankynayuje aymopa

MocmaTpaHo NO OYXWHW BPEMEHCKOr Mepuoda MocroBakwa oOpraHusaumje,
npukKasaHoM Ha cnvum 62, OOMWHMPaAjy OHe Koje nocnyjy Kpahe oa 25 roguHa,
HaApPoO4YNTO KO OpraHusauunja Koje ce OaBe wmewosButoM pgenartHowhy. OBaksa
pacrogena je odekvBaHa umajyhu y Buay ga je sehuHa opraHusauumja y npMBaTHOM
BMACHULLTBY 3anoyeria NocnoBawe HAKOH OpYLUITBEHO-NONIMTUYKMX NPOMEHa C Kpaja
ocamMaeceTux, Hacnpam LUKOMCKMX WHCTUTYyUMja W jaBHUX npegy3eha Koje
npeosnagasajy y CTPYKTypu opraHusaumja koje nocnyjy gyxe og 25 roguHa.
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Koliko godina
posluje VaSa
organizacija?
M do 10 godina
I 11-25 godina
[J26-50 godina
B 51-75 godina
[preko 75 godina
B preko 100 godina
Ebez adgovora

procenat

i projizvodnu profzvednu usluZnu bez
fusluznu  delatnost  delatnost  odgovora
delatnost

Organizacija u kojoj radite obavlja:

Cnuka 62: OpraHusauuvje npeMa gy>XMHU nocrnosara
U3eop: kankynayuje aymopa

Ounctpubyumja opraHnsaumja no reorpadpckom obyxsaTy NnocrioBawa nprkasaHa je Ha
cnuum 63. MNMpumeTHO je Behe y4velwwhe opraHm3aumja koje nocnyjy Ha MehyHapoaHOM
N PErMoHanHOM HMUBOY Y CTPYKTYpPU OpraHu3aumja npon3BoaHNX AeNaTHOCTM Y O4HOCY
Ha YCNyXHe, KOA4 KOjUX AOMUHMPpA JOKanHW W HauuoHanHu Hueo. OBaksa
anctpubyumja je Takohe odvekmBaHa ¢ 063MpPOM [a Cy NPOU3BOAHE OpraHusauuje
N3BO3HO OpUWjeHTUCaHe, OOK Ce YCNy)XHe opraHusauuje y Koje HMp. cnagajy u wkosne
NPeTeXHO NOChyjy Ha NOKanHOM U HaLMOHANTHOM HUBOY.
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Vade organizacija

100.05% posluje:
na lokalnom
nivou
na
&0.0% .m_edunarudnum
nivo
- [na nacionalnom
I nivou
S 60.0% e regionalnom
= nivou
= Obez adgovora
40.0%

i projizvodnu proizvodnu usluznu bex
fusluznu  delatnost  delatnost  odgovora
delatnost

Organizacija u kojoj radite obavlja:

Cnuka 63: OpeaHu3auyuje npema 2eozpaghcKoj pacrnpocmpareHocmu
U3eop: kankynayuje aymopa

16.1.1.2. BpeHaupaHocT npousBoaal/ycnyra opraHusaumje

CtaBoBM ucCnMTaHUKa NO NUTakwy OpeHAMpaHOCTU opraHusauuje y Kojoj page cy
obyxsaheHu cnegehom rpynom nutama:

e Bawa opraHusauuja nma npoussoge/ycryre koju cy 6peHgmpaHun?

e [lpoussoagwn/ycnyre Bale opraHusaumje umajy ogpeheH 3awTuTHU 3HaK?

e KpanuteT 6peHaa Bawe opraHusaumje?

e KBanuteT AmsajHa 3aWwITUTHOr 3Haka Bawwmx npounssogal/ycnyra?

e [lpenosHaTtrbMBOCT Bawwnx nponssogal/ycrnyra BaH rpaHuua Halle 3eMrbe?

MoganuTteTn oarosopa Ha npBa ABa NuTaka Cy HOMUHArHor kapakrepa (4a, He unu
He 3HaM), JOK Cy MoJanuTeTn o4roBopa Ha ocTtana nutawa opAnHanHe npupoae (o4
1 3a Hajmama oueHy Ao 5 3a Hajsehy oueHy). 30or Tora je y cnyyajy npea fBa nutamwa
npukasaHa guctpubyumja opraHusaumja y OAHOCY Ha NocMaTtpaHy KapakTepucTUKy,
[OOK je y ocTanum criyyajeBuMmMa fnpukasaH npocek Kao Mepa LeHTpanHe TeHOeHuuje
BPeQHOCTU NocMaTpaHe KapaKTepucTUke.
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Cnuke 64 1 65 npukasyjy y Kojoj Mepu opraHmnsauuje obyxsaheHe yaopkom 6peHaupajy
CBOje Mpou3Bode, OOHOCHO KopucTe ogpeheHu 3aWwTUTHU 3HaK 3a BU3YerHy
ONCTUHKUMjY CBOjUX npoussoda. Buwe o nonosuHe nocmatpaHux opraHusauuja y
y30pKky ©OpeHaupa cBoje npoussoge unu ycnyre. [locmMatpaHO NO AenaTtHOCTH,
NPMMETHO je Aa je y YCNyXHOoj AenaTtHoCcTuK yyelwwhe opraHu3auuja koje He 6peHaupajy
npou3soge/ycnyre HewTo Behe y 0AHOCY Ha NPOM3BOAHY M MeLLoBUTY aenaTtHocT. C
apyre cTpaHe, kopuwhere 3alTUTHOr 3Haka je reHepanHo 3acTynsbeHuje u
yjeoHa4eHo npucyTHO Mehy opraHusaumnjama pasnuyunTux genaTHoCcTu

Va%a organizacija
| ima
100.0% proizvode fusluge
koji su brendirani
M da
80.0% Mne
Obez odgovora
-—
£
5 60, 0%
]
=
=
j= 5
40.0%7
20.0%
[ 1 [ I

i proizvodnu proizvodnu usluZznu bez
iusluznu  delatnost  delatnost  odgovora
delatnost

Organizacija u kojoj radite obavlja:

Cnuka 64: OpzaHusauyuje npema bpojy bpeHOupaHux
rnpouseodalycnyea

U3eop: kankynayuje aymopa
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Proizvodifusluge
100.0% Vase organizacije
imaju odreden
zastitni znak
M
80.0% M re
Obez odgovora
-—
=
& B0, 0%
]
=]
i
o
40.0%
20.0%
0.0%= T T
i profzvodnu proizvodnu usluZnu bez
fusluznu  delatnost delatnost  odgovora
delatnost

Organizacija u kojoj radite obavlja:

Cnuka 65: OpeaHu3sayuje Yuju ripoussodulycnyze umajy oopeheH
3aWwmumHuU 3HaK

U3eop: kankynayuje aymopa

Y Tabenu 19 npukasaHe cy NnpoceyHe oueHe kBanuteTa bpeHaa opraHmsaumja. OueHe
KBanuteTa OpeHOa W KBanuTeTa [Au3ajHa Cy BUCOKE, AOK je MefyHapogHa
Npeno3HaTIbLUBOCT HewTo cnabuje oueweHa, anu 1 garbe u3Hag MegunjaHe mMepHe
ckane (MepHa ckana 1 — 5, meagmjaHa 3). locmaTpaHo No genaTtHocTuma, NPUMETHO
je Oa opraHusauuvje MeLloBUTe AenaTHOCTU Yy NPOCEKY UMajy HajBuLle, a YCnyxHe
HajHWKe oueHe kBanuTeTa OpeHpa. OBa pasnuka je HapouuTO M3paxeHa Kopg
MefhyHapoaHe Npeno3HaT/bUBOCTY, LUTO je Y CKay ca KOHcTaTaumjoM fa Cy YCIy>XHe
opraHusauuje sehum genom ycmepeHe Ha gomahe 1 nokanHo nocrioBame.

Tabena 19: lNpoceyHa oyeHa Kkeanumema bpeHda

U3eop: kankynayuje aymopa

npon3BogHa u
yCny>xHa npou3BoAHa yCny>xHa
AenaTtHocT AenaTtHocT AenartHocT
° Keamwrer  Gpewpa  Bawe 4.2258 3.7667 3.6947
opraHusauuje
o KBanuteT pAu3ajHa  3awTUTHOT 3.9032 41071 3.6737
3Haka Bawwumx npoussopal/ycnyra
e [lpenosHaTtrbmBoCT Bawnx
npoussoal/ycnyra BaH rpaHuua 3.7742 3.6207 3.1064
Halle 3eMrbe
e YKynHo 3.968 3.832 3.492
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16.1.1.3. KBanuteT MapKeTUHLUKUX aKTUBHOCTU opraHusauuje

CTaBOBW UCMIUTaHMKA O KBanNMTETY MapKeTUHLLKUX aKTUBHOCTM OpraHu3aumja y kojuma
cy 3anocrneHu cy obyxsaheHu crnegehom rpynom nutama:

e Y Bawioj opraHusaumju ce noBpeMeHo u/unv pegoBHO CTaBsibajy MPOMOTUBHMU
dunmoBu Ha YouTube ca unrbem npomoBucawa 6peHaa

e Bawa opraHusauuvja npumenyje Heku BUA4 MOOUMNHOr MapkeTuHra (MobunHe
annukaumje, CMC mapKeTuHr) pagn npoMmoBucaka bpeHaga

e Bawa opraHunsauuvja ce NnoBpemMeHO W/unu peaoBHO orfalasa Ha UHTEPHETY U
Apyrum meamjuma npomosuyhin ceoj bpeHa

e Y Bawoj opraHusaumju ce npatn (nposepasa) MocCfoBake ApYyrux
opraHusaumja wucte unu cnudHe 6GpaHwe y nornedy keBanuteta 6peHaa
KOHKYPEHTCKMUX opraHu3auuja

e Balwa opraHusaumja camocTtanHo paav Ha npomoBucaky bpeHaa

e MapKeTMHr aKTMBHOCTWU (MCTpaXkuBarwe TPXULWTA U npomMouuja) ce penoBHO
obaBrbajy y Bawwoj opraHusaumju pagu yHanpeherwa kBanuteta 6peHaa

e Bawa opraHusaumja penoBHO paoun Ha egykaumju  rbygum y nornegy
OpeHanpama

e Ha dopmupany 6peHaa (MMeHa, 3alTUTHOr 3HaKa) U HEroBO NPOMOBMCaHE
pagu TUM rbyau, a He camo jeHa ocoba

e Ynotpebom aurntanHux (MHTEPHET) KOMYHMKauuja y cBpXy npomoumje bperHaa,
MapKEeTUHLLKE akTMBHOCTM y Balloj opraHusaumjy nocrtane cy eKOHOMUYHMje U
edukacHuje

e Y Bawoj opraHmsaumju nocebHo ce obpaha naxwa Ha cagpkaj KOMyHuUKaunje
3a UWSbHY rpyny, Kao U Ha M300p KOMYHMKAUMOHOr KaHana 3a npeseHTauujy
OpeHaa

Cnun4yHO Kao 1 y NpeTXo4HOM Criyyajy, Mo4anuTeT OAroBopa Ha npea Tpu NuTaka cy
HOMWHarne npupoge (4a, He, He 3HaMm), AOK Cy Y NpeocTanum NuTawrMma MoganuTeTu
oarosopa opauHanHu. NpomoBucamwe 6peHaa nyTem NpoMoTUBHUX hunmoBa (Tabena
20) n nytem mobunHor mapkeTuHra (tTabena 21) je yMepeHo 3acTynibeHo. Tek HewWTo
BULWIE Of MOSIOBMHE OpraHu3aumja npakTukyje npomoBucawe nytem unmosa, a
npoMoBUCatke MNyTeEM MOOWUNHOr MapKeTUHra MnpakTuKyje M Mawe o MNONoBUHE
aHKeTUpaHuUX opraHusaumja.
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Tabena 20: OpeaHu3auuje y Kojuma ce nogpemeHo u/unu pedoeHO cmassbajy

U3egop: karnkynauyuje aymopa

npomomusHu ¢hunimosu Ha YouTube ca yurbem rnpomosucar-a bpeHda

Cumulative
Frequency Percent Valid Percent Percent

\Valid Oa 83 50.9 54.2 54.2
He 69 42.3 45.1 99.3
He 3Ham 1 .6 v 100.0
Total 153 93.9 100.0

IMissing 4 10 6.1

Total 163 100.0

Tabena 21: OpzaHu3ayuje Koje npumerbyje HeKu saud MobusiHoa MapKemuHeaa

U3egop: karnKkynayuje aymopa

(moburnHe annukauuje, CMC mapkemuHe) padu npomosucara bpeHOa

Cumulative
Frequency Percent Valid Percent Percent
\Valid Oa 75 46.0 48.4 48.4
He 80 49.1 51.6 100.0
Total 155 95.1 100.0
[Missing 3 8 4.9
Total 163 100.0

I'IocmanaHo no AeflatHOCTH,

npomoumja nytem punMoBa je HewWwTo Mawe
3aCTynibeHa Kof YCNyXHUX opraHumsaumja (cnmka 66), OOK je npomouuja nytem
MOBUNHOr MapKeTuHra yjegHadeHa (crnvka 67).
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U Vasoj
100, 0% u:urganiz.an:ijil se
povremeno i/ili
redovno stavljaju
promotivni filmovi
na YouTube sa
80.0% ciljermn
promovisanja
brenda
!
§ 60.0% M bex odgovora
o M da
e [l ne
A M ne znam
40.0%
20.0%
0.0% T T ! T
i projizvodnu projevodnu  usluZnu bez
fusluznu  delatnost  delatnost  odgovora
delatnost

Organizacija u kojoj radite obavlja:

Cnuka 66: OpaaHu3ayuje y Kojuma ce nogpemMeHo ulunu pedosHo
cmaersbajy npomMomusHu cunmosu Ha YouTube ca yurbem
rnpomosucara 6peHoa

M3Bop: kankynauuje aytopa
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100.0%

B0.0%

&0.0%

procenat

40.0%

20.0%

0.0%:

i proizvodnu proizvodnu

Organizacija u kojoj radite obavlja:

Va%a organizacija
primenjuje neki vid
maobilnog
marketinga
(mobilne
aplikacije, SMS
marketing) radi
promovisanja
brenda

M bez odgovora
M da
[ ne

Cnuka 67: OpeaaHu3auuje Koje npumersyje Heku 8ud MobusiHo2
MapkemuHea (MoburnHe annukauyuje, CMC mapkemuHe) padu

U3eop: kankynayuje aymopa

rnpomosucara bpeHdoa

Y ogHocy Ha NpoMOTMBHE (OMNIMOBE M MOBUITHM MapKETUHI, NpOMOBMCake GpeHaa
nyTem MHTEpHEeTa 1 Apyrnx Meauja je 3HayajHo 3acTynsbeHuje - oko 70% opraHunsaumja
Yy Y30pKy MpakTuKyje oBaj cuctem npomouuje (tabena 22). OBakaB OAHOC cHara
namehy cdumnmoBa M MOOGUMHOI MapKeTUHra je OYekMBaH, ¢ 063MpOM [a CHUMaHEe
unmoBa Mnun passoj MOBUITHMX annunkaumja KOMMAEKCHUjU TUN NPOMOLMje U CXOLHO

TOMe M3UCKyje 1 Behe TpOLLKOBe peanusauuje.
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Tabena 22: OpeaHu3ayuje Koje ce nogpemMeHo u/unu pedo8HO oanauwliasajy Ha

U3egop: karnkynayuje aymopa

UHmMepHemy u opyaum medujuma rpomosuwyhu ceoj bpeHO

Cumulative
Frequency Percent Valid Percent Percent
\Valid Oa 116 71.2 74.4 74.4
He 40 24.5 25.6 100.0
Total 156 95.7 100.0
[Missing 3 7 4.3
Total 163 100.0

MHTepecaHTHO je KOHCTaToBaTM [a je 3a pasnuky o4 MPeTXOOHMX aHanusmpaHux
KapakTepuctuka rge cy npovsBofHE OpraHusaumje yrnaBHOM wuckasumane dewhe
NpoOMOBUCake U BULLE OUeHe KBanuTeTa bpeHaa, y ornaliaBawe Ha WUHTEPHETY U
Apyrum meamjuma je dewhe 3acTynybeHO KOA YCNYXHUX OopraHu3aumja, Kao LTo je

npukasaHo Ha crmum 68.
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Va$a organizacija
100, 0% 5E pD\?rE'ITIE'I'lD“IfIlI
redovno oglaSava
na internetu i
drugim medijima
promovisuci svoj
&0.0% brend
Wbz odgovora
= M da
S 60.0% Cne
O
=]
=
=9
40.0%
20.0%
i projizvodnu projevodnu  usluZnu bez
fusluznu  delatnost  delatnost  odgovora
delatnost

Organizacija u kojoj radite obavlja:

Cnuka 68: OpeaaHu3auuje Koje ce nogpemMeHo u/unu pedogHo
oenawasajy Ha UHmepHemy u opyaum medujuma ripomosuwyhu ceoj
6peHd

U3eop: kankynayuje aymopa

OueHe kBanuTeTa MapKeTUHLLKUX aKTUBHOCTM YCMEpeHe Ka npomounju bpeHga Ha
OCHOBY MpeocTanux NuTaka npukasaHu cy y tabenn 23. NpumeTHO je Aa He NocToje
3Ha4ajHe pasnuke y oueHama KBanuteTa MapKeTUHLLKMX akTMBHOCTU obyxBaheHmnx
aHKETHMM YMNUTHUKOM, Koje ce Kpehy y uHTepsan oa 3.4 po 4. lNo HewTo Behoj
NMPOCEYHOj OLleHM n3aBaja ce opraHu3aumMoHa cCaMoCTanHOCT Y NpoMoBuCaky Gpenaa
ca npocekom on 3.8 (60s10), a Ha CynpOTHOj CTpaHM Ce Hanas3u E€KOHOMWUYHOCT
ANrnTanHnMX KOMyHuKaumja y npomoumju 6peHga ca npocekom oa 3.47 (umaruk).
lMpoceyHe oueHe KBanuTeTa MapKETUHLLKMX aKTUBHOCTU Cy YyjeAHayeHe koA
MELUOBUTMX U NPOU3BOAHMX OpraHu3auuvja, AOK Cy HEeWTO Make KoL YCMY>XHUX
opraHusauuja.
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Tabena 23: [JeckpunmueHe cmamucmuke Keasumema MapKemuHWKUX
akmueHocmu

U3egop: karnkynauyuje aymopa

NMPOM3BOAHA
W ycriykHa |npousBodHa | ycnyxHa
JenaTHocT | genatHocT | genaTHocT

e Y Bawoj opraHusauuju ce npatu (Nnposepasa)
rnocrnoBawe JApyrux opraHusaumja ucte wunm
cnuyHe BpaHwe y nornegy kesanuteTa 6peHaa
KOHKYPEHTCKMNX OpraHu3auuja

e Bawa opraHuMsauuja camocTanHo pagu Ha
npomMmoBucamy bpeHaa

o  MapKeTuHI aKTUBHOCTU (UCTPaXMBaH-e TPXULLTA
N npomouuja) ce pegoBHO obaerbajy y Bawwoj
opraHu3aumju pagu yHanpehewa kBanuTeTa
OpeHaa

e Bawa opraHmsaumnja pegoBHo pagu Ha egykaumjm
Ibyau y nornegy 6peHgnpatna

e Ha dopmuparwy 6peHga (MMeHa, 3alITUTHOT
3HaKa) 1 HEeroBo NPOMOBKCaHE pagun TUM Sbyaum, 3.7586 4 3.4022
a He caMo jegHa ocoba

o Ynompebom duaumarnHux (uHmepHem)
KOMyHUKauuja y cepxy npomouyuje 6peHda,
MapKemuHwkKe akmusHocmu y Bauwoj 3.9655 3.1724 3.4176
opeaHu3auyuju rocmarsie Ccy eKOHOMUYHUje U
egukacHuje

e Y Bawoj opraHmsaumju nocebHo ce o6Gpaha
naxwa Ha cagpxaj KOMyHuKauuje 3a UWUIbHY
rpyny, kao u Ha n3bop KOMYyHUKaLMOHOr KaHana
3a npeseHTaumjy 6peHaa

e YKynHo 3.8670 3.7348 3.5135

3.931 3.7419 3.4348

3.8966 3.9333 3.7802

3.7931 3.7419 3.4839

3.7586 3.9333 3.4239

3.9655 3.6207 3.6522
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16.1.1.4. Ynotpeba TpaaMLMOHANHOr U eNIeKTPOHCKOr NpoMoBUcaka bpeHaa

opraHusaumje

YnoTtpeba TpaguuMoHanHux 1 QUrMTanHnX MapKeTUHLLUKMX aKTUBHOCTM Y MPOMOLNjM
O6peHaa ouen-eHa je Ha 6asun crnegehmnx nuTama:

Tabena 24 npwukasyje nopehewe MNpoceyHUXx oueHa OBe [Be Beoma OuTHe
kapaktepuctuke. lNMpumMeTHO je Oa nocToje pasnuke y oueHama nocMmatpaHo no
AenaTtHOCTU  M3MeRy  YCNYXHUX, NPOU3BOAHMX W MELOBUTUX OpraHusaumja.
OpraHusauunje ca mewoBuUTOM fAenatHowhy wmmajy y npoceky Hajsehe oueHe, a
opraHusauuje NpousBoAHe LenaTHOCTU HajMawe oueHe. Takohe, TpaguumoHanHe
MapKeTUHI aKTUBHOCTM Benexe BuLLE OUeHe 3a CBe Tpu rpyne opraHusauuja, WwTo
nMnanuupa ga opraHmsauumje obyxsaheHe y30pkoM M farbe BuLLE 3Hadaja npuaajy
TpaavUMOHANHNM MapKeTUHLLKUM aKTUBHOCTUMA.

Tabena 24: [JeckpunmusHe cmamucmuKe MapKemuHWKUX akmueHoCmu:
mpaduyuoHasHe vs Online

U3gop: kankynauyuje aymopa

nNpoun3BoOAHa
W ycnyxHa |nNpousBOAHa | ycnyxHa
AenaTtHoCT | gemaTHOCT | AemnaTHoOCT
e Hueo TpaauLMOHanHmX MapKEeTUHLLIKUX
aKkTUBHOCTU y Bauoj opraHm3au,vu|'/| Ha npgmoumm 3.8065 2 8966 32447
6peHga (TB, pagwo, npomouwnja drnajepuma,
6unbopawn v cn.)
¢ Huso online npomouuje y Bawoj opraHusauuju Ha
npomoumjn 6penpa (facebook, web cajt, twiter n 3.72 2.56 2.9136
cn.)
e YKynHo 3.76325 2.7283 3.07915

Anctpubyumja 3acTynrbeHOCTM WHCTpyMeHaTta online npomouuwje (6nor, e-mail,
Facebook, LinkedIn, Twitter u Web sajt) y ogHocy Ha gurutanHe kaHane KoMyHukauuje
(MHopMUCare, BpeHanHT 1 penyTaumja, egykaumja 1 NO3NLMOHNPaHE, KOPUCHUYKA
noApLuKa, MHTepakumja ca notpowadmma, online npogaja n uarpagha nojanHocTu )
npukasaHa je y Tabenum 25.
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Tabena 25: [Jucmpubyuyuja 3acmyrnybeHocmu UHcmpymeHama online npomouuje y
OOHOCYy Ha OueumarsiHe KaHaslie KOMyHuKauuje

U3egop: karnkynauyuje aymopa

o e © ©

f «© o ®© —
s |spe| 285 | Fx | 25 | § | 3B
2] 3 S50 Ik s 7 o £ 0
s S o5 S TE T 3 I ®© o o 9
= g 0 - T o @8 o2 £ 3 = © I
1 r o 5 Q= Q & s 3 ° o E
8 25| 23 o g9 g e £ g 5
g ws2| 3§ 2 £ 8 = S g

s o = F o
C5 8.6 30.1 35.6 30.1 29.4 44.2 22.1

oarosopa

Bnor 0.6 1.8 1.8 0.0 1.2 1.8 1.2
E-mail 23.3 12.3 11.0 17.2 16.6 15.3 23.3
Facebook 18.4 17.2 11.0 15.3 22.1 10.4 20.2
LinkedIn 1.2 3.7 3.1 3.7 25 0.6 3.1
Twitter 2.5 3.7 1.8 0.6 4.3 1.8 3.1
Web cajr 45.4 31.3 35.6 33.1 23.9 25.8 27.0
YKynHo 100.0 100.0 100.0 100.0 100.0 100.0 100.0

HajsacTynrbeHujn kaHan gurntanHe KOMyHuKaumje je nHgopmmucame, rae ceera 8.6%
opraHusaumja He KOpUCTU HUTK jeaaH obnuk online npomouuje. Ha apyrom ekctpemy
je online npoaaja, Kojy Kao AurntTanHu KaHan KoOMyHuKaLumje KOpUCTU TEK HELLTO BUCE
oa 50% aHkeTupaHux opraHusaumja. OcTtanu kaHanm KOMyHUKauuje cy ymepeHo
3aCTyn/beHn y pacnoHy og 65 (egykauuwja n nosvumoHupawe) Ao 78 npoueHarta
(n3rpagwa nojanHoctn). Kag cy y nutawy obnuum online npomouwmje, ybenrbmeo
aomuHnpa Web cajT Koju je nctopujcku n Hajctapuju obnuk gurutanHe npomouuje, y
nHTepBany oA 27 po 45% nocmaTpaHo No KaHanuma AuruTariHux KOMyHuKauwmja.
Takohe je Bpno 3actynybeHa n ynotpeba enekTpoHcKe nowiTe, LWTO je oneT y cknagy
ca YMkeHNUOM aa je E-mail npey3eo npumart y NOCrOBHO| AUIMTaNHOj KOMYHUKaLNjW.
Tpehu Ha nuctn Hajuewhe kopuwheHnx obnuka online npomouuje je Facebook kao
HajpacnpocTpakeHuja ApYLUTBEHA MpeXa, Koja 3a Heke KaHarne KoMyHuKauuja nva m
Behe npoueHTyanHo ydyewhe y ogHocy Ha E-mail (bpeHanHr wn penyTtauuja,
WHTepakumja ca notpowaymma). Octane CBETCKM MNonynapHe APYLITBEHE Mpexe
Twitter n LinkedIn cy camo mapruHanHo 3actynsbeHn (8o 5%), a 6nor je Hajpehe
KopuWwheHn NHCTPYMEHT online npomoLuje 1 KopucTu ra Mawe of 2% opraHusauuja.

16.1.1.5. 3Hauvaj nojeguHa4yHux hakTopa 3a 6peHaupame

3a pasnuky oA NpeTxoAaHMX rpyna nuTaka KOjoM Cy MepeHe npakce OpeHavpana u
NPOMOTMBHUX aKTUBHOCTWU KOje MPaKTUKYjy opraHusauuje y y30pKy, uurb nocnegwe
rpyna nutawa je ucnutmBawe CTaBoBa O NojeAnHaAYHOM 3Ha4ajy dhakTtopa y npouecy
OGpeHaoupara y onwTtem cmucny. VcnutaHmum cy ouewsuBanu 3Havaj CBakor of
noHyheHmnx 20 chaktopa Ha ckanu og 1 3a GesHayajaH 0O 5 3a jako 3HauvajaH.
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O6yxBaheHn hakTopun Kao U HMXOBE NPOCEYHE OLIEHE 3HaYvaja Cy npukasaHe y Tabenu
26.

Tabena 26: lNojeduHayHe oueHe 3Ha4vaja ghakmopa 3a bpeHOupaH-e

U3eop: kankynayuje aymopa

npou3BogHa
W ycriyXHa [npousBogHa | ycnyxHa
JenaTtHocT | gemaTHocT | genaTHocCT

o [JlyxknHa nocrnoBaka opraHusaumje 4.4839 4.2667 4.3723
¢ [peTxogHa penyTtauuja 4.2667 4.3333 4.3548
e TpaduyuoHanHu mapkemuHz (TB, paduo,

npomouyuja ¢bnajepuma, 6unbopdu u cr.) 3.871 3.6207 3.6774
e Online mapkemuHe (facebook, web cajm, Twiter

ucn.) 4.1667 3.4483 3.5806
e [lobap 3awTntHu 3HaK (Noro) 4.3333 4.2069 4.1383
¢ boje koje ce kopucte 4.2258 4.0333 3.8723
o PasnumuntocT 3aWTUMTHOr 3Haka y OAHOCY Ha

KOHKYpeHuujy 4.2581 4.2 4.0538
e [obpo ume 4.4516 4.4 4.4105
e [lo6ap npomMOTUBHM crnoraH 4.0968 4.1333 3.8696
e 3emrba nopekna npoussogalycnyre 4.2903 4.1379 3.5319
o KBanuteT npounsBopal/ycnyre 4.3667 4.3333 4.3043
e [locrnoBHa KynTypa opraHusauje 4.0323 4.2 4.2043
e [loTpowayka codmcTnympaHocT 4.0667 4.1 3.734
e LleHa npousBoaa 4.0667 4.1786 3.9787
o OcnocobrbeHoOCT 3amnocrneHnMx Aa NpOMOBULLY

OpeHa Ha agekBaTaH HauuH 4.0667 4.2667 3.9263
o [lodpwka OpxaeelnokanHux camoynpasa Yy

npomosucary 6peHda 3.7667 3.3793 3.2903
o  KoHKypeHyuja U HeHe akmugHocmu 4 3.6667 3.6737
e Ko cy Kynuu 1 KOpUCHULM 4.2333 4.2143 3.9247
o [lpuBpeaHa rpaHa y Kojoj opraHusauuja nocnyje 41613 4.1034 3.9457
o  CoUMO-KYNTYPHO OKpY>XEHEe OpraHu3auuje 3.9677 4 3.8043
o [Ipocek 4.1586 4.0611 3.932

CBu pakTopu Cy y NpoCceKy oLeHeHN N3Hag Bpe4HOCTM MeaujaHe, WTo uMnnmumpa
Aa ucnutaHuum cBaku of oBuX (pakTopa cmaTpajy 3HavajHUM Un jako 3HadajHUM 3a
6peHanpare. Mehy dakTopmuma ce no 3Ha4ajy uctmdy (bold) oHn koju cy Be3aHu 3a
came KapakTepuCTuKe opraHusaumje (Ay>KMHa nocroBawa, penyTtauuvja, 4obpo nwve,
KBanuTeT Npou3BOAa), a HajMake Cy 3HauvajHu (italic) OHWM Koju cy ekcTepHe npupoae
(nogplwka AgpxaBe, aKTMBHOCTM KOHKypeHUMje), anv U MapKeTUHr KaHanu Koju cy
Takohe mehy HajHwke ouereHuM hakTopuma. 3Hadaj nojeanHavyHux akrtopa je
yrnaBHOM paBHOMEPHO OLEeHeH Kaja ce nocmaTtpa Yy OOHOCYy Ha [JenaTHoCT
opraHusaumje, LWTO ce pedriekTyje Kpo3 YjeaHa4YeHOCT MPOCEYHUX OLeHa.
MHTepecaHTHO je W CNOMEHYTM [a opraHuMsauuje MeLwoBuTe OenaTHOCTU
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cucTemMaTU4yHO Aajy HelTo Behn 3Hayaj rope NoOMeHyTUM bakTopuma Koju reHepasiHo
NMajy HajHWXe OLeHe 3HaYajHOCTW.

Adpyrum ynuTHUKOM je CnpoBedEeHO UCTpaxuBawe Ha Y30pKy oA 213 ucnutaHuka,
CTyOAEeHTCKe nonynauuje, Koju cy gaBanu oaroBope Ha 26 nocTaBrbeHMX NUTaka Ha
ckanu 3agososbcTBa oA 1 go 5 (1 Hajmawe 3a40BOSbHKU, S5 HajBuLLe 3a00BOSbHM).
Apyrn aHKeTHW YNUTHWUK je MMao 3a UMb da UcnuTa 3a40BOSbCTBO WUCMUTAHWKA
(ctyoeHaTa) npema ogpeheHuM napameTpuma Koju ce cmaTpajy peneBaHTHUM 3a
ogabup ogpeheHe BUCOKOLLKOSICKe ycTaHoBe. [TpmeHoM hakTopcke aHanmse cy ce,
YMECTO yCMepaBaka Maxwe Ha Benvku 6poj NpBoOMTHO yTBphHeHux napametapa,
MOCTYMKOM HUXOBE Jarbe pedyKkuuje OCTBapunu yCrnoBu 3a Kpeupake cTparteruvje
onTMMmn3aumje n3aBojeHux dpakTopa. Ha Taj HauvH je M3BpLUIEHO M3gBajale OHUX
drakTopa Koju objalHaBajy npoyvaBaHy MojaBy-3a0BOSfbCTBO CTyAdeHaTa, O4HOCHO
drakTopa Kojuma ce objalHaBa Hajsehn 4eo HeHor YKYMNHOr BapujabunureTa.

16.2. Tectunpawe xunortesa

Xo: BpeHdupaH-e npou3seoda/ycnyza 3asucu 00 6pojHux ¢hakmopa yHymap u
eaH opeaHu3auuja, a 00 caMoe Keanumema 6peHOa 3aeucu MoOcC/I08HU ycriex
op2aHu3ayuje, npeno3HamsbUeOcm y 0OHOCY Ha KOHKypeHuujy, u nepyenuuja
KOpUCHUKa O Keasilumemy 6peHda u 3adogeosbcmea 6peHOoOM

lMpeTxogHa aHanuM3a [[eCKpUNTUBHUX CcTaTUCTuUKa U guctpubyumnja oprosopa
McnMTaHuKa ykasyje ga je uenokynaH y3opak y 4o6poj Mepu KomnakTaH. 3a HEKONUKO
KapakTepucTMka oOpraHusauuja je KOHCTaTOBaHO [Ja [MoCToje pasnuke Yy
KapakTepucTMkama nocmaTpaHo MO [AenaTHOCTU, Hapo4uuToO Wu3MeRy  YCIY>KHUX
Hacnpam NPou3BOHMX U MELLOBUTUX OeMaTHOCTU, ann oBe pasnvke HUCY ApacTUYHO
n3paxeHe ga 6w umnnuMumMpane HeonxoAHOCT pasfBajara y3opka Ha [ABa WUnn BuUcCe
noA-y3opka 3a notpebe garbe ctaTUCTMYKe aHanuse n TecTupamwa xunortesa. Ctora
Cy onwTa n net nocebHnx xmnoTese TeCTUpaHe Ha HUBOY LIENOKYMHOT Y30pKa.

MpBK KOpaK y TecTuparwy OBE XWUMNOTE3€ Ha OCHOBY NPBOr aHKETHOr YNUTHWUKA je
aHanusa cTaBoBa MCNUTaHUKa O OnwTeM 3Hauyajy koju oakTopy NoBpojaHN y CEerMeHTy
YyNUTHWUKa “3Hayvaj nojeduHadyHux ¢hakmopa 3a bpeHOupar-e” nmajy Ha bpeHanpatre.
CtaBoBW UcnutaHuka cy opavHanHOM ckanom rpagmpanun og 1 3a 6e3HavajaH, 2 3a
Mano 3HayajaH, 3 3a ymMepeHoO 3HauyajaH, 4 3a 3HayajaH M 5 3a jako 3HadvajaH, a
BpeOHOCT MeauvjaHe je 3 — yMepeHo 3HavajaH. [leckpynTMBHa aHanmsa je Beh ykasana
Aa Cy NpoceyHe BpeaHOCTM oueHe 3Hadvaja Behe oa meamjaHe, ann ga 6u ce OBa;j
3aKkrbyyak yornwTno Ca HMBOa Y30pKa Ha HMBO nonynauuwje notpebHo je cnpoBecTu
doopmariHm CTaTUCTUYKM TECT. YKOMWKO WCNUTaHUUM cMmaTpajy ga Cy MNOMEHYTU
drakTopM BUCE HEr0 YMEPEHO 3HayajHu 3a bpeHaupane ycnyra, y ToMm crnyyajy he
MeamjaHa oueHe 3Havaja gaTor paktopa 6uUTK CTaTMCTUYKKM 3HavajHo Beha o 3.
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Y cny4vajy nogaTtaka ca KOHTMHYarilHOM MEPHOM CKarloM U MOXeSbHOM HOpMasiHOM
AncTpubyumjom, TecTupawe oBe xunotese 6u ce peanus3oBano Kopuwhenem
cTaHgap4Hor T-TecTta (ko4 HopmarHe gucTpubyumje Npocek n MeaujaHa cy jeaHakn).
MehyTum, y HaweMm cny4yajy oueHe 3Havaja cy opauHanHe npupoge u 6e3 yHanpeq
nosHate Auctpubyumje, N Kao TakBe HenodecHe 3a napamMeTapcke CTaTUCTUYKe
TecToBe. 360r Tora je xunotesa TecTMpaHa HenapameTapCckoM anTepHaTMBOM T-TecTa
no3Hatoj kao Wilcoxon signed-rank test, koju je MHOro eduKacHuju y CTaTUCTUYKOM
3aKkrbyymBamy of T-TecTa Kaja je HapylleHa npeTnocTaBka O HopManHocTu. Hynta
XUnoTesa OBOr TecTa je [a je Ha HMBOY nonynauunje MegujaHa jeaHaka HeKoj yHanpen
3agartoj BpegHocTtu. Peayntatn Wilcoxon signed-rank Tecta npukasaHu cy y tabenu

27.

Tabena 27: Pesynmamu Wilcoxon signed-rank mecma — Xo

U3eop: kankynayuje aymopa

equals 3.000.

3.000.

The median of Tradicionalni marketing (TV,
3 |radio, promocija flajerima, bilbordi i sl.) equals

3.000.

Null Hypothesis

The median of Duzina poslovanja organizacije

The median of Prethodna reputacija equals

The median of Online marketing (facebook, web

sajt, twiter i sl.) equals 3.000.

3.000.

3.000.

8 |The median of Dobro ime equals 3.000.

3.000.

The median of Dobar zastitni znak (logo) equals

The median of Boje koje se koriste equals

The median of Razli¢itost zastithog znaka u

odnosu na konkurenciju equals 3.000.

The median of Dobar promotivni slogan equals

Hypothesis Test Summary

Test

One-Sample
Wilcoxon
Rank Test

Signed

One-Sample
Wilcoxon
Rank Test

Signed

One-Sample
Wilcoxon
Rank Test

Signed

One-Sample
Wilcoxon
Rank Test

Signed

One-Sample
Wilcoxon
Rank Test

Signed

One-Sample
Wilcoxon
Rank Test

Signed

One-Sample
Wilcoxon
Rank Test

Signed

One-Sample
Wilcoxon
Rank Test

Signed

One-Sample
Wilcoxon
Rank Test

Signed

Sig.

.000

.000

.000

.000

.000

.000

.000

.000

.000

Decision

Reject the
hypothesis.

Reject the
hypothesis.

Reject the
hypothesis.

Reject the
hypothesis.

Reject the
hypothesis.

Reject the
hypothesis.

Reject the
hypothesis.

Reject the
hypothesis.

Reject the
hypothesis.

null

null

null

null

null

null

null

null

null
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. . . One-Sample :
10 ZhSaT;eSISSOOf Zemlja porekla proizvoda/usluge Wilcoxon Signed .000 Eeji(t::]esisthe null
q AR Rank Test yp '
The median of Kvalitet proizvoda/usluge equals One-Sample Reject the null
11 3.000 P geeq Wilcoxon Signed |.000 h Jothesis
AR Rank Test yp '
The median of Poslovna kultura organizacije One-Sample Reject the null
12 equals 3.000 9 ) Wilcoxon Signed |.000 h Jothesis
q AR Rank Test yp '
. . L One-Sample ;
The median of Potrosacka sofisticiranost equals | . . Reject the null
13 3.000 Wilcoxon Signed |.000 hvbothesis
AR Rank Test yp :
One-Sample :
14 |The median of Cena proizvoda equals 3.000. |Wilcoxon Signed |.000 Reject : the null
hypothesis.
Rank Test
The median of Osposobljenost zaposlenih da |One-Sample :
- .. : . Reject the null
15 \promoviSu brend na adekvatan nacin equals Wilcoxon Signed |.000 hvoothesis
3.000. Rank Test vp '
The median of Podrska drzave/lokalnih |(One-Sample :
- : . Reject the null
16 'samouprava u promovisanju brenda equals Wilcoxon Signed |.007 hvoothesis
3.000. Rank Test vp '
. N . . |One-Sample :
The median of Konkurencija i njene aktivnosti | . . Reject the null
17 cquals 3.000 Wilcoxon Signed |.000 hvoothesis
q AR Rank Test yp :
The median of Ko su kupci i korisnici equals One-Sample Reject the null
18 3.000 P g Wilcoxon Signed |.000 h Jothesis
AR Rank Test yp ;
The median of Privredna grana u kojoj One-Sample Reject the null
19 organizacija posluje equals 3 Oogo o e Signed .000 h Jothesis
g ja posiije eq DR Rank Test yp ;
. . . . |One-Sample :
The median of Socio-kulturno okruzenje | . . Reject the null
0 organizacije equals 3.000 Wilcoxon Signed .000 hypothesis
g e €4 AR Rank Test yp ;

Asymptotic significances are displayed. The significance level is .05.

Y npBoj konoHu tabene “Null Hypothesis” necuHucaHe cy HynTte xunotese obnuka
“‘“MeamnjaHa pator dpaktopa je jegHaka 3”. Y KoroHu Sig npukasaHe cy n-BpeaHOCTU
Wilcoxon signed-rank testa, Ha OCHOBY KOjuX Cy reHepucaHe npenopyke ga nu HynTy
xunotedy Tpeba oabaumtn. Hynta xunotesa je ogbayeHa 3a cBux 20 TecTupaHmx
xunotesa. Tpeba HanomeHyTM u ga je Wilcoxon signed-rank test aBocTpaH, wWTO
nMmnnnuupa ga ogbauunBarwe XMnoTese o je4HaKoCTU MeaujaHa He 3Ha4M ayToMaTCKu
W fa je MedmjaHa y3opka 3HadajHO Beha of XunoTeTuyke BpenHOCTU, anu Yy
KOMBUHaUKjM ca npoceLmmMma U3 4ECKPUNTUBHUX CTAaTUCTUKA KOjU Cy CBU MPEKO 3 MOXe
Ce 3aKibyyYnTM fa MUCNUMTaHuUM cmaTpajy ga cy daktopu (jako) 3HadvajHu 3a
OpeHanpame ycrnyra, Yame je oBaj CErMEHT TeCTMpaka OnwTe xunoTtese notepheH.
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Y Apyrom Kopaky je TecTupaHa xmnoTtesa o 3Ha4ajy baktopa 3a bpeHampare Kako 6u
ce CBeNW ca HMBOa ONLWWTMX CTaBoOBa Ha HMBO 3Havaja y KOHTeKCTY bpeHanpara caMmnx
opraHusaumja y Kojuma cy ucnmtaHuum 3anocrneHun. YKOIMKO UCNUTaHKK cMaTtpa Aa je
Hekn bakTop 3HayajaH, oH he cTtaB O onNwToj oueHn GpeHaa CBoje opraHu3auuje,
n3mehy octanor, popmupati 1 yaumajyhu y o63mp Konuko je gatu cakrtop ytuuajaH
y npouecy 6peHauparwa. To xMnoTeTnykn pesyntupa acoumjaumjom mamehy oueHe
KBanuTeTa OpeHaa opraHusaumje n oueHe daktopa bpeHaumpara, Koju ce MOXe
nameputn koeduumjeHTom kopenaumje. C 063npom fa je npeTxogHa aHanmsa ykasana
Aa UCnNUTaHWuM cMaTpajy ha je cBaku o MNoHyheHux daktopa y WU3BECHO] Mepwu
3Ha4ajaH, 0OMeKMBaHO je a aHanu3a ykaxke Ha NocTojare NO3UTUBHE Kopenauuje.

KopenaumoHa aHanusa TUNMYHO KOPUCTW OBe Mepe Kopreauuwje, Pearson-oB i
Spearman-oB KoeduLMjeHT Kopenaunje. Pearson-oBa Kopenaumja je napameTapcku
TeCT KOju je CXOOQHO TOMe MHOro noys3gaHuju 3a KOHTUHyanHe Bapwujabne ca
HopManHoM amcTpubyuujom. 360r Tora je oanyyeHo a ce y KopenaunmoHoj aHanmsm
KOpUCTU Spearman-oBa Kopenauuja, koja je HenapameTapcke npupoge. Spearman-
OBa Kopenaumja He onepuvlle OMPEKTHO Haa camuMm nopaumma, Beh Hag paHrosBuma
nofaraka Ha OCHOBY KOjUX Ce padyHa KoeduuWjeHT Kopenauuje, na je camum TUM
norogHvja 3a opanHanHo mepeHe Bapujabre ca geBujaHTHUM aucTpubyumjama.

Kao krbyyHe 3aBucHe Bapwujabne koje onucyjy ksanuteT OpeHOa Ha HUBOY
opraHusaumje nsabpaHe cy cnegehe Tpu KapakTepucTuke:

o Keanutet 6peHga Bawe opraHmnsauuje
e KBanuteT AmsajHa 3aWITUTHOr 3Haka Bawwmx npounssogal/ycnyra?
e [lpenosHaTtrbMBOCT Bawwnx npomnssogal/ycrnyra BaH rpaHuua Halle 3eMrbe?

Pesyntatn kopenauuMoHe aHanmM3a Ha 6a3um Spearman-oBux KoeduumjeHaTa
npukasaHn cy y tabenun 28. N y oBomMm cniyyajy je kopuwheH camo noay3opak
opraHusaumja Koje nponsBoae ycnyre.

Tabena 28: Spearman-08 KoeguuyujeHm Kopenauyuje

U3eop: karnkynayuje aymopa

Keanutet
Keanutet . Mpenos3HaTrbMBOC
AunsajHa YKynHo
OGpeHaa T Bawmx .
3alUTUTHOT 3HaKa 3Ha4ajHNX
BaLle npoussogal/ycnyr .
. Bawnx kopenauwj
opraHumsauyj a BaH rpaHuua
npoussoga/ycnyr a
e a Halle 3emMibe
Correlation
*% * *
NyxuHa Coefficient .245 .186 .187
rocrioarba Sig. (2-tailed) 0.002 0.021 0.021 3
opraHusauuje
N 155 153 153
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Correlation 257 305+ 169*
MpeTxoaHa Coefficient 3
penytauuja Sig. (2-tailed) 0.001 0 0.037
N 154 152 153
TpaguumnoHanHu Correlation o - -
MapkeTuHr (TB, Coefficient 423 492 333
paavo, Sig. (2-tailed) 0 0 0 3
npomounja
tbnajepuma, N 154 153 153
ounbopan u cn.)
Online MapKeTUHr Corre-la-tion A30** A10** 260**
cajT, TwuTep u Sig. (2-tailed) 0 0 0.001
cn.) N 153 152 153
Correlation 473% 575% 375
[o6ap 3aLTUTHM Coefficient 3
3HaK (noro) Sig. (2-tailed) 0 0 0
N 154 153 153
Correlation 468% 669% 341
KopucTte Sig. (2-tailed) 0 0 0
N 156 154 154
PasnuuutocTt Corre'la.tlon A509%* 613** .304**
3alUTUTHOT 3HaKa Coefficient 3
y OQHOCY Ha Sig. (2-tailed) 0 0 0
KOHKypeHLujy N 154 152 152
Correlation 374+ 515+ 271%
Coefficient
flobpo ume Sig. (2-tailed) 0 0 0.001 3
N 156 154 154
Correlation - o -
No6ap Coefficient 470 .606 .360
MPOMOTUBHM Sig. (2-tailed) 0 0 0 3
crnoraH
N 154 152 152
Correlation - - -
2p°”3‘3°“a/ Yemyr ™ gig. (2-tailed) 0 0 0 3
N 154 153 153
Correlation - - -
Zpo”?’soﬂa’ YeYT ™ 5ig. (2-tailed) 0 0 0.002 3
N 151 149 149
Correlation - - -
|_|OCJ'IOBHa Coefflclent 366 449 233
kyntypa Sig. (2-tailed) 0 0 0.004 3
opraHusauuje
N 154 152 152
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Correlation
. 435** . d 375**
MoTpowayka Coefficient 35 538 375
COPUCTULMPAHOC ™5 ™ 5 ailed) 0 0 0
-
N 155 153 153
Correlation 402+ 406% 205
Coefficient
Hena npoussona ™0 ™5 tailed) 0 0 0.006
N 152 150 150
OcnocobrbeHocT Correlation o - -
3anocneHux ga Coefficient 485 480 361
npomMoBsuLly Sig. (2-tailed) 0 0 0
OpeHA Ha
agekBaTaH HauuH N 155 153 153
Moapluka Correlation 304% 270% 2B+
npxase/nokanHu Coefficient ' ' '
X camoynpasa y Sig. (2-tailed) 0 0.001 0.001
npovoBtcarey N 152 150 150
OpeHaa
Corre'la.tion 407 434** .310**
HeHe aKTUBHOCTHU Sig. (2-tailed) 0 0 0
N 155 153 153
Correlation 441% 450%* 28+
Ko cy kynum u Coefficient ' ' '
KOPUCHMLM Sig. (2-tailed) 0 0 0
N 151 149 149
Mpuepenra Correlation 409% 485+ 334+
opraHusauuja Sig. (2-tailed) 0 0 0
nocnyje N 153 151 151
Correlation
COLMO-KyNTYPHO Coefficient .340** 425%* .285**
OKPYKEHE Sig. (2-tailed) 0 0 0
opraHusauuje
N 151 149 149
YKYNHO
3Ha4ajHux 20 20 20
Kopenauuja

HanomeHa: ** 3Ha4vajaH 3a 0.01, *3Ha4ajaH 3a 0.05

Y tabenu 28 oueHe GpeHOa opraHusauuvje y KorloHama Cy YKpLUTEHE ca OLEeHOM
3Ha4vaja nojeguMHadYHMX akTopa, Tako Aa je 3a CBaKy KOMOMHauujy yKpluTaha
NpyKasaHo TpW nosba: BPEe4HOCT KoperaumoHor koeduumjeHTa, n-BpeaHocT n 6poj
oncepBauuja. Ha kpajy gecHe cTtpaHe un Ha gHy Tabene je cymympaHO 3a KOJMKO je
KopenauMoHux koeduumjeHaTa noTBpheHa ctaTUCTUYKa 3Ha4YajHOCT.
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AHanunsa kopenaunmoHux koedpuumjeHata ykasyje ga cy cBux 60 kopenaynoHux
KoedomunjeHaTa CTaTUCTUYKM 3HaYajHO, a ancorlyTHa BeNnHa je 3HayajHa Ha HUBOY O
1%. leHepanHO rnepjaHo, Hajpehu 6poj Kopenauuwja je CTaTUCTUYKM 3HaYajaH.
MocmaTpaHO MO BUCUHWM KOpenaumoHuX KoeduuujeHaTta, NpPUMETHO je pfa je
Kopenaumja nspaxeHuja namenhy gakropa 3Ha4yajHOCTV 1 KBanuTeTa 6peHaa, O4HOCHO
KBanuMTeTa 3alTuUTHOr 3Haka. Ann, 6e3 003Mpa Ha HEWTO HWXe BPeOHOCTU
Kopenaumja usmehy daktopa n mehyHapogHe Npeno3HaT/LUBOCTU, CBE OHe Ccy
CTaTUCTMYKN 3HadvajHe. Y3umajyhm y o063up pesyntate obe aHanuse, Moxe ce
3ak/bydqumu Oa je momepheHa xunome3a O 3Hau4ajy 6pojHux c¢hakmopa Ha
6peHOupaH-e npou3eodal/ycnyaa.

MpBW KOpaK y TeCTUpary OBE XMNOTEe3e Ha OCHOBY APYror aHKeTHOr ynuTHuKa 6asupa
ce Ha OCHOBHMM roKasaTerbnma OeckpunTuBHe ctatuctuke. Y tabenu 29 npukasaHa
je NpoceyHa oueHa Koja je NoCTUrHyTa npemMa noctaBfbeHMM TBpAHamMa (04roBopu cy
paHrmpaHum Ha ckanum og 1-5, roe je 1 Hajmawa, a 5 Hajgeha oueHa), 3ajegHo ca
HNXOBUM NPOCEYHUM oAcCTynawMma of npoceka (standard deviation).

Tabela 29: [leckpunmusHa cmamucmuka napamemapa gakynmema (Descriptive
statistics for the parameters of Faculty climate)

U3eop: kankynayuje aymopa

Descriptive Statistics

Mean Std. Deviation Analysis N
bpeHa je jeavHCTBEH (OopurMHanaH) u pasnukyje ce 4.4388 27877 213
op, 6peHaoBa octanux dakynreta
EpeHn npueBaTHOr dakynteta uaeHTUUKyje 4.3673 80877 213
jeanHCcTBEHY BpeaHocT GpeHaa
BbpeHa npusaTHOr qa.aKynTeTa cTBapa jacHy Cruky y 4.3622 86907 213
BaLLeM yMY Mo YeMy je pasnuunT o KOHKypeHaTa
BpeHa npuaTHor dakynTeTa je MOTMBALUMOH U Nako 45867 80232 213
ce namTun
BpeHa npuBaTHOr chakynTeTa je nak 3a pasymeBame 4.4388 .86013 213
BpeHa npusaTHOr chakynteTa omoryhasa pact 4.3061 .91605 213
BbpeHa npmBaTHor cpaKynTeTa je nobpo 4.3061 88761 213
Nno3uLMOHMPaH 3a AyroTpajaH ycnex
BbpeHa npuBaTHOr cba.KynTeTa je cnocobaH pga ce 4.4541 82458 213
1360pu ca KOHKYpPEHLUjoMm
CnoraH npuBaTHOr doakynTeTa je yBepSbmB 4.3673 .93795 213
3a OpeHp anBaTHor hakynTeta je BaxHO pJa 4.7347 65713 213
npegasayn MMajy gobap KOHTaKT ca CTyAgeHTMma
HactaBHO ocobrbe je 3axTeBHO 3.5663 1.04792 213
Ha npuBaTHOM cbakynTeTy CTyQEeHTU CYy NOLITOBaHN 4.6480 .70423 213
BpeHn npuBaTHOr dhakynteTa kKapaktepuwe gobpa 4.7945 63699 213
aTMocdepa
BbpeHa npueaTHor dakynTeTa npyxa 213
3apoBorbaBajyhe 3Hawe U BelUTUHEe HeonxoaHe 3a 4.2704 .91894
oyayhu nocao
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3a40BOBLCTBO Y yyeky je cHara 6GpeHga npuBaTHor 43112 95008 213
dakynteTa

Bpena npusatHor dakynTeta npyxa aobpe wsrneae |, 0 93437 213
3a Kapujepy

BpeHg npuBaTHOr cpakynteTa npyxa moryhHocT 4.5510 77951 213
YKIbydera y CTyQeHTCKe opraHusaumje

BbpeHa npuBaTHOr hakynteta Mma MNOBOSbHY LEHY 4.0357 1.12489 213
cTyaupara

bpeHg  npwuBaTtHor q?aKynTeTa noactun4ye 4.3929 81885 213
MHTEepecoBaka 1 ambuunje

BpeHa npuBaTHOr pakynTeTa nogctude KpeaTtuBHOCT 4.3980 .84416 213
bpeHa npuBaTHor pakynteta mma gobpe cryamjcke 4.5510 72497 213
nporpame

bpeHa npuBaTHOr dhakynteta MOACTUYE HayYHO- 4.9704 108883 213
UCTpaXuBadkn pag

BbpeHa npusaTtHor qaaKyaneTa uma gobpy npomouunjy 4.5000 93644 213
(MapKeTUHr, KOMyHUKaLMje)

BpeHa npueaTHor chakynTeTa uma gobpy nokauujy 4.1480 1.11104 213
OueHute op 1-5 uHTEpHET cTpaHuuy npuBaTHOr 4.5765 78398 213
dakynreTa

OueHnte o 1-5 Facebook cTpaHuuy npuBaTHor 4.3418 98735 213
dakynreTa

[obujeHn nokasaTerb Npoceka 3a TBpAHE MO KOjuMa je BPLUEHO NCTPaXmnBare Y NPEKO
96% nocTaBrbeHMX NuTawa Oenexun BpeOHOCT Koja je m3Hag 4. OBako BWUCOKO
NOCTUrHYTa NpOCeYHa OLieHa oApaxaBa 3a40BOSfbCTBO UCNUTAHUX CTyAeHaTa no CBUM
KaTeropmjama 4nmme ce notBphyje 3Ha4dajaH cTeneH wUxoBe admpmauumje npema
NnocTaBrbEHUM CTaHgapauma dakynteta u nepuenuuju KopucHuKa O KBamnuTeTy
BpeHaa n 3agoBorbCcTBa BpeHOOM, Ma ce MoXe ce 3ak/by4yumu 0a je nomepheHa
xuriome3a o 3Hay4ajy 6pojHux ¢hakmopa Ha 6peHOupaH-e ycriyaa.

X1: KBanuteT MapKeTUHLUKMX aKTUMBHOCTU 3Ha4yajHO yTu4ye Ha OpeHaupame
npousBogal/ycnyra

3a pasnuky of npeTxogHe Xunotese KOjOM Ce MCMUTYyje MOoCTojare MoBe3aHOCTH
nameny ase rpyne Bapujabnu, y crnyyajy xunotese X1 MMamo Kay3asiHU OOHOC KOju
UMNIMLMpa Oa MapKeTUHLLKE aKTUBHOCTU YTUYY Ha BpeHaupane ycnyra. AHanusa
Kay3anHux penauuja y cryvyajeBMMma kafa je Hes3aBuCHa Bapujabna Hymepuyke u
KOHTUHYernHe npupoe ce TUNMYHO CNpPoBOAU PErpecruoHUM Moaenupatem, a kaja je
He3aBMCHa Bapujabna HOMUWHaNHe unu opguHanHe npupoge AHanM3oM BapujaHcu
(ANOVA). ANOVA vma 3a uurb ga yTBpav Aa nun noctoje pasrnuvke Yy UHTeprpynHum
npoceunma 3aBucHe Bapujabne (kog Hac bpeHavpare npoussogal/ycnyra), rae ce 'y
OCHOBW Trpynucarwa Hanase mMoganuteTn HesaBucHe Bapujabne (kog Hac kBanuTeT
MapKeTMHLLKMX akTMBHOCTK). Hynta xmnote3a koja npatu ANOVA aHanuay
npeTnocTaeiba Aa Cy CBe CpeduHe Mo rpynama Ha HuBOYy nonynauuje mehycobHo
ncre. OgbaumBare HynTe xunoTtese mHaMuupa ga cy 6ap gse cpeanHe mehycobHo
pasnuunTte, Ynme ce noTephyje yTuuaj He3aBUCHe Ha 3aBUCHY Bapujabny.

218



LemepmuHaHme kpeupatba npernosHamsbugoe 6peHda y cagpeMeHUM MPXXUWHUM YCrioguma

KBanuteT MapKeTUHLLKMX aKTUBHOCTU YKIbydyje Bapujabre Koje Cy onnucaHe y cekumju
“‘KBanuteT MapKEeTMHLUKMX aKTUMBHOCTM oOpraHu3auuje” , n oHe urypuy Kkao
He3aBucHe Bapujabne. C gpyre ctpaHe, Bapujabnama koje onucyjy ksanuteT bpeHaa
opraHusauuje npuvgogaTa Ccy jow ABa rope noMeHyTta nutaka u3 cekumje “Kesanurer
MapKEeTMHLLKUX aKTUBHOCTU opraHusaumje’ ca HOMWHaNHUM MojanuTeTMma
ogrosopa. Pesyntatn ANOVA aHanuse npukasanu cy y Tabenu 30.

Tabena 30. ANOVA aHanuza — X1

U3eop: kankynayuje aymopa

Keanutet

Bawa Mpounssogu/ycnyr oun3ajHa

opraHusaumja umale Bawe 3alWTUTHOr 3Haka|llpeno3HaTIbMBOCT

npousBoae/ycnyre [opraHmsawmje Keanutet Bawwumx Bawwumx

Koju cyumajy oapeheH|bpeHaa Bawenponasogalycnyr [nponssoaal/ycnyra BaH

LWndbpa|doperanpanu 3alUTUTHM 3HAK  |opraHu3aumje [a rpaHuua Hawe 3emrbe
g6.6a 18.879*** 11.077*** 10.222%** 8.039%** 39.677***
g6.7a 22.084*** 14.015*** 26.63*** 15.888*** 13.136***
g6.8a 32.595%** 13.728*** 42.958*** 51.167*** 21.103***
g6.9 5.849%** 1.975 11.132%** 12.432%* 3.224**

g6.10 10.265*** 3.515%** 15.161*** 10.737*** 7.972%**
06.11 8.909*** 5.647*** 17.7%* 20.105*** 8.481***
06.12 8.961*** 3.865*+* 17.405** 16.183*** 10.854***
g6.13 13.971*** 7.592%** 20.995*** 23.602*** 15.36***
06.19 11.096*** 5.363*** 17.085*** 14.14%** 8.326***
06.20 9.033*** 6.354*** 23.482*** 23.086*** 10.453***

Wndp
pa MapkeTuHLLKa akTMBHOCT

Y Bawoj opraHusaumju ce noBpemMeHo W/vnu pegoBHO CTaBribajy NPOMOTMBHM (PUNIMOBM Ha
g6.6a]YoyTy6e ca unrbem npoMmoBucama bpeHga

Bawa opraHusauvja npumetrbyje Heku B MoBunHOr MapkeTuHra (MobunHe annukaunje, CMC
g6.7alMapkeTVHr) pagu npoMoBucaka bpeHaa

Bawa opraHusaumja ce nOBpeMeHo n/vnm peaoBHO Orfallasa Ha MHTEPHETY 1 ApYrMM megujuma
g6.8ajnpomosuwyhn cBoj 6peHa

Y Bawoj opraHusaumju ce npaTtu (NpoBepasa) nocrioBawe ApYrnx opraHusauuja ucte unu
06.9|cnnyHe BpaHLwe y norneay kBanuteTa bpeHaa KOHKYPEHTCKMX opraHu3aumja

06.10|Bawla opraHusaumja camocTanHo pagu Ha npomoBucawy bpeHaa
MapKeTUHI akTUBHOCTU (MCTpaXuBarke TPXULLTA U NpoMoLMja) ce pefoBHO 06aBrbajy y Baluoj
g6.11jopraHu3aumjv pagm yHanpehena kBanuteta 6peHaa

g6.12|Bawla opraHusauuja pe4oBHO paau Ha egykaumjy Fbyaum y nornegy 6peHanparsa
Ha dopmupary 6peHaa (MMeHa, 3aluTUTHOT 3Haka) U HeroBO NPOMOBUCaHEe pagu TUM Ibyau, a
g6.13|He camo jegHa ocoba

g6.19|Y Baluoj opraHmsaumju cBaku 3anocneHu nma npucTyn UHTepHeTy

06.20|Bawa opraHusaumja nma énor

*k*

HanomeHa: ***3HavajaH 3a 0.01%, **3HadvajaH 3a 0.05%
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Y T1abenu 30 cy ob6jeguwseHe cBe ANOVA aHanuse. Y konoHama durypuily
KapakTepuctuke 6penga opraHusaumje Kao 3aBuCHe Bapujabne, a y peposuma
MapKeTMHLLKE aKTMBHOCTW Kao He3aBUCHe Bapujabne (dakrtopwu). hennje y Tabenmn
cagpxe camo ® cTtaTUCTUKe KojuMa ce TecTupa rope nomeHyTa HyrnTa xunoTtesa, a
acTepuKcMMa Cy 03Ha4YeHN HUBOW 3HA4ajHOCTU 3a oabujare HyNTUX xmnoTesa. Y camo
jeOHomMm cny4dajy o0 50 aHanu3upaHux ymuuaja Huje nomepheHo Oa nmocmoju
cmamucmu4Kku 3Ha4ajaH Kay3anumem, wmo ummniuyupa 0a je xunomesa X1
nomepheHa.

X2: Pasnuke y KapaktepucTMKama opraHu3auuvja 3Ha4yajHO yTUUY Ha pasnuke y
OpeHaupary M KBanuteTy 6peHaa npousBoaalycnyra

Tectupawe xunotesde Xz peanu3oBaHO je Ha CrvyaH METOAOSOWKN HaYUH Kao U
TecTupane xunortese Xi, kopuwhewem ANOVA aHanuie. XunoTtesa npeTtnocTasiba
noctojare KaysanHe Be3e U3Melly OCHOBHUX KapakTepucTuka opraHusaumje
(menaTtHocT, 6poj 3anocneHnx, roanHe nocnoBawa, reorpadckm obyxeaTt TpXKuLTa) U
Bapujabnu koje KBanuTeT n pasnuke y dpeHanpawy, UCTOBETHE Kao M3 NPeTXoaHe
xmnotese. YKpLUTakeM OCHOBHWMX KapakTepucTuka opraHusauuja ca KBanuvTeToMm
OpeHaa opraHusaumje, cnpoBefeHo je ykynHo 15 ANOVA aHanusa koje cy npukasaHe
y Tabenu 31.

Tabena 31: ANOVA aHanuza — X2

U3eop: Kankynayuje aymopa

LLndpa
Bawwa opraHusauuja
uma npoussoae/ycnyre
Koju cy BpeHanpaHm
MNpounssogu/ycnyre
Balue opraHusauuje
nmajy ogpeheH
3alUTUTHM 3HaK
KBanuTeT GpeHaa
Balle opraHu3auuje
KeanuteT amsajHa
3alUTUTHOT 3HaKa
Bawunx
npoussogalycnyra
MpenosHaTbLUBOCT
Bawunx
npoussogalycnyra BaH
rpaHuua Hale 3emrbe

DenaTtHocT
opraHusauumje
Bpoj 3anocneHunx 4.298*** 5.391*** 2.493* 2.186* 8.951***
Konuko rogmHa

nocnyje

eorpadhckn
obyxsat 4.512%** 6.602*** 1.69 3.058** 11.818%**
nocriosawa

3.449** 1.104 2.051 1.167 2.803*

0.566 0.354 1.235 1.086 0.386

HanomeHa: ***3HavajaH 3a 0.01%, **3HadvajaH 3a 0.05%

Pesyntatn aHanu3e ykasyjy ga je 6poj 3anocneHux KapakTepuctuka opraHusaumje
Koja MMa Hajsehn yTuuaj Ha kBanuTeT OpeHampana, ¢ 063MpoM Aa MMa CTaTUCTUYKU
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3HayajHO KaysanaH yTuuaj 3a CBaKy nojeanHadHy Bapujabny y AOMeHy KBanuTeTa
6peHanpara. CNnYHO je N ca KapakTepUCTUKOM reorpadpckor obyxsaTa nocrioBama,
roe camo jefHa kaysarnHa Besa Huje notepheHa. C gpyre cTpaHe, yTuuaj 6poja roanHa
nocrnoBaka Ha kBanuteT 6peHaupara Huje noTBpheH HNTU 3a jeaHy oA 5 Bapujabnu
Koje onucyjy ksanuteT 6peHanparsa. [lenaTtHOCT opraHmM3aumje MMma MeLoBUT yTULA|
Ha OpeHaupawe Yy cMucrly da je 3a OBe Bapujabne kBanuTeta OpeHaupana
noeHTUMrKoBaHa CTaTUCTMYKM 3HayajHa KaysarnHocT. YKynHO nocmaTpajyhu,
pes3ynrtaTtn aHanuse He NoTBphyjy jeAHO3HAYHO OEeNaTHOCT U roguHe rnocrioBawa kao
peneBaHTHE KapaKTepuUCTMKe ca yTuuajeM Ha kBanuteT bpenaupara, na je xunotesa
X2 caMo AenMMUYHO AoKa3aHa.

X3: ENEeKTPOHCKU HauuH NpoMoBUcaka 3ay3mmMa 4OMUHAHTHO yyelwhe y ogHocy
Ha TpagMUMOHaNHO NPOMOBUCaH€

Y TecTupawy OBe XuUNoTese, CIIMYHO TecTupawy xunotese Xo, pasmaTpaHe cy ABe
BapujaHTe: KakBM Cy OMNWTM CTaBOBM MWCMAUTAHMKA O OLEHU 3Ha4vajHOCTH
TpaaVUMOHaANHNX U ENEeKTPOHCKMX HavMHa MNpPOMOBUCAH-A, U KakBa je KOHKpeTHa
npakca kKag cy y nutawy opraHusaumje y Cpbuju. 3a npey BapujaHTy cy KopuwheHa
nuTakwa n3 cekuuje “3Hayvaj nojeQuHavyHux ghakmopa 3a 6peHoupam-e”.

e TpagnuunoHanHn mapkeTuHr (TB, pagno, npomoumja dnajepuma, 6undopaun m
cn.)
e Online mapkeTtuHr (facebook, web cajr, twiter n cn.)

3a [gpyry BapujaHTy Ccy ce KopucTuina nuitawa U3 cekumje “Ynompeba
mpaduyuoHasiHo2 U eJIeKmpPOHCKO2 rnpomosucata bpeHda op2aHu3ayuje’

e HuMBO 3acTynsbeHOCTU TpaguUMOHANHUX MapPKETUHLLKUX aKTUBHOCTW Yy Baluoj
opraHusauuju Ha npomoumju 6peHga (TB, paguo, npomoumja dnajepuma,
6unbopan n cn.)

e HwuBo 3acTynrbeHocTn On

e line npomouwmje y Bawoj opraHnsaumju Ha npomoumju 6peHaa (facebook, web
cajT, twiter n cn.)

MocTynak TecTMpara XxvmnoTesa je Takohe cnvyaH kao u y cnydajy Xo (opAavHanHe
BPEAHOCTN OLEeHa, HEUCMYHEHOCT NPETNOCTaBKe O HOPManHoj ANCTpubyumjn), ¢ Tom
pasfiMkoM LWTO Y OBOM Cyyajy MMaMoO gBa y30pka, MefhycobHO noBesaHux jep cy Yy
nuTawy WCTM UCAUTAHUUKM, Yvja Ce jedHaKOCT MefujaHa oOueHeHor 3Hadaja
MapKEeTMHLLKMX aKTUBHOCTM TecTupa. 36or Tora je kopuwheH Related-Samples
Wilcoxon Signed-Rank TecT.

Pesyntatu npBe BapujaHTe TecTuMpawa XunoTese cy npukasaHe y Tabenu 32.

Wilcoxon Signed-Rank TecT He ogbaLyje xunoTtesdy O je4HaKoCTU MefujaHa, U3 vera
nponaunasn ga McnuTaHuuM y nNpoceky nofjegHako BpeaHyjy U TpagauuuoHanHm u
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online mapkeTuHr kao daktope 6peHaupana. To je n y cknagy ca AeCKpUNTUBHUM
cTatuctukama ms tabene 32, jep je npocevyHa BpeOHOCT OLEHe oBa ABa dhakTopa
MUHUMarHO pasnuyuTa y KopucT TpaguLumMoHanHor MapkeTuHra.

Tabena 32: OuyeHa onuwmee 3Ha4Yaja mpaduyuoHarnHoza u Online MapkemuHea

U3egop: kanKkynauyuje aymopa

Hypothesis Test Summary
Null Hypothesis Test Sig. Decision

The median of differences between Tradicionalni
marketing (TV, radio, promocija flajerima, bilbordi i sl.)
and Online marketing (facebook, web sajt, twiter i sl.)
equals 0.

Related-Samples
Wilcoxon Signed .474
Rank Test

Retain the null
hypothesis.

Asymptotic significances are displayed. The significance level is .05.

PesyntaTtu gpyre BapujaHTe TecTupara Xnotese cy npukasaHe y tabenu 33. Wilcoxon
Signed-Rank Tect Takohe He ogbauyje xunoTesdy O jeQHaAKOCTU MeaujaHa 3a HMBO
3HavajHocTun of 5%, anu oBor nyTa je N-BpegHOCT 3Ha4ajHO Maka Tako Aa 6u Beh npwm
HMBOY 3HauvajHocTn og 10% xunoTesa buna ogdaveHa.

Tabena 33: OueHa 3Ha4yaja mpaduyuoHanHoz u Online mapkemuHaa y
opzaHu3ayujama

U3eop: kankynayuje aymopa

Hypothesis Test Summary

Null Hypothesis Test Sig. Decision
The median of differences between Nivo tradicionalnih Related-
marketinskih aktivnosti u Vasoj organizaciji na promociji Samples Retain  the null

1 brenda (TV, radio, promocija flajerima, bilbordi i sl.) and |Wilcoxon .086 .
. ) . . . L S hypothesis.

Nivo online promocije u Vasoj organizaciji na promociji |Signed  Rank
brenda (facebook, web sajt, twiter i sl.) equals O. Test

Asymptotic significances are displayed. The significance level is .05.

Y3umajyhm y o63uMp cymapHo pe3yntate oba Ttectupawa, xunotesa X3 Huje
notBpheHa. Ha To je MHTYMTUBHO yKasMBamo M Hymepuyka OnMCKOCT MPOCEYHMUX
OLleHa 3Hayvaja oBa gBa (pakTopa, anu je ctaTUCcTUYkmn NnoTepheHo aa, Yak 1 ga nocToju
pasnuka, oHa 6y 6una y KOpMCT TpaguMUMOHAaNHOr MapKeTUHra Koju uma HewTto Behe
NpoCeYHe OLEHE 3Ha4aja U Ha OnwTeM M Ha HUBOY OpraHu3auuja.

Xs. MeRyrmbyackm ogHOCM M MOTMBAaUMja CTyAeHTa 3HauvajHu cy dpakTopu
npUIMKOM nepuenuuje 6peHaa

Y HacTaBKy UCTpaXuBaha Ha OCHOBY ApYror YNUTHMKa CNpOBEAEHa je KopenauvoHa
aHanus3a Mo CBMM NapoBMMa MocMaTtpaHux Bapujabnu, M y cBMM cryyajeBuma
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yTBpHeHa CTaTUCTMYKM 3Ha4vajHa KopenaumoHa 3aBucHocT (P < 0.05) koja je

nosntusHor cmepa. Ocum WITO je noTBpheHa AnpekTHa Be3a Mmel)y cBMM napoBuma
KaTteropuja Koje UCnuMTaHUuM ouehyjy, Ha OBaj HaymMH 0be3beheH je u npBM HUBO
dhakTopcke aHanmM3e ca acrnekta rpynucaka NomeHyTux Bapwujabnu y ogpeheHe

dakTope (rpyne).

Tabenom 34 npukasaHu cy pesyntatv UCNUTMBaHa npunaroheHocTn aHanuampaHor
y30pKa 3a NnpuMeHy haktopcke aHanunse. Beoma Bucoka spegHoct KMO nokasaterba
6nvcka jegmHuum, kao n gobujeHa p BpegHOCT 3a Bartletov test cpepmyHoOCT Koja je

CTaTUCTMYKM 3HaYajHa ( p < 0.05) ykasyjy Ha agekBaTHOCT ogabpaHor y3opka.
Tabena 34: KMO and Bartlett's test
U3egop: karnKkynauyuje aymopa

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .936
Approx. Chi-Square 3517.418
Bartlett's Test of Sphericity Df 325
Sig. .000

HakHagHO napadyHaTe BpeAHOCTM KOMyHanuMTeTa 3a cBe Bapujabne ykasyjy Koje oA
Hux Tpeba 3agpxatn garbe y Mmogeny, 0AHOCHO Koje Bapujabne he 6utu cagpxaHe y
nojeanHnm daktopmuma. HakoH u3BpleHe poTaumje, kako 6u cBe un3gBojeHe
Bapunjabne 6bune cagpxaHe y HajBuLE jedHOM M34BOjeHOM dhakTopy, y Tabenu 35.
npukasaHu cy paktopu Kojuma ce Moxe o06jacHUTM Hajehu Oeo BapujabunuteTa
npoyvyaBaHe nojaBe. Pe3yntatm nokasdyjy ga ce ca YKYNMHO 4eTUpu u3aBojeHa
cpakTOpa Moxxe 06jaCHUTU BUCOK cTeNeH, 0og4HOCHO 64.143% ykynHor BapunjabunureTa.

Tabena 35: Total variance explained
U3eop: kankynayuje aymopa

Total Variance Explained

Compo Initial Eigenvalues Extraction Sums of Squared | Rotation Sums of Squared
nent Loadings Loadings

Total % of | Cumulativ | Total % of | Cumulativ [ Total % of Cumula

Varianc e % Varianc e % Variance | tive %
e e
12.44

1 12.446 | 47.869 47.869 6 47.869 47.869| 5.658 21.761( 21.761
2 1.807 6.951 54.819| 1.807 6.951 54.819( 5.647 21.718( 43.478
3 1.307 5.025 59.845| 1.307 5.025 59.845( 2.879 11.072| 54.550
4 1.117 4.298 64.143| 1.117 4.298 64.143( 2.494 9.593| 64.143
5 .880 3.384 67.527
6 .862 3.314 70.841
7 .845 3.250 74.091
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8 .696 2.675 76.767
9 .673 2.589 79.356
10 .587 2.256 81.612
11 488 1.879 83.491
12 473 1.820 85.311
13 .448 1.722 87.033
14 429 1.651 88.685
15 405 1.557 90.242
16 .385 1.480 91.721
17 314 1.206 92.927
18 .281 1.081 94.008
19 .255 .981 94.989
20 241 .927 95.916
21 .227 871 96.787
22 .215 .828 97.615
23 .189 727 98.342
24 .164 .632 98.974
25 141 541 99.515
26 126 485 100.000

Extraction Method: Principal Component Analysis.

[a 6u ce y nocnegwoj etanu geduHucanu M3aBojeHn haktopu Koju objaluraBajy
npoy4yaBaHy nojaBy, OAHOCHO (paKTopu Kojuma ce Moxe objacHUTU HajBehu Leo HeHor
YKYMNHOT Bapunjabunuteta npumMer-eHo je yobuyajeHo npaBuno ga ce yHytap dakropa
3agprkaBajy oHe Bapujabne 4njm je noHaep (loading) Behun og 0.6. Tabena 36. nokasyje
A0bWjeHO KOHA4YyHO POTUPaHO pellewe ca U3nBojeHUM Bapujabnama 3a cBaku oA
yeTupwu yTBphHeHa akropa.

Tabena 36: Rotated component matrix: varimax roteted solution (Martica rotiranih
faktora: varimax metod)

U3eop: kankynayuje aymopa

Rotated Component Matrix?

Component

1 2 3 4
BpeHa je jeauHCTBEH (OpuUrMHanaH) u
pasnukyje ce og bpeHgoBa ocTanmx .280 728 -.028 241
akynTeTa
BbpeHa npuBaTHoOr dhakynTeTa
naoeHTUKrKyje jeaUHCTBEHY BpeaHOCT .256 .765 .091 .176
OpeHaa
BpeHa npuBaTHoOr chakynteTa cTBapa
jacHy cnvky y Bawlem ymy Mo uemy je 273 .676 .148 .127
pas3nuunT 04 KOHKypeHaTa
BpeHa npusaTHoOr dhakynreTa je 146 821 184 104
MOTMBALMOH U NAKo ce NamTu
BpeHa npuBaTHOr chakynTeTa je nak 3a 179 668 215 394
pasymeBare
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BbpeHa npueaTHor cakynteTa
omoryhasa pact

bpeHa npuBaTHor dakynTeTa je 0obpo
MO3ULMOHUPAH 3a AyroTpajaH ycrnex
BpeHa npuBaTHor cakynTeTa je
cnocobaH ga ce n3bopu ca
KOHKYpeHUujom

CnoraH npuBaTtHor dakynreTa je
yBEpPIbUB

3a OpeHa npuBatHor dakynteTa je
BaXXHO Aa npegasayn umajy gobap
KOHTaKT ca CTyAeHTuma

HactaBHO ocobrbe je 3axTeBHO

Ha npvBaTHOM dhakynTeTy CTyQEHTU Cy
noLITOBaHM

BpeHa npuBaTtHor cakynteTa
KapakTtepuwe gobpa atmocgepa
BpeHa npuBaTtHor hakynteTa npyxa
3apoBosbaBajyhe 3Hawe 1 BELUTUHE
HeonxogHe 3a 6ygyhu nocao
3a40BOMLCTBO Y yYeY je cHara bpeHaa
npvBaTHor dpakynreta

BpeHa npuBaTHor hakynteTa npyxa
nobpe nsrnepe 3a kapuvjepy

BpeHa npuBaTtHor hakynteTa npyxa
MOryRHOCT yKjrby4mBama y CTyOeHTCKe
opraHusauuje

BbpeHa npueaTHoOr dhakynTteTa nma
MOBOJBHY LEHY CTyanpaka

BpeHa npuBaTtHor chakynteta nogctuye
WHTepecoBaka n ambuuuje

BpeHa npuBaTtHor chakynteTa noacTtmye
KpeaTuBHOCT

BpeHa npuBaTHOr chakynteta nma
nobpe cTyavjcke nporpame

BpeHa npusaTHOr chakynteTa noacruye
Hay4HO-UCTPaxXnBayKk1 pag

BpeHa npusaTHOr chakynteTa uma
Ao6py npomoumjy (MapKeTuHr,
KOMYHUKauuje)

BpeHa npuBaTHOr bakynteTa uma
0o6py nokauujy

OueHute of 1-5 MHTepHeT cTpaHuLy
npvBaTtHor dpakynreta

OueHute of 1-5 dauebook cTpaHuuy
npuBaTHoOr pakynteTta

418

480

449

119

234

.389
314

314

.585

.563

.684

.709

.674

.824

779

.599

.649

.338

.218

-.098

.203

721

.608

541

.507

466

111
.073

115

375

472

.361

194

.259

.227

.201

241

444

126

171

418

321

157

.186

.358

436

.518

.004
.738

.736

438

321

.348

.098

.044

.208

.268

.262

.158

191

.051

.532

278

121

.165

.198

.266

-.087

.527
.109

194

.118

.187

.216

.220

.275

.181

.228

.238

.187

.616

.587

.635

.690

Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 7 iterations.
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CsBe Bapujabne capgpxaHe y daktopy 1 (MOoTuBauuja) ce ogHOCE Ha BUCOKa
OYeKMBaka CTyaeHaTa OBOr dakynTeTa ca achnekra HMWXOBUMX WHTEpecoBaa,
KpeaTMBHOCTUK, CaBPEMEHOCTU, kKao M MOryhHOCTU OCTBapewa YCrellHe Kapujepe.
36or Tora ce oBaj (hakTop MOXe MMeHOBaTN Kao MOTMBaLUUOHN dakTop (Tabena 37).
Y3 HaBedeHe KpuTepujyme, HMxoBa MOTMBauMja cTyaMpawa Ha OBOM dakynTteTy
cagp)kaHa je n y ycnoBy NnoBOSbHe LeHe CTyanparsa.

Tabena 37: ®akmop 1. Momusauuja

U3eop: kankynayuje aymopa

Varijabla Loading
BpeHa npuBaTHOr dhakynTeTa npyxa nobpe nsrneae 3a kapujepy .684
Bpena npusaTHOr dhakynTeTa npyxa MoryhHOCT ykibyumBama y ctygeHtcke | .709
opraHusauuje

BpeHa npuBaTHOr hakynTeTa nma noBOSbHY LieHy CTyAMpaka .674
BpeHa npuBaTHOr hakynTeTa noacTnye MHTepecoBara u ambuumje .824
BpeHna npuBaTtHor dakynTteta NOACTUYE KpeaTUBHOCT 779
BpeHa npuBaTHoOr dhakynTeTa uma gobpe cryamjcke nporpame .599
BpeHa npuBaTHor hakynteTa NOACTMYE HAY4YHO-UCTPaXKMBaYKN paa .649

HapenHu daktop je geduHncaH HasavsoM Mehyrbyacku ogHocu, 1 6e3 nkakese CymMe,
yKasyje Ha HeONnxo4HOCT NocTojaka Aobpe KoMyHuKaumje n mefycobHor nowToBama
YHyTap jegHe BUMCOKOLLKOIICKe ycTaHoBe (Tabena 38.).

Tabena 38: ®akmop 2: MehyrbyOdcku o0Hocu

U3eop: kankynayuje aymopa

Bapwjabna Loading
Ha npuBaTtHOM (hbakynTeTy Cy CTYAEHTU NOLITOBaHN .738
BpeHa npuBaTtHor dpakynTeTa KapakTepuwe gobpa atmocdepa .736

lMpumeHoM ¢hbakmopcke aHanuse, Kpo3 HaeedeHa 0ea ¢hakmopa, Oa cy
Momueauyuja u mehyrbyodcku 0OHOCU 3Ha4ajHuU NMpuJiuKom nepuyenyuje 6peHoa,
doka3aHa je nocmaesbeHa Xunome3sa Xa.

Xs. JeAMHCTBEHOCT OpeHAa U H-eroBa MpPeno3HaT/bUBOCT KPO3 MapKeTUHI U
ApPYLWTBEHe MpeXxe 3HavajaH je ¢pakTop NpUIMKOM nepuenuuje 6peHaa

AHanunsom Bapwujabnu cagpxaHux y n3aBojeHOM dhakTopy (jeamHcTBeHocT 6peHaa)
MOXe Ce 3aKibyyuTuM Ja ce 3aJ0BOSbCTBO CTydeHaTa MOXe MepUTU N HUXOBOM
nepuenuuMjoMm O caMOM akynTeTy ca acrekrta Herope pasnuynTtoctu wu
jeanHcTBeHOCTUN y nopehewy ca gpyrnm dakyntetnma. Cee Bapujabne obyxsaheHe
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OBMM (paKkToOpoM Cce O[HOCEe Ha MNOMEHyTe acnekTte, rna ce oBaj (pakTop MoOXxe
AedunHUcaTn Kao jeanHcTeeHocT 6peHaa (Tabena 39).

Tabena 39: ®akmop 3: JeOuHcmeeHocm bpeHda

U3eop: kankynayuje aymopa

Bapwjabna Loading
bpeHa npuBaTHOr hakynTeTa je jeAMHCTBEH (OpuUrMHanaH) n pasnukyje ce 798
op 6peHaoBa octanux dakynreta '
bpeHa npuBatHOr dhakynteta uaeHTUUKYje jeANHCTBEHY BpPeaHOCT 821
GpeHaa '
BpeHa npuBaTHOr dhakynteTa cTBapa jacHy CrvKy y BalleM ymy o Yyemy je 676
pasnuunT of KOHKypeHaTta
BpeHa npuBaTtHor hakynTeTa je MOTUBALUMOH U NAako ce NamTy .765
bpeHa npuBaTHOr chakynTeTa je nak 3a pasymMeBare .668
bpeHg npuBaTHor dakynteta omoryhasa pact 721
bpeHa npuaTHor dakynTteTta je [obpo nNo3vuMOHWMpaH 3a AyroTpajaH 608
ycnex

Mocnearn hakTop Koju je 3aBojeH Mepu 3a0BOSbCTBO CTyeHaTa hUXOBOM OLIEHOM
O CaMOM MapKEeTUHIy Koju oBaj hakynTeT crnpoBoaun ca nocebHMM Harnackom Ha
apywtBeHe mpexe (Tabena 40).

Tabena 40: ®akTop 4: MapKeTUHr 1 OpyLUTBEHE MpeXxe

U3eop: kankynayuje aymopa

Bapwjabna Loading
BpeHg npuBaTHOr dakynteta uma p[obpy npomMouunjy (MapKeTuHr, 616
KOMYHUKaLmje) '
OueHute of 1-5 HTepHeT cTpaHuLy nNpuBaTHOr hakynTeTa .635
OueHute of 1-5 Facebook cTtpaHuuy npuBaTtHor dakynreTta .690

lMpumeHoM ghakmopcke aHanu3e, KPo3 HaegedeHa dea ¢hakmopa, Koja yKka3yjy Ha

3Ha4yaj jeOuHcmeeHocmu

MapkemuH2 u dpywmeeHe Mpexe, doKka3aHa je u Xunome3sa Xs.

6peHOa u H-e208e MNpeno3Ham/bLUBOCMU KpO3
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17. 3AKIbYYAK

Ha 6a3n gedumHucaHe Hay4yHO 3acHOBaHe MeETOAOMOrvje OOKTOpCKe aucepTauuje —
npegmeTa, npobrnema, Hay4yHOr M MNPaKTUYHOr UWMSba, XUNotesa U MNpUMEHEHNX
Hay4YHMX MeTOda WUCTpaxuBaka — CNpoBeAeHa WUCTpaXuBaka Teopuje U npakce
npeno3HaT/bMBOr GpeHaa Koja ce KOPUCTM Y CBETY M Y HaLLOj 3eMibWn, AOBENN Cy A0
cnegehux Hay4dyHuxX criosHaja: notepheHa je ocHoBHa xunoTtesa (Xo), KA0O MUcaoHa
npeTnocTaBka O UCXOAY pelleHa HayyHor npobnema uctpaxumearwa — bpeHampame
npoussogal/ycrnyre 3aBucu of OpojHUX hakTopa MHTEPHOr M EeKCTEPHOr OKpYyXXeHa
MOCMOBHE oOpraHusaumje, a of camor kesanuteta 6peHaa eKCnnMuMTHO 3aBuUCU
MOCIMOBHM YyCNex opraHusaumje, Npeno3HaT/bMBOCT Yy OAHOCY Ha KOHKYypeHUuWjy,
nepuenumja KOpMCHMKa O KBanuTeTy 6peHaa n 3agoBorbCTBa OpeHaoM.

MapkeTnHr y 21. BeKky 3ay3nma cBe 3HadajHuje MecTo. MapKeTuHr je UCTOBPEMEHO
YMETHOCT M HayKa, jep Cce OA4 MapKeTUHLLKUX CTpydHaka 3axTeBa KpeaTUBHOCT,
NaXXSbMBO NIiaHUpawe N CNpoBONeHe CaBpeMeHUX MapKeTUHLUKUX UHCTpyMeHaTa u
TexHuKa. TpaguuuoHanHu UnibeBU MapKeTUHra cy oCcMuLLIbaBake, 06nMKkoBarwe 1
pas3Boj HOBMX npousBoda W Yycnyra, yHanpehewe kBanuteTa, oapehuBamwe
KOHKYpPEeHTHe LeHe, caBpemeHa npomMmouuja u auctpubyuuwja, npooop Ha HoBa
TpXUWTA, 3agapXaBare noctojehux n npueravyere HOBMX NOTpoLlaya, a cee y uurby
3a0BOSbeA XKerba 1 notpeba notpowadva v nosehawa npopaje n ocTeapvBaka
ooouTu.

Y caBpeMeHUM TPXULHMM YCIOBUMA MapKeTUMHLUKE aKTUBHOCTM MMajy 3a UWb
cTBapake CHaXHor bpeHaa pagu jadara NnoTpaxHe U fojaniHoCTM Kynaua. JegHa of
AeduHuumja 6peHpa je Aa npeactaBrba MMe, Mojam, 3Hak, cumbon, obnuk unm
KOMBUHaUKjy TUX enemMeHaTa, 4Yunja je HameHa naeHTudukoBarwe gobapa unum ycnyra
jeaHor npogasua wvnu rpyne npojasaua M HUXOBO PasfnvMkoBawe 0f KOHKypeHaTa.
MpenosHaT/bmB 1 ycnewaH 6peHa nosehaBa Tpaxwy 3a pobom u ycnyrama Ha
TPXMLWTY, WTO Yy KOHAYHOM AOBOAM A0 pacTta npuxoda u JobuTu opraHusaumje.
Takohe, 6GpeHAa je noTpolwadnma v rapaHumnja cTaHgapAHor KBanuteTa npou3soaa m
ycnyre. YcnewaH 6peng npeactaBrba M3BOp AogaTte BPeAHOCTM 3a opraHu3aumju jep
onakwasa u3rpagwy LYropodHmx u ctaburnHux ogHoca ca Kynuuma, onakliasa
andpepeHumpae M NPeno3HaT/bUMBOCT Y OAHOCY Ha KOHKYpeHTe, npeacTaBiba
Gapuvjepy ynacka Ha TpXuwTe, MNOAMXKE aTPaKTUBHOCT KOMMAHWE W  HEHY
nperosapayvky moh y ogHocy Ha gobaBrbave, cMamyje yTuLaj MapkeTUHLLKUX Kpuaa,
nMa edeKkTMBHUje MapKeTUHLUKe KOMyHuKaumje u nosehaBa Beha moh wwupemna
6peHpa. bpenn omoryhaBa noTpolayMma npugaBawe HAKMNOHOCTM  ogpeheHom
npous3Bo4y Mnu ycnysu, WTo cTBapa obaBesy M O4roBOPHOCT npoussohavvma mnm
ANCTpubyTeprMMa aa 3axTteBe Kynaua 3a40BOSbe.

Ynora 6peHaa je ocTBapeHe KOHKYPEeHTCKe NpeaHOCTM Koja noapasymesa CrioCoOOHOCT
[a ce bpeHA UCTakHe Tako [la ra KOHKYPEeHTU He MOory nako cneauTtu. Ycnos aa 6peHa
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Oyne edukacHO NO3ULMOHMPAH Ha TPXUWTY je Oa MOTpoLayn KOHKYpeHTCKe
npegHoOCTU nNpou3Boda cMaTtpajy M notpowadykum npegHoctuma. Moh 6peHpa je y
OHOME LUTO NeXn y cpuy U Mucnmma notpowada. bpeHgosu nsspLuaBajy HEKONMUKO
BpeaHuX oyHKUMja y KoMnaHnjama. bpeHpg cnyxu 3a naeHTugukayunjy npomssoaa nnu
ycriyra, curHanuaupa Ha ctanHgap4Hun KBanuteT, KOMNaHuju npyxa npeasnaibuBoctT,
CUIYPHOCT NOTPaXH-e YMMe Ce oCcuUrypaBa KOHKYpPEeHTCKa NpeaHOoCT, npy»Ka CUrypHocCT
OAPXMBMX Npuxoda v cTBapa Beha BpeOHOCT 3a BnacHuke. Takohe, 6peHa npyxa
neranHy 3alTUTY YHUKaATHUM KapakTepucTukama U CBOjCTBMMA Npou3Boda U MOXe
6uTn 3awTuheH Kao WHTenekTyanHa cBojuHa. bpeHa pecdnekTyje cxBaTama
noTpowlaya, OOHOCHO CTBapa MeHTanHe CTPYKType W MoMaxe noTpolwadynma ga
opraHusyjy cBoje 3Hawe O NpousBoauMa U ycriyrama, pasjallsbaBa HUXOB npoLec
AOHOLWeHwa oanyka. JeaHoM peudjy, cTBapawe OpeHpa ce 6asvpa Ha cTBapamby
MeHTariHe CTPYKTYpe Koja nomake Kynuy Aa opraHusyjy cBoje 3Hawe O npoussogmma
M ycriyraMa Ha HadvH KOju UM onakwaBa JoHowlewe oanyka. Mehytum, ctBapamwe
OpeHaa yjeaHO 3HauYu 1 cTBaparbe pasnuka jep je Kyrnue notpebHo ysepuTtu ga namehy
OpeHOa ucte kareropuvje nponssoga UnNu ycriyra rnoctoje pasnuke y ocobnHama nnm
KopucTMMa caMor npoussoaa.

N3rpagwa TpxuwHe BpeaHocTn bpeHaa 6u Tpebano ga 6yae oCHOBHM npuoputeT
komnaHuje. Nsrpagrwa cHaxHor 6peHOa je MCTOBPEMEHO M YMETHOCT M Hayka. Y
CaBpeMEHMM TPXULLHMM YCNoBMMa ynpaBrbake OpeHAOoM je of CcTpaTeLlKkor 3Hadvaja
jep KOMOBWHyje Ou3ajH M UMNNeMeHTauun)y MapKeTUMHLUKMX akTMBHOCTU. MohHu
OGpeHooBu Hucy crniyyajHoct. OHWM cy pesynTtatm NPOMULLIBLEHOr WU MaLTOBUTOr
nnaHupawa. Tpu Hajno3HaTnja moaena rpahewa 6peHaa cy Moaen no3vumnoHupama
OGpeHaa, moaen ogjeknBawa bpeHga n mogen nadua BpeaHocTy bpeHaa. TpxuwHa
BpegHocT bpeHaa je gogaTtHa BpeaHOCT Koja oborahyje npomssoae un yenyre. OHa ce
MOXE cagpXaBaTu y HA4YMHY Ha KOju Kynuu pasmuwrbajy, ocehajy n genyjy y ogHocy
Ha BpeHa, Kao Ny LeHu, yaeny Ha TPXULWTY U npoduTabunHocTy Kojy bpeHa oHOCH.
lMocToje 6pojHn mMogenu TpxulHe BpedHocTn OpeHaa, a mehy Hajno3Hatujum cy
npoueHuTerr BpegHoctn 6peHpga (BrandAsset Vuluator, BAV), BRANDZ wmoodern,
mMoaen ogjeka 6penga (Brand Resonance Model) n AkepoB mogen. bpeHaom, kao
HajTPajHNjOM MMOBMHOM KOMMAaHWje, jeé HEOMXOOHO NaXribMBO ynpaBrbaTu ga He 6u
gowno pao rybutka BpegHocTn. OcHaxuBame TPXULWIHE BpegHocTM OpeHaa
noapasymMmeBa KOHCTaHTaH paj Ha HOBUM W NPMBMAAYHUM MOHyAaMa U HaYUHUMA KaKo
Npon3BO4E UNK ycrnyre NpeacTaBUTUM Ha TPXULWTY. Tpu oCcHOBHaA u3bopa cTBapama
BpegHocTn BpeHaa cy pa3Boj HOBUX enlemeHaTa bpeHaa 3a HOBU NPou3Bo[, NpMMeEHa
Heknx of noctojehux enemeHata OpeHaa (Npowupewe 6peHaa) n kombuHauwmja
HOBWX M NocTojehnx enemeHaTa bpeHaa (noabpeHaa).

MosnumoHnpane bpeHaa npeacTaBrba Npouec cTBapara yTucka o 6peHay y cBecTtu
noTpowava, Tako da noTpoway noBesyje OpeHA ca HeuyuMm cneunduyHuM U
NOXerbHUM, LUTO ra pasnukyje og octaTka TpxuwTa. [No3MunoHnpamne je opraHm3oBaH
CUCTEM 3a MpoHanaxewe npos3opa y ymy, Kopuwhewem pasnuuutmux crpateruja,
YKIby4yjyhn LeHe, npomouujy, OUCTpUbyLnjy, nakoBake M KOHKYPEHTHOCT. BaxaH
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dakTop Yy NOCTYNKy AudpepeHumpara U no3uuMoHuparwa npoussoda M ycnyra
KOMMaHuje y KOHKYPEHTCKMM YyCroBMMa Ha TPXULLUTY je Au3ajH Npou3BoAa unm ycnyra.
[An3ajH ymHe cBa oHa obenexja koja yTuyy Ha TO Kako NPoOM3BOA4 M3rnena notpoLuavy,
KakaB yTMCaK Ha Hera ocCcTaB/fba WU Ha KOjU HaYMH MYy KOpUCTU. Y CaBpeMeHUM
TPXMLLHUM yCroBMMa ce nocebHa naxha Mnokfaka eMOLUMOHaNHOM yTuuajy am3ajHa
M BaXHOCTW KOjy nMoOTpowlayn npuaajy wvsrnegy npomsBoda W HauYMHY Ha Koju
YyHKUMOHULWE. BaxxaH acnekT no3nunoHnpara bpenaa je AoHoLWweHe oanyka O LeHu,
Koja Mopa BGMTK y cknagy ca MapKeTMHLLKOM CTpaTernjoMm opraHmsaunje y ogHocy Ha
UUIbHa TPXULWLTUMA M NO3NLUOHUpare bpeHaa.

Ca OpywTBeHMM M €KOHOMCKMM pa3BOjeM MapKeTUHLLKE cTpaTernje n TakTuke y
narpagtu BpeaHoCcTn bpeHaa cy ce 3HayajHO nNpomeHune. Y caBpeMeHnM TPXULLIHUM
yCrioBMmMa, MHTerpucaHn MapkeTuHr obyxsata KoMbuHoBaHe 1 ycknahmsake YntaBor
HM3a MapKETMHLLKMX aKTUBHOCTW pagu MakcumanHor nosehawa nHausugyanHux m
3ajeQHNYKNX KOPUCTU. Linrb nHTerpucaHnx MapkeTUHLLKUX akTUBHOCTU je Aa cTBapajy,
o4p’KaBajy Unu nojayaeajy acoumjaumje n cnvke nosesaHe ca 6pengom. BaxkaH ycnos
3a euKacHy MapKeTMHLLUKY KOMyHUKauuvjy je cTBapakwe Awjanora n wusrpagwa
AYropoYHMX OAHOCa ca Kynuuma, koja ce obaBrba nNocpeacTtBoM nnaheHux meguja
(paid media), nytem ornawasama, An3arwa nyénuumteTa n Apyrnx NPOMOTUBHUX
aKTMBHOCTM unNM nyteMm ©OecnnaTHMX Meguja, Kao WTO Ccy npuye, 6Groroswu,
KOHBep3auuje Ha [pyWTBEHUM Mpexama Be3aHo Y3 6peHn v cn. OUpeKkTHUM
MapKeTUHroM, noA KojuM ce nogpasymeBa HernocpedHa nowTa, Kartanosw, Tene-
MapKeTUHI, MHTEPAKTMBHA TeneBu3nja, KNoCUM, MHTEPHET, MOOMNHKU ypehaj n cn. ce
aonvpe Ao notpowada n 6e3 nocpegHuka. Ca TEXHOMOLWKNM pa3BojeM, eNEeKTPOHCKM
KaHanu KOMyHMKauuje Ccy nocTanu HajopXu BMA KOMYHWUKaUMje, KOju MCTOBPEMEHO
omoryhaBajy Behy nHTepakumjy n niausuagyanusaumnjy. pywtBeHn Meaguju cy aaHac
jeAHV OA KIbyYHMX HaYMHa NoBe3nBara ca Kynuuma y narpagHun gyropodHmx ogHoca,
AeSrbeeM TEKCTyanHuxX Mopyka, Cnuka, aygumo n BuAeO WMHdopMaunja u Apyrux
cagpxaja.

EmMnupumjcko TecTmpane xunoTtesa, Ha OCHOBY NMPBOT YNUTHUKA, je CNpoBeaeHO Ha 6a3un
aHKETHOr UCTpaxmBawa Ha y30pKy o 163 ucnuTaHuka Koju npeactasrbajy
opraHus3aumjy y KOjoj Cy WCMUTaAHUUWM 3anocrieHn, OOK je ApYrMM  YNUTHUKOM
CMpOBEAEHO UCTPaXunBarwe Ha y30pKy of 213 ucnutaHuka, CTyaeHTcke nonynauuje,
KOju Ccy JaBanu ofroBope Ha 26 nocTaBrbeHUX NuTama. [pBUM aHKETHUM YNUTHUKOM
Cy UCTpakeHu AenaTtHOCT (Npou3BOAHa, YCry)XHa, Mewosuta), 6poj 3anocneHux,
KONMUKO roguHa nocrnyje u Koju je reorpadckn obyxsaT nocrnoBawa (fOKasHo,
pernoHanHo, HauuMoHanHo, MehyHapogHo), npu 4emy je yTBphHeHO Oa Yy Y30pKy
AOMUHMPpA YycnyxHa paenaTtHocT (oko 60%), opraHusaumje ca Behum 6pojem
3anocneHux (npeko 50), opraHu3auumje koje nocnyjy kpahe oa 25 rogmHa n Behe
yyewhe opraHu3dauuja Koje nocnyjy Ha MehyHapOOHOM W perMoHarniHOM HUBOY,
nocebHO ko4 NPOU3BOAHUX AENATHOCTU Y OAHOCY Ha YCNYXHEe, KOA KOjUX AOMWUHMPpA
NOKanHu 1 HauMOHarnHM HUBO.

230



LemepmuHaHme kpeupatba npernosHamsbugoe 6peHda y cagpeMeHUM MPXXUWHUM YCrioguma

NcTpaxuBare je nokasano ga BulIe O MOMOBMHE MocMaTpaHuUX opraHusaumja y
y30pKy OpeHampa cBoje npousBoge unu ycnyre. NpuUMeETHO je aa je y YCNyXHO]
AenatHoCcTU ydewhe opraHmsauuwja koje He OpeHaupajy npoussoge/ycriyre HewTo
Behe y oHOCY Ha Npou3BOAHY U MeLoBuTY aenatHocT. C gpyre cTpaHe, kopuwherwe
3alITUTHOr 3HaKa je reHepanHo 3acTynibeHuje W YyjeQHayeHOo MpUCYTHO Mehy
opraHusaumnjama pasnmuntux genatHoctn. OueHe kBanuTeTa OGpeHAa W KBanuTeTa
An3ajHa Ccy BUCOKe, 0K je MeflyHapoaHa Npeno3HaTibUBOCT HELWTO crnabuje ouereHa.
MocmatpaHo no AgenaTtHocTMMa, MNPUMETHO je [da opraHusauuje MeLoBuTe
AEeNnaTHOCTU Yy NPOCEKY UMajy HajBU1LLE, a YCIY>KHE HajHUXKe OLeHe KBanuTeTa bpeHaa.
OBa pasnuka je HapounTo u3paxeHa koa MefhyHapogHe NPeno3HaTIbMBOCTY, LITO je Y
CKnaZly ca KoHCTaTauujoM fa Cy yCcnyXHe opraHusaumje sehnum geriom ycMepeHe Ha
gomahe n nokanHo nocroBakwe. [lpomoBucawbe 6peHaa nyTem MPOMOTUBHUX
domunmoBa 1 nyteM MOOUMHOI MapKeTUHra je yMepeHo 3acTyrnSbeHo. Tek HewWTo BuLLIe
O4 MONOBWHE oOpraHu3aumja npakTukyje npomoBucawe nytem ¢unmMoBa, a
npoMoBuCake MNyTEM MOOUMHOI MapKeTMHra MpakTUKyje U Mawe of MOfIoBUHE
aHKkeTMpaHux opraHusaumja. [locmatpaHo no genaTHOCTWM, Mpomoumja nyTem
dmnNMoBa je HeLITO MaHnse 3acTynrbeHa Koz YCNy>XXHUX opraHusaumja; 4OK je npoMoLumja
nyTeM MoOOWITHOr MapKeTuUHra yjegHayeHa. Y O4HOCY Ha MPOMOTMBHE hmunmoBe U
MOOMMHM MapKeTWUHr, NpoMoBUCake BpeHaa nyTeM UHTEPHeTa U Apyrnx meguja je
3Ha4vajHo 3acTynrbeHuje jep oko 70% opraHusaumja y y30pKy NpakTuKyje oBaj CUCTeEM
npomoumje. OBakaB OAHOC cHara uameny cunmMoBa U MOOUMAHOr MapKeTWHra je
OYyeKkuBaH, ¢ 003MpOM Ja CHUMake urMoBa WM pPasBoj MOOUMHUX annukauumja
KOMMIEKCHWjMU TWUM nNpoMouumje M CXOOAHO TOMe  M3UCKyje U Behe TpOoLUKoBe
peanusaumje. 3a pasnuKy of aHanuM3vpaHux KapakTepucTuka rge cy npousBoAHe
opraHusauuje yrnaBHOM McKasvBare Yyelwhe NnpoMoBUCak-e U BULLE OLEeHe KBanuTeTa
OpeHaa, y ornawasake Ha MHTEPHETY U ApYrMM Meanjuma je Yewwhe 3acTynibeHo Kog
YCRYXXHUX OpraHusauuja.

Y norneay oueHe KBanuteTa MapKeTUHLLKMX aKTUBHOCTU MPUMETHO je Aa He NocToje
3HavajHe pasnuke y oueHama KBanuTeTa MapKeTUMHLLKUX akKTMBHOCTU 0ByxBaheHmx
aHKeTHMUM ynuTHUKOM. [1o HewTo Behoj NpoCeYHoj OLeHn n3aBaja ce opraHu3aLmoHa
camMOCTanHocCT y NpoMoBucawy bpeHaa, OOK je Hajcnabuje oueHeHa EKOHOMUYHOCT
AUrMTanHMX KOMyHMKauuja y npomoumju 6peHga. [lpoceyHe oueHe KBanuTeTa
MapKEeTUMHLLKUX aKTUBHOCTW CYy YjeQHayeHe KOA4 MELUOBUTUX W MNPOU3BOLAHUX
opraHusaumja, OOK Cy HEeLWTO Make KoL YCNYyXHWX opraHudauuja. VictpaxuBame je
nokasano ga opraHusauuje obyxsaheHe y30pKOM W Aarbe BuWe 3Hadyaja npuaajy
TPaguUMOHANHUM  MapKETUHLIKAM  aKTMBHOCTMMAa Yy OOHOCY Ha gurutarnHe
MapKETUHLLKE aKTUBHOCTMW.

AHanusom auctpmbyumje 3actynibeHOCTU MHCTpymMeHaTta online npomouuje (6nor, e-
mail, Facebook, LinkedIn, Twitter 1 Web cajT) y ogHocy Ha agurutanHe KaHane
KOMyHuKaumje  (MHpopmucawe, OpeHOUHr W penyTaumja, egykauvja w
Nno3nUMOHMpPae, KOpPUCHMYKA MoApLIKa, WHTepakuuja ca noTpowadmma, online
npogaja n wuarpagkwa nojanHocTy ) je yTBpheHO [a je Haj3acTynibeHuju KaHan
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AvrutanHe KoMmyHukaumje nHdopmucame, rae ceera 8.6% opraHusaumja He KOPUCTU
HUTK jeaaH obnuk online npomouwmje. Ha gpyrom ekctpemy je online npoaaja, Kojy kao
AUMUTanHW KaHarn KOMYHMKauuje KOPUCTU Tek HewTo Buce oA 50% aHKkeTupaHux
opraHusauumja. Kag cy y nutawy o6nmum online npomouuje, ydearsmeso gommHunpa Web
CajT KOju je UCTOpPUjCKM N HajcTapuju obnuk gurntanHe npomouumje. Takohe je Bpno
3actynsbeHa n ynotpeba enekTpoHcke nowTe, AOK je Tpehu Ha Nuctu Hajyewhe
kopuwheHnx obnuka online npomoumje Facebook kao HajpacnpocTpaweHuja
apywTBeHa mpexa. Octane cBeTcku nonynapHe apywteeHe mpexe Twitter u LinkedIn
Cy caMO MapruHarHo 3actynsbeHe (8o 5%), a 6nor je Hajpehe KopuwheHn MHCTPYMEHT
online npomouuje n KopucTu ra marwe oa 2% opraHusauuja.

NcnutuBawem cTaBoBa O MojeguMHayYHOM 3Hayajy dpakTopa y npouecy bpeHavpara,
npun 4yemy je noHyheHo 20 cakTopa, CBWM PaKTOpu Cy Y NPOCEKY OUEH-EeHU U3HAaA
BpeOHOCTN MeamjaHe, LITO MMNMumMpa a MUCNUTaHUMUM CBaku of OBMX (pakTtopa
cMmaTpajy 3HayajHUM UNK jako 3HayajHUM 3a 6peHampawe. Mehy dakTtopmuma ce no
3Hauvajy UCTUYY OHM KOju Cy BE3aHM 3a CaMe KapakKTepUCTUKE opraHusauuje (oyxuHa
nocrnoBamwa, penyrtaumja, O6po nve, KBanuTeT NPoM3BoAa), a HajMarwe Cy 3Ha4YajHu
OHW KOjW Cy eKcTepHe npupone (nogpLika gpxaBe, akTMBHOCTU KOHKypeHUuje), Kao 1
MapKeTUHI KaHarnu Koju cy Takohe Mehy HajHuxKe oueHeHNM hakTopuma.

HynTa xvnoTesa je TecTupaHa HenapameTapCKoM anTepHaTMBOM t-TecTa Nno3HaToj Kao
Wilcoxon signed-rank TecCT, 1 3akiby4eHo je ga UcnutaHMum cmaTpajy Aa cy akropm
(jJako) 3HauajHn 3a OpeHaupame ycrnyra, YMMme je OBaj CErMEHT TeCcTupawa OonuTe
xunotese notepheH. Y apyrom Kopaky je TecTupaHa xmnoTes3a o 3Hadvajy haktopa 3a
OpeHanparwe M kopuwheHa je Spearman-oBa kopenauuvja. Kao krbyyHe 3aBUCHE
Bapujabne koje onucyjy keBanuteT 6peHOa Ha HMBOY opraHu3auuje usabpaHe cy
cnegehe Tpu KapakTepuctuke: kBanuTeT bpeHga Balwe opraHusaumje; kBanuteT
An3ajHa 3awWwTUTHOr 3Haka Bawwux npowusBogal/ycnyra; npeno3HaT/bMBOCT Balumx
npoussogalycriyra BaH rpaHuua Hawe 3emsbe. AHanmusa  KopenaumoHUX
KoedomunjeHaTa je ykasana fa cy csux 60 kopenaumoHux koeduumjeHata CTaTUCTUYKN
3Ha4ajHu1, a ga je Kopenauuja nspaxeHuja nameny akropa 3Ha4yajHOCTU 1 KBanuTeTa
OpeHOa, OAHOCHO KBanuTeTa 3aWTUTHOr 3Haka. be3 063upa Ha HewTo Huxe
BpeaHOCTN Kopenauunja namehy dakropa n mefyHapoaHe Npeno3HaT/bUBOCTU, MOXE
ce 3aKrbyunTu aa je noteBpheHa xmunoTtesa o 3Havajy 6pojHMxX dhakTopa Ha bpeHaupare
npowussogalycnyra.

Apyrum ynuTHUKOM je CnpoBedeHO UCTpaXuBakwe Ha Y30pKy oa 213 ucnuraHuka,
CTyOeHTCKe nonyrauuje, Koju cy gasanu oArosope Ha 26 noctaBrbeHUX NUTaka Ha
ckanu 3agoBorbctBa o 1 oo 5. [lobujeHn nokasaTerb Npoceka 3a TBpAHE MO Kojuma
j€ BPLUEHO UCTpaxmBahe y Npeko 96% nocTtaBrbeHNX NUTara 6enexun BpeaHOCT Koja
je usHag 4. OBako BMCOKO MOCTUrHYyTa MpOCEYHa OLeHa ofpakaBa 3a[0BOSbLCTBO
MUCNUTaHMX CTydeHaTa no CBUM KaTeropuwjama vmme ce notsphyje 3HayajaH cTeneH
HUXoBe adupmMaumje npema noctaBrbeEHMM CTaHgapaumMa dakynteTa u nepuenumju
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KOPUCHWKa O KBanuTeTy 6peHaa v 3a40BOrbCTBa BpeHaoM, Na ce MoXe Ce 3aKiby4nuTn
Aa je notepheHa xunoTesa o 3Havajy 6pojHux dhakTopa Ha bpeHampare ycnyra.

3a pasnuky oa HynTe xunoTese, Y criyyajy xunotese X1 NOCTOjU Kay3anHu o4HOC Koju
UMNIMLMpPa Oa MapKeTUMHLUKE aKTMBHOCTM yTuUdy Ha Openaupawe ycnyra, na je
KopuwheHo perpecnoHo mogenupawe, aHanusom BapujaHcu (ANOVA). Y camo
jeaHom cniyydajy og 50 aHanusmnpaHux ytuuaja Huje noTBpheHo Aa NOCTOojM CTaTUCTUYKN
3Ha4ajaH KaysanuTeT, LWITO uMnnvumpa aa je xmnotesa X1 notepheHa.

Tectupawe xunotesde X2 peann3oBaHO je Ha CriMyaH METOAOSOLWKN HaYMH Kao U
TecTupamne xunotese Xi, kopuwherwem ANOVA aHanuse. Pe3syntatn aHanuse ykasyjy
Aa je 6poj 3anocneHux KapakTepucTMka opraHusauuvje koja uma Hajpehu ytuuaj Ha
KBanuTeT 6peHaupara, ¢ 063MpoM Aa MMa CTaTUCTUYKM 3HaYajHO Kay3anaH yTuuaj 3a
CBaKy nojeguHadHy Bapujabny y gomeHy kBanuteta 6pengupana. CnvyHo je u ca
KapakTepucTukom reorpadckor obyxsaTta nocrioBawa, rge camo jeHa kaysanHa Besa
Hnje notBpheHa. C gpyre ctpaHe, ytuuaj 6poja rogMHa nocrnoBawa Ha KBanuteT
OpeHanparwa Huje noTtBpheH. [denaTHOCT opraHu3auvje Mma MeLIOBUT yTuuaj Ha
OpeHanpare. YKynHo nocmaTtpajyhu, pesyntatv aHanuse He notephyjy jeqHO3Ha4yHo
AenaTHOCT M roguHe NocrioBaka Kao perieBaHTHE KapaKTepucTuke ca yTuuajem Ha
KBanuTeT OpeHavpana, na je xunortesa Xz caMo AeNUMUYHO JoKa3aHa.

Y Tectnpawy X3 xunoTtese, CMYHO TecTupawy xunoTtesde Xo, pasmaTtpaHe cy ABe
BapujaHTe: KakBM Cy ONWTW CTaBOBM WUCMUTAHMKA O OUEHM 3Ha4yajHOCTH
TpagnUMOHaNHNX M EeneKTPOHCKMX HadMHa MNpPOMOBUCAH-A, U KakBa je KOHKpeTHa
npakca kKag cy y nutawy opraHusauumje y Cpbuju. Pesyntatn Wilcoxon Signed-Rank
TecTa nokasyjy Aa ucnuTaHuum y Nnpoceky nofjeaHako BpeaHyjy U TpaguunuoHanyu m
online MmapkeTuHr Kao dakTope bpeHampara. PesyntaTtu gpyre BapujaHTe TecTupama
xunotese npumeHom Wilcoxon Signed-Rank tecta Ttakohe He oabauyje xmnotesy o
jeAHaKoCcTM MegumjaHa 3a HMBO 3Ha4dajHoCTU of 5%, anu oBor nyta je n-BpegHoCT
3Ha4yajHO Mawa Tako ga 6u Beh npu HMBOY 3HayajHocTM o 10% xunotesa Guna
opbadveHa. Yanmajyhu y 063mp cymapHo pesynrtarte oba Tectupara, xunortesa Xs Huje
notepheHa.

XunnoTtesa Xa je JOKa3nMBaHa Ha OCHOBY efleMeHaTa 13 Apyror yrnmTH1UKa crnpoBoherem
KOpenaumMoHe aHanu3e no CBMM MapoBMMa nocmaTpaHux Bapwujabnn, m y CBUM
crny4vajeBuMma je ytBpheHa CTatMCTUYKK 3HavajHa KopenauyunoHa 3aBucHocT (P < 0.05)

Koja je no3nTmBHOr cmepa n obesdbeneH NpBM HMBO (PaKTOPCKE aHanuae ca acnekra
rpynucarwa nomMeHyTux Bapujabnu y ogpeheHe cdaktope (rpyne). Pesyntatu nokasyjy
Aa ce ca YKynHo 4eTnpu nsgsojeHa akropa Moxe 06jacHUTM BUCOK CTEMNEH, OOHOCHO
64.143% ykynHor BapujabunuteTa. [lpMmMeHOM (pakTopcke aHanmse, Kpo3 ABa
dakTopa, ga cy MmoTMBaunja u Mehyrbyackn ogHOCK 3HaYajHU NPUIMKOM nepuenuumje
OpeHaa, nokasaHa je nocTaBrbeHa Xunortesa Xa.
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NpumeHoOM pakTOpCcKe aHanu3e, Kpo3 ABa akTopa, KOja YyKasyjy Ha 3Hauyaj
jeavHCTBEHOCTM BpeHaa 1 Herose NpPeno3HaTibUBOCTU KPO3 MapKETUHT U ApYLUTBEHe
Mpexe, JokasaHa je n Xunotesa Xs.

Ha kpajy, MOXxe ce 3aKiby4nTun a Cy O4eKMBaHa NocTaBfbeHa NPUMKOM 3anoynHama
NUCTpaxusara, Yy NOTNYHOCTU UCMyHEHA Y CMUCIY OCTBapeHux pesyntaTa, Kao u
NnocTM3aka OCHOBHUX LuIbeBa. NoTBphMBake OCHOBHE XMMNOTE3e O 3Havajy 6pojHMX
dakTopa Ha BpeHaupare npoussogal/ycnyra uMmnnuumMpa notpedy 3a NoHaBbakeM
NCTpaXkmBara Yy HEKOM Ay>XeM BPEMEHCKOM nepuoay 1 LWMpeMm y30pKy. VIcTpaxmBare
je nokasano da je y Hawoj 3emibM oBa npobremaTuka jow yBEK HEeOOBOSbLHO
NCTpaxeHa jep je eBnaeHTaH HegocTaTtak Beher 6poja pagoBa Ha OBy 3HauvajHy Temy.
CxogHo TomMe, MOXe ce AaTu npernopyka ga ce, y uurby borber nos3vumoHnpama Ha
TPXKUWTY pagn ocTBapena 0orbMx NOCNOBHUX pe3ynTaTa, y byayhem nepuoay oBOj
TemaTuum NOCBETU QYXKHA NaXwa o CTpaHe CTPYYHEe U Hay4He jaBHOCTW.
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YNMUTHUK KOJU JE KOPULUITREH NPUNTUKOM MNMPUKYTIUbAKBLA NMOOATAKA

MNowToBaHwN,

YnnTHUUM Koju cy npeq Bama cy aHOHMMHU. PedynTtaTtu U3 ynuTHUKa kopuctuhe ce y
CBPXY Hay4YHOT UCTpaXKMBaHa Ha JOKTOPCKMM cTyaujama Ha DakynTeTy 3a NpuMeHeHu
MEHaLIMEHT, eKOHOMUjYy U uHaHcuje. [punmnkKom nonyhwaBaka YMUTHUKA YKOSUKO
NOCTOjWU NMHW]ja yNULWIUTE OArOoBOpP, KO CoBa 3a0KPYXXUTU OHO LUTO je Ta4yHOo, a Kop
nuTawa y KojumMa nocTtoje ckane npatuTe ynyTCTBO M3 nNuTawa. 3a nonyHaBawe
ynUTHUKa NoTpebHo je o 5 oo 10 muHyTa.

Hapamo ce ga hete nsgeojutu Bpeme n noMohu Ham y uctpaxmsadkom pagy.
NPBU YNMUTHUK

1. OpraHu3sauumja y Kojoj pagute nma

a) 0o 9 3anocneHnx

6) og 10 oo 49 3anocneHux

u) og 50 go 249 3anocneHunx

A) npeko 250 3anocneHnx

2. OpraHusauumja y Kojoj paguTe je:

a) Npon3BOAHE AENaTHOCTU (3a pesynTaTt paga Mma onunibMBe NPOM3Boa)

6) ycnyxHux OenaTtHocTu (3a pe3ynTaTt paga uma ycnyry Hnp. 6aHkapcke ycnyre,
npoAaja, yrocTUTerbcTeo, o6pa3oBatre)

L) ¥ MPOM3BOAHE U YCNY>XHEe AenaTHOCTU
3. OpraHu3aumja y Kojoj paguTte permctpoBaHo je Kao (jaBHO npeaysehe, BojHa

ycTaHoBa, LLUKOMa, chakynTeT, TProBMHCKO npuBaTHO npeay3ehe, 6aHka,
yrocTuTerbcka ycraHosa uta.)
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4. Konuko roguHa nocnyje Bawa opraHusaumja?

5. Bawe opraHusauuja nocnyje

a) Ha NTOKaliHoOM HUBOY

6) Ha HaLMOHaNHOM HMBOY

LI,) Ha permoHariHoMm HMBoy

A) Ha mefhyHapogHOM HUBOY

6. Ha cnepeha nutatba oaroBopuTe CTaBrbakbeM 3Haka ,x“ y oaroBapajyhe
nosbe npu 4yewmy je:

1 — lNonyHo HeTa4yHO

2 — [lennMN4YHO HETa4YHO
3 — Hu Ta4yHO HK HeTa4yHo
4 — [1enMMNUYHO Ta4yHo

5 — lNoTnyHO TayHo

NMATAHBA

1

Bawa opraHusaumja uma 3BaHuM4HYy web cTtpaHuuy roe ce
jacHO BMae NpousBoan Unn ycryre Koje npogajeTe

2 | Bawa opraHusaumja nma Facebook ctpaHuuy rge ce jacHo
BMAe Npou3BOau UNu ycnyre Koje npogajete

3 | Bawa opraHusaumja uma twitter Hanor

4 | Bawa opraHusaumja wuma npowusBogelycnyre Koju cy
OpeHaupaHu

5 | MNMpouseogu/ycnyre Bawe opraHnsaumje wumajy oppeheH
3alTUTHU 3HaK

5 |Y Bawoj opraHusaumju ce MNOBPEMEHO W/unu penoBHO

cTaBrbajy nNpoMoTMBHM uMnMoBM Ha Youtube ca uurbem
npomoBucarwa dpeHaa
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7 | Bawa opraHusauvja npuvMmemwyje HekM Bug MOOUMHOr
MapkeTuHra (MobunHe annukauunje, CMC mapkeTuHr) paau
npomMoBucara bpeHaga

8 | Bawa opraHusauuja ce noBpeMeHO u/vunun pegoBHO ornawasa
Ha UHTEPHETY 1 ApyrMm meaunjuma npomosuwyhu ceoj 6peHa
9 | VY Bawoj opraHusaumju ce npatu (npoBepaBa) NocrnoBawe
APYrnx opraHusauuvja ucte unu crnvyHe 6paHwe y nornegy
KBanuTeTa bpeHaa KOHKYPEHTCKUX opraHunsaumja

10 | Bawa opraHusaumja caMmocTtanHo pagayv Ha npomMoBUcCaly
OpeHAaa

11 | MapKeTUHr aKTMBHOCTU (UCTpaxuBakwe TpXuWTa U
npomoumja) ce penoBHO obaBrbajy y Bawoj opraHusauuju
pagu yHanpehera kBanuteTa bpeHaa

12 | Bawa opraHusauuvja pefoBHO paan Ha epyKauuju rbyam y
norneay 6peHanpama

13 | Ha dbopmupamy 6peHaa (MmeHa, 3alTUTHOT 3HaKa) U HeroBo
npoMoBMKCake pagu TUM Jbyan, a He camo jeaHa ocoba

14 | Y Bawoj opraHusaumju cBakuM 3anocrieHn uma npucTtyn
MHTEepHeTy

15 | Bawa opraHuM3aumja uma 6nor

16 | Bawa opraHusaumja npumeryje HEKM Bua e-maus
MapKeTUHra

17 | Bawa opraHusauuvja uma oHnajH npopaajy Ha Beb cajty

18 | Y Bawoj opraHu3aumju ce npoBepaBajy CBU caapXxaju Koju
ce NOoCTaBIbajy Ha OpYLUTBEHE Mpexe unu Beb cajt

19 | Ynotpebom pgurmtanHux (MHTEPHET) KOMYyHMKauuja y CBPXYy
npomoumje OpeHaa, MapKeTUHLIKE akTMBHOCTM Yy Bauwoj
opraHusaumju nocrasne cy eKOHoMuU4Huje n ecpukacHumje

20 | Y Bawwoj opraHusaumju nocebHo ce obpaha naxwa Ha cagpxaj
KOMyHUKaumje 3a UuASbHY Trpyny, Kkao W Ha u3bop
KOMYHMKaLMOHOT KaHarna 3a npe3eHTauujy bpeHaa

7. OueHuTe 3a0KpyXuBaweM oueHa oa 1-5 cnenehe TBpawe (1 HajMawa oueHa,
5 HajBuLia oueHa)

MATAKBA OUEHE
1 HuBo TpagnunoHanHMX MapKeTUHLIKMX aktTmBHoctTn y |1 (2 |3 |4 |5
Bawoj opraHmsaumju Ha npomoumnjn 6peHaa (TB, paguo,
npomMouumja cnajepmnma, bunbopan n cn.)

2 Huso online npomouuwje y Bawoj opraHusaumju Ha
npomoumjn 6penaa (facebook, web cajt, twiter n cn.)
3 KeBanutet 6peHaa Bawle opraHusaumje 112 |3 |4 |5
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4 KBanutetr OpeHguparwa npoussogalycnyra y Hawoj |1 |2 |3 5
3eMsbm

5 3Ha4aj An3ajHa 3aWTUTHOr 3HakKa 3a npenosHaTtibmeocT |1 |2 |3 5
npowussopalycriyra

6 Keanuter  amsajHa  3awTuTHOr  3Haka  Bawmx |1 |2 |3 5
npounasogalycnyra

7 lMpeno3Hat/bmBoCcT Bawwux npowussogalycnyra BaH |1 |2 |3 5
rpaHvLa Hale 3emrbe

8 3Havaj obpasoBarwa 3a pa3Boj bGpenpa npoussBoga m |1 |2 |3 5
ycnyra

9 KesanuteT Beb cajta Bawe opraHusauuje 112 |3 5

10 | OcnocobrbeHocT rbyan y Bawoj opraHmsaumjm ga ce |1 |2 |3 5
cnyxxe guUrutanHuMm cpeacTBMMa KOMyHUUMparwa

8. OueHume no Bama ¢ghakmope 3Ha4vajHe 3a 6peHOuUpar-e oyeHama 00 1 do

5 (1 6e3HayajaH ¢hakmop, 5 jako 3Ha4yajaH ghakmop)

1 [yXnHa nocnosana opraHusauuje 12345

2 MpeTxogHa penyTtauuja 1(2/3|4|5

3 TpagnunoHanHn  mapketuHr (TB, pagmo, npomoumja |12 3|4 |5
dnajepuma, 6unbopam u cn.)

4 Online mapkeTuHr (facebook, web cajr, twiter n cn.) 1/2|13|4|5

5 [obGap 3awTnUTHM 3HaK (110ro) 1/2|13|4|5

5 Boje koje ce kopucrte 12345

7 PasnuunTocT 3awTUTHOr 3Haka Yy OAHOCY Ha KOHKYpeHUUjy 1/2,3|4]|5

8 [obpo nve 12345

9 [oGap NpOMOTMBHM CrnoraH 1/2|3|4|5

10 | 3emrba nopekna npouasogal/ycnyre 1/2|13|4|5

11 | KeanuteT npousBoaalycnyre 112,3(4|5

12 | lNocnosHa KynTypa opraHusauuje 12345

13 | lNoTpolwayka conctTmumpaHocT 12345

14 | LleHa npoussoga 1/2|3|4]|5

15 | OcnocobsbeHoCT 3anocneHnx fa npomosuwy 6peHg Ha |1 (2314 |5
afekBaTaH HauyuH

16 | MNMoapwka gpxaBe/nokanHux camoynpasa y npomoBucawy |12 (3 (4|5
OpeHaa

17 | KoHKypeHuuja U HeHe aKTUBHOCTH 1/2,3|4]|5

18 | Ko cy Kynuu 1 KopucHuum 12345

19 | lNpuBpeaHa rpaHa y Kojoj opraHunsauuja nocrnyje 12345
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| 20 | CouMO-KyITYPHO OKpY)XEHsE OpraHnsaLmje |1/2[3|4]|5]

9. Y Koje cBpxe Bawa opraHusauumja KOpUCTU HaBeAeHe AUruTanHe KaHane
KOMYHUKaumje (YKOJSIMKO MX KOPUCTH)? (o3HaunTM ca X cBa nosba Koja
oarosapajy — moryhe ob6enexuTu Buwe nosba y CBakoj KOJIOHU unu peay)

Web | Facebook | Twiter | LinkedIn | Bnor | E-
cajt mail

1 WHpopmucare

2 Online npopaajy

3 BpeHauHr n usrpaghky
penytauuje

4 Enykaunjy n

Nno3nuMoHMpame Kao
ekcnepTta y 6paHLwm
5 KopuCHUYKY nogpLuky

6 WHTepakunjy ca
noTpoLadmma n
pobujarkbe  noBpaTHUX
MHopmMaumja

7 OpHoce ca
Kynumma/KopucHuuuma

N n3rpagmky fojanHocTn

XBAJIA HA NOMORU U U3ABOJEHOM BPEMEHY'!
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APYIN YNIUTHUK

OueHuTe oueHama oa 1-5 cneaehe TBpAwe (1 Hajmawa oueHa, 5 HajBuLwa oueHa)

NMUTABA 1 (2 |3 |4 |5

1 BpeHg ME® je jeguHcTBEH (OpurMHanaH) n pasnukyje ce o
octanux bpeHgosa hakynTteTa

2 Bpena ME® noeHtudmkyje jeanHcTBeHy BpeaHoOCT bpenaa

3 Bpenpg ME® ctBapa jacHy cnuky y Ballem ymy rno 4yemy je
pasnuYnUT O KOHKypeHaTa

4 Bpeng ME® je MmOTMBaLMOH 1 Nako ce NnamTu

5 BpeHag ME® je nak 3a pasymeBare

6 Bpeng ME® omoryhasa pact

7 Bpena ME® je nosuunoHupaH 3a gyroTpajHu ycnex

8 Bpeng ME® je cnocobaH ga ce n3bopum ca KOHKypeHLMjoM

9 | CnoraH “ME® dakynTeT 3a 21 Bek" je yBepSbmB

10 | 3a 6peHa ME® je BaxxHO ga npegaBayvn nmajy nodap KOHTaKT
ca cTygeHTuma

11 | HactaBHO ocobrbe je 3aXTeBHO

12 | Ha ME® ce cTygeHT nowToBaHu

13 | bpeHng ME® kapaktepuiie gobpa atmocdepa

14 | bpeHg ME® npyxa 3agoBosbaBajyhe 3Hawe W BelTUHe
HeonxoaHe 3a 6yaycu nocao

15 | 3agoBOrbCTBO Y yyemwy je cHara bpenga ME®

16 | bpeng ME® npyxa nobpe mnsrnege 3a kapujepy

17 | bpeHg ME® npyxa MOryCHOCT yKibyyMBawa Yy CTyOeHTCKe
opraHusauumje

18 | bpeHg ME® nma noBOSbHY LieHy cTyanpana

19 | bpeng ME® nogctnye nHtepecoBawa 1 ambuumje

20 | bpeng ME® nogctuye kpeaTUBHOCT

21 | bpeng ME® uma gobpe cTyamjcke nporpame

22 | bpeng ME® nogctuye HayyYHO-UCTpaxXmnBadkm pas

23 |bpeng ME® wuma pgobpy npomouujy  (MapKeTuHr,
KOMYHUKauuje)

24 | bpeHg ME® nma pgobpy nokauujy

XBAJIA HA NOMOHK®U N U3BOJEHOM BPEMEHY
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