
HACTABHO-HAYLIHOM BETTY 

EKOHOMCICOF (DAKYJITETA YHHBEP3HTETA Y KPAFYJEBITY 

HpeoaMeT: 143Bearraj Kommcmje 3a °Belly mayame 3aCHOBaHOCTH Teme aomropeme ancepTagmje 

meaythemoertm ycnoaa. Kalman 31 npeancomegor memTopa 3a a3pa4y aorropcme amcerragmje 

Oanymama Ham-ammo-mar-Igor meha EKOHOMCKOr cliamynTeTa YHHBep3HTCTa y Kparyjeagy, 6poj 

1540/XVIII-6 ga 01.07.2020. roamme H Beha 3a apyurreemo-xymammemmme Haywe 

Yomeep3mTera y Kparyjeagy, 6poj IV-02-447/32 an 08.07.2020. roamme, mmemoaamm cmo 3a 

maamone Kommemje 3a ogegy maymme saemomamom Teme awcropcme ameeprraumje flOAt Ha3HBOM 

„Echerrm ammemmtja ammuommame icyaType Ii cTuaa HCHBOTa Ha npouee oaaymmmatha 

noTpourama 0 Kynommmm" H HCFlyn•CHOCTH ycaoma. Kaman Joeame JIa3apectmh 

npeanoacemor memTopa ap Cphama Marimba, peaommor npothecopa Emomomcgor chamyaTera 

Ymmmep3mTe1a y Kparyjeagy, pica mayaga o6nacT FIOCHOBHa emomommja, aa m3pa4y aolcropcme 

amcepTagmje, y caeaehem cacTany: 

1. P(p Bea.mo Mapurucommh, peaoami ripcabecop EKOHOMCKOr cinucynTeTa Ymmsep3mTera y 

Kparyjemgy, yca maymma oanacT llocnomma emomommja; 

Baaammup Centih, peaoamm npothecop (Damp'TeTa 3a xoTenmjepeTao H Typm3am 

Ymmaep3mTeTa y Kparyjeamy, yagarma o6nacT llocaomma CKOHOMmjaH ynpammalce; 

3.,KpIpamem Mmpmh, aogemT EKOHOMCKOF chaayaTeTa Ygmeep3mTeTa y HOBOM Cagy, 

pica maymma o6aacT MapmeTtow 14 Tprommma. 

Ha octioay yetgla y aocTaaJ33emy aoargetnammjy, Kommemja noamoem HacTaago-maygmom aehy 

EKOHOMCKOr CbatcynTerra YmmmepsurreTa y Kparyjeagy 	Behy 3a apyurrmego-xymaxmcTmaxe 

HayKe Ymmaep3mTera y Kparyjemgy eneaehm 

143BEWTAJ 

1. Emorpaclicmit noamum icagamaanatme Jogame JIa3apenmh 

Jomama (Kparato .11a3apemnh je pohema y Kparyjeamy, IS. jyga 1992. roamme. OCHOBHy wrcoiiy 

41yasam flonommh" 3aspingna je y Onapmhy, onurrmma Pemoaag, ca 0411H4HHM ycnexom. Hamom 

3ampuleme OCHOBHe (mire yrimeana je Apyry mparyjemamay rcimga3mjy, apywTmemo-jeammam 
emep, mojy je Taaohe sampugma ea (mama H1131 ycnexom. LLIKOPCKe 2011/2012. roamme ynmcana je 

EKOHOMCKH (1)amynTeT Ymmtep3mTeTa y Kparyjeaus, cryamjcam aporpam Flocnomma emomommja m 

megammemT, maw' Mapaerrmar, Ha 'come je amn.nommpaaa y cerrrem6py 2015. roamme Ca 

npocemmom ouemom 9,69. MacTep axartemcxe cTyamje ynmeana je IBKOACKC 2015/2016. roamme 
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Ha EKOHOMCKOM ibaKyrreTy YHY1BeN314TeTa y Kparyjentty, cry4mjcia4 nporpam TIONHOBHa 

etcoHommja H meiraumenT, monyn Mapirennir, koje je 3anpumna Ca npocekom 10. Tiotcropcke 

aKanemcke cryjusje, cTyAmjcia4 nporpam EtcoHommja, mollyn Ynpansbanie nocnonamem, yrificana 

je ILIKOJICKC 2016/2017. roAtute Ha EKOHOMCKOM cliaxynTery YHHeepstrreTa y Kparyjenny. 

TOKOM cTyAmpand Jonatia .11a3apenmh 6tina je cwriencra MHHHcrapc-rea upoeneTe, HayKe H 

TeXHO110111KOF pa3Boja Peny6mAce Cp6Hje H itioRtja 3a minx TaneHTe PenyonttKe Cp6Hje 

„,/loctiTeja". Illiconcke 2017/2018. roAmte AoAencieHa Jo] je HarpaAa 3a Haj6comer cryitewra Apyre 

rosinHe Aoicropcktoc akaAemcrotx cry/Hija EKOHOMCKOT giaky.trreTa YHHeepwrreTa y Kparyjesuy, 

Aok joj je WKINICKe 2018/2019. MUM EKOHOMCK14 q)aKyfITCT YHTIBerMITTeTa y KparyjeBITy 

Aonenno Harpariy 3a naj6wher cTyneHTa Tpebe ronpme AOKTOpCKPIX akarieMCKIIX crytHja. 

TOKOM 2012/2013. JonaHa Jlaaapeoub pamina je kao nomohint UPmeHatiep Fla cTyrtemtkoj 

npakcit y Barepnono Kny6y PanHmtucH y Kparyjenuy. Y jyrry 2016. roritme noxabana je 

cTyneHTctcy trpriHy nenby ['palmy Yffloep3AreTa y Kparyjefiky 14 rpAtta Kparyjenua y B143HHC 
tnionantionom Humpy. 04 01.07.2018. rodgmHe 3anocneHa je Ha EKOHOMCKOM tbakynTeTy 
YHHeep3HTeTa y Kparyjenuy xao ncTpakatnam-nptinpantAnc. AHranconatia je Ha H3t3obeffly ne)kon 

Ha HacTaatimm ripeAmermma FloHainaAe noTpoinatia H PIcTpanctinattie Tpnanwra Ha OcHoniimm 
akagemcialm cryrinjama N KaawricraTmeHa aHantna y mapKeTHHry Ha MacTep akanemcKpim 

crynnjama. Y ibe6pyapy 2020. roAntie 143a6paHa je 3a tinaHa TIpeAcenunurrna )11pyurrea 
etconommcra Kparyjenna. 

Y Teicyhem ripojeKTHom witutycy MtaincTapcnia npoceeTe, Hayke N TeXHOBOLIIKOF panoja 
Peny6nioce Cp6Hje, Jonaita fla3apeinth je anrmiconama Ha npojetcry 14141441010 nop. Ha314B0M 

„Flpeknimmtra ncnimisania 6moakritaHnx cyncTainne. a-rpm ce errrnectatm jC314KOM H 

noceAyje aicriinito 311aFbe paAa Ha patiyHapy (MS Office, SPSS, AMOS). Y nocanamtbem 

HarinciAterpaxontatikom party o6jantina je HCK01114K0 war-operant partona y penesaaTinfm 
Hay3iimm maconticHma H 36opHin4tima HaytHinx ctcynotia. 

2. flpernen Haymtio-ncTpwauteamknx pe3yaTaTa kantinnaTionhe 

KaHAHDATKHH,a Jonatia .11a3apennh je y caom nocanainthem Hayinto-ticTpanctinatikom pany 
o6jaittura BNUJC pajjoka y penenaAribim Haygni434 traconticitma, Kao n y 36oprinutima panona 
mebytiapommx Hayininx cKynona. 

ocnoey ynxna y 6140Fpa4mjy KaH4ll4aTKI4H,e, Kao H y CH14CaK o6jaknemix panona, MOMCC Cc 

KOHCTaTOBaT14 aa KaAttnnaTknaia mcnythasa cne d)opmanne H cytnicke ycnone 3a nptijany 
noxropcKe AncepTannje. 
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31Heinhe Ira npojewmma 

llopen o6jaan,ennx panosa, JoBana J1a3apennh ynecrayje Ha npojekTy HUH 41010 non 
Ha314B0M „FlpeKIIIIHMLIKa lialPITHearba 6140aKTHBHNX cyncrarnue K0j11 *14HaHCHpa 

414HIACTapCTBO npocnere, nayae 41 TCXHOROWKOF pa3Boja PenyEnnke Cpenje. 
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3. Haymm uptieryn npo6nemy npennomenor Hamra noxropcice aneeprannje H npottora 
Harmor nonpotioca Kpajmer Hanna pana 

Y npnjanri Teme norropcKe nucepramrje xojy je Kawtkolamouta Joaalla Jlaaapeatth notmena, 

npenmer 14 UHJbBH Hcrpaaatnama jacHo cy ttedmirticamt 11 anercnamo o6pa3noweHH. 
KaHHHAanullba je normena nimjaay noicropcxe AmcepTawije noH Hamaom „E4m1c-r11 tutmenanja 
HannoHanHe Rya-type H mum ;Kuno-1m Ha nportec ottnymmama norpomana o Kynormtm". 
KomncHja 3a cHteHy Harane aacHoBaHocTm Teme HoferopcKe HmeepTaunje H mcnyFbeHocnr ycnoaa 

icarowaTa H npes,noweHor mempa 3a H3pa4y xmcropcKe HucepTannje carnacHa je ca 

npennoaceHom TCMOM noicropoce zoicepTaunje. 

KampulaTKHHA y npitjanit Hasonit na ycnex caapememix, mapKemmmot opmjeHTHcamtx 

ripenyseha cynrammtn samtcH on cnoco6Hocrit neTHX Ha pa3ymejy 14 npetumne noHalualbe 

norpomana, 36017 era je norpe6Ho na npenyseha npare H aHanampajy Bennton 6poj axe-rem-um 
Intreprom clmx-ropa Koji] yrimy Ha nonamarbe norpomatm (YahyaVana & Salman, 2017). 

OcHorma excrepHa nerepmtmaHra HoHamarba norpowatm je KynTypa jep ce apenHocnt ycaojeHe 

143 KynType npeHoce ca reHepauttje Ha reoepaunjy 14 TaKo nocrajy cacramm neo maxim 

nojetamna, LIITO y Kpajrboj nHcramin oRpebyje theroao noHawatbe Kao norpowaya cwHocHo 

HoHouiethe oanyKa o o6ambarby pyTHHcinix H caaKoHnearnix, Kao H manajtmjux xynomma 

(Nayeem, 2012). KynTypa o6naKyje enalantHeamt NCHBOT norpowaxa, gem nojemonin Haj6whe 

nocrajy commit ow@ 'arta cc cperHy ca oco6ama Koje nptmanajy npyritm Kynrypama. 

llorpomamt KOjH 110T144y 143 pain 1414 MTH% KynTypanmix oxpywerba Hpyramuje nepHeramajy 

onpebeHe rbeHomeHe (Senio et al., 2013), Hmajy paammtrre mamma, yKyce, apex-loam, Hopme 

(Lang & Botelho, 2010), mmararba H mcrem KopHuMena npmummaH ycnyra. Kynrypa Hma 

climax ynntaj Ha crpylcrypy 14 cHeTem H0TO01111-be, Ha Hamm sanosonmaana norpe6a H >imam 

norpowana, Ha CHCTCM opentrocm H nponec Komymmtmatba (Delokvio & SpasojeviO, 2014). Y 

KoHTeKay onnymmann o Kynommi, KynTypanum egemeHni Kao urro ey apex-went aepoaarba 

craaosH Ha pawoHnrre Hainthe yTnHy Ha ckopmHparbe monena npoueca noHowetba onnyKa o 
Ky110131411H (Doran, 1994). 

Hojam icyamypa ce y nwreparypH AeOmEnnue Ha pammurre Hamme, arm je onture uptimsaneHa 

nedannuarja xonanacKor connjanHor nmmonora H npockecopa Fein Xorperenea (Geert Hofstede, 

1994, p. 1) KojH KynTypy nednumwe Kao KoneKTHHHo nporpamnpaHie yma Koje pa3m4Kyje 

gni-lone jenne rpyne myKH op, ;myna. 3a anammy HatthoHanHe Kyinype Kanntma-nanba he y 
pany nimmemirm yripaso Xml)cretteoe monen KojH 'Masan memoir anmeHmje: 1436CFaBaEbe 

He143BCCHOCTH, HHeTaHny iohm, HH4monlyanH3am/Koneic4am3am H myamehKeHeKe apeKHocm 
(Hofstede, 1980). 1136eeacatbe Heu3oecnocinu ce oturocH Ha crenex y Kome npywrao oceha 

coax y norneny neHaBecumx cwryalmja H y Kome noKywalta na Hs6erHe Octane cprryauttje 

nocranmajythi dmpmanHa npamina, He Tonemanyhm pasnwmre Hneje llnH noHaumtba H aepyjytni 
y anconyrHy me-rimy (Hofstede, 1980), aucmarizia Awhu je eTeneH y Kome nojeKHHHH ea marbe 
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mohm npmmaTajy immeHmuy ma je moh mejenmaxo pacnopebema y mpyLuTay (Jamthmjeamh, 2003; 

Hofstede & McCrae, 2004), undueztayamamoconelanuausam ce ommocm ce Ha cTenem 

mrTerpaumje nojerumaua y rpyne (Hofstede & McCrae, 2004; Hofstede, 2011), mom Ammemattja 
myturce/orelince apenHocTm noxa3yje 4licTpm6yumjy AWMHHaHTHHX Apyun-Bermx apezwocTrt 
msmehy nonoaa (Hofstede, 1980; 2011). 

Flonasehm on npeTnocTaame na cy nojemmum kojm npmnamajy Altrilm Ky.Trypama pagan/unto 
CJrnqHor mewranmor wcriona, y (Humpy Xo(PcTemermor momena Ammemsmje Hamm-tame mynType 

mepe ce nomohy immemea Ha exam on 0 mo 100. Mebyrmm, Hammen° Bum y cromajy 

mynnucynTypannmx ucTpamutaama mama ce nocmaapajy nojeammum xojm npmnamajy p8mm4mTmm 

HaumoHanwm mynTypama, mom mom nojentmata mojm npmna,aajy maroj nynTypm Hmje Hymmo ma 
ce npmmeHm mmarnmaH CHCTCM mepema. 143 Tor paanora my anopm nonyT Matsumoto et al., 
(1997), Sharma (2010), Yoo et al. (2011), Bathaee (2014) it Ap. pammam cmane sa mepeme 
nmmemmja mynType Ha HaL1140HallHOM 1414130y. KaK0 CC y °Bo] micepTaumjm amanm3a 6ampa Ha 
many-rummy yumaja mynTypammx 4mmem3mja Ha Holtman:pc noTpoutatm y npouecy 
°Any-mamba Ha HHBOy cpncke HalAHOF18.11HC mynType, tram4u3aumma he y pamy CIWOBCCT14 

mepeue Ammemmja npmmemom IlmkepToae nerocTeneme cma.ne. 

flopem CKCTerIMIX Aerepmoaawra noaawarba norrpowaya H icynType two Hajaamumje meby mmma, 
Kotler & Keller (2016) medmmmuty mwrepme meTepmmmairre PICTOU nocmaTpaao Kp03 npoRec 
um/mamma o KyllOW1H11. Y wow),  mmTepHmx meTepmmmamTH ma° jeasa 04 Hajaammmjmx 
(nmaaja ce CTHH mamma noTpoulama. Berkman & Gilson (1974, p. 190) medmmmwyCTF1JI WHBOTa 

mao o6pasau nomawaua '<Wm nerrepmmumwe aim je mcToapememo mureprommicam noTpowmom, 

mom Chaney (1996) Hamm ma je momuenT cTmna WHBOTa ycko noseam ca tromaymemismom. 
MHOW1 11p0143130414 itamaummue Ompawaaajy CTHIl >Imam noTpoinaga KOJH 14X Komi= 111TO 

norapbyje aoaaaj nermiTaBarba rine nameby npomaaoRa H CTHBa )1(41BOTa noTpowaya ripe 
Recimaacaiba mapaemar crmaTeraja KaK0 6m ce 6ome npucTynmno Taprempammm cerrourrama 
norrpoumaa, a WTO je moryfie nocTmlim yKORMKO CC carnemajy o6pacum nomamama onmocHo 
Hamm Ha K0j14 noTpomam 6mpajy m3mehy pammmuux maTeropmja npommoma (Solomon et al.. 
2006). 3a ripeminmge cermenmpame noToomama Ha OCHOBy CTHIla WIABOTa KOjH mane paaanjeae 
Cy nclixorpatcae Textmae mem-6a cl-maa mcmaoTa. Plummer (1974) HaBO414 na cc Tpeum meperba 
cTima zmaoTa H merome noae3amocrut ca nomatuarbem noTpowatta jaama jaw 011 1963. rommme, a 
jenna om majnommujmx Tempwa moja ce sa TO 10:914CT11 je AHO Tempura (Wells & Tigert, 1971), 
36or Hera he KaH4W4aTKI1tha Hay npametarra y mcepTaumjm. A140 Texrullca o6yxaarra TM 

ameoakije: aarroanocro, awrepecoaar-ba H mmusbema nojeamtlaua (A10-Activities-Interests-
Opinions). AKIIIIIGHOCIMI ce o3Hoce Ha HWAHH Ha KO:141 nojeRaaao Tpowm caoje !Tem H HOBWA, 

wimepecoacaba otiymaTajy cam acnewre 113 oamoaerba }<We nojemmman cmaTpa maue HAN BMW 

6HTHHM, 40K CC .112fIll'helba onHoce ma Ha111411 ma Koji' nojemmau MAICIIII 0 ce6n Fl o cacry 0110 

ce6e (Wells & Timert. 1971; Plummer, 1974; Gonzalez & Bello, 2002; Kwan et al., 2008). 

Plummer (1974) wcrimmocTmma o6ymaaTa mamdwcToaame mumje (nocao, xo6m, ommop. 3a6aaa, 
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tcynooma, cnopT...), torrepecomosa o6jaumma icao c-reneH ewrysojaama Kajli ripani unpebeHy 
Temy, Aorabaj onm o6jetcaT (noponma, pexpeaTutja, sajeAmm, mom, xpaHa, metuno...) a 
miunmensa npmasyje &to Aecopormuma oepooaHsa (o ce6o, coonjantrom Aetunamima, 
110.1114T1411M, eKOHOMfill, (cynTypo, o6pasooathy, 6pemoomma, 6y1yhHoc-rn...) (wirropam y: 
Vyncke, 2002). Ocom HaBeztemx Anmenamja, A140 Texmixa o6ymaTa Aemorpabme 
Hapatcreptic-rme noTpoinam Han ma cy cTapocr, o6pa3matbe, ripmm, Benton/ma noponnue, 
(Posy y XCHBOTHOM umnycyH Ap. (Plummer, 1974). 

Phrrepecoaalibe mapxerapa aa noHamatibe nurpoinat!a y npouecy Hynomme nonam 04 

npurnocTame Aa °myna nurpomana As. KfIH oztpebem npoosisoA yoasyje Ha TO na JIll je 
minnemeirropaHa mame-roor cTpaTeroja etbeicroom 14 npommuinsa kurm mule nnamspaHa 
npomameHa (Kumar, 2013).17potiee oanyqueatea o nynoeunu je onmeH npouec Koji) o6ymara 
atcrmsHocro Hoje noTponiam npeziyanmajy xazia -mance, 6mpajy, xynyjy, Kopmc-re, npoueribyjy 
omancy npooaame H ycnyre y 'why samoartionwa coojox ocensa H no-rpe6a (Belch & Belch, 
2004). 3a Hanamanse um-camel-6a no-rpm:mita y nponecy ounymmaarba o Kynoimum 
muaurtaTmFba he y Amegramjn npomems-ro EKE (Engel, Kollat & Blackwell-EKB) (Engel et 
al., 1978) moAen npoueca unnyomaxia tuant cow y rpyny OCHOB1411X Magena nowanaFba 
noTpowana. 11pema EKE momny, norpconam nponmom icynostme nponase Kf03 nen-  cbma: 
npeno3Hasaiihe noTpe6e, ripmyrubarbe owbopmatona, manyauoja an-replies-ma, Hynospoth 
noHatuatbe facile xynoome (Oke et al., 2016). 11peno3Hananse norpeGe noxpehe ce oHIa Hem 
no-mm[1am yam HesamstaibeHy nurpe6y lc* mime 614TH cbymunicitiama (neixbopmaoce 
npoossom 14.1114 ycnyre) ono ncoxonown (ocehattsa no-Towage y Be3I4 ca npomooztom MPH 

ycnyrom). Y Apyroj 4)33O noTpowam npuKyttrba makopmauaje o npoussomma M3 turreptiox 11 

exc-repmix moopa xao IMTO cy IICKyCT110 no-Towne, Apyro noTpowam, pexname, npsjaTenspi. 
(Solomon et al., 2006). Y (Paw esanyaumje an-repHaTma Norm cc molter& min-Boom npe 
Aoriotheufra KoHatme ognyKe o Ky110/311H11 Ha ocHway tbalcopa xao LIITO cy KBW1MTeT, ueHa HEM 

KW1141114Ha. Maxon esanyaumje anTepHaTmoa cneam (Mae Hynootme y Hojoj non-poi:um 6Hpa 
xompeTatt 111,0143130)11 KO,j14 lie Kyl114T14 H npomma K04 Kor he 06arocre wynoanuy. Y FlOCJleflbaj 

(basil npoueca onnymnitansa o xynomoto opum ce npooeHa o6aorbeHe Hynoome Ha ocHooy 
crenem carocl)muoje, WTO ammo Aa cupemitocr nurpomma 4W nponmicom Hapezum HynosoHe 
ona6epe oc-ry mapxy npomoonn mono ozt aamoonicroa o6aorrseHom Kynommom (Mappormh, 
2011). 

CH0006410CT mapHeTapa Ha paaymejy rioHawaHie narpomam °coma je aa ycneunty 
mumemenTatiny maNce-rmommx cinaTeroja a Hafionsti Hamm K0114 UM TO omoryhaea je 
KOM61114013athe Aemorpaboulx, eKOHOMCKMX, C0M110.1101.11KNX, fC14X0110111K143 H HynTypanHox 
oapoja6no (Rao et al., 2014), c o63opom Aa aajentimmo y-rouaj OEIHX oapoja6m yrom Ha 

o6pacue HynoisoHe H Kopmuheitia npomoom 14 ycnyra. V cmaity ca HamneHom. OfHOC mmeby 
HatutoHanne tcynType Fl mina BM4B0TB narpothama epee or-  je npoKaaau y oKenpy xajepapxmje 
paaaoja o6pacua emaa W14BOTB Bmojama Jlejsepa (Wiliam Lazer, 1963, umntpatio y: Lawson & 
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Todd, 2002) y xojoj ce 110.32314 OA ripemocmaxe rta ce Kp03 turrepatruHjy rpyrumx 14 

muninngyantmx onexnnatba 14 .epennocirn }<cue 110THBy 143 synType past:oda CT1411 ACHBOTa FCOjH 

gerrepsnumme xynonHe onnykeH peantHje noTpomana Ha mapicemir crpaTerHje. Hasegeno 

nonpasymeaa na am Cy np0n3B04n U cnyre Ha Tpnanu-ry y clumpy ca o6pacu11ma unna 

nomoTa, pealumje norpouraya Ha mapicersuir maTermje he 6srrm nonannie a %luxe o Ky110/311H14 

he ogpaHcanam Taj CUM MU4BOTa (Anandarajan & Arunadevi, 2016) run gpyrum penuma, 

notponiatut Cy yrnanHom yemepeHn Ka syncosimu npousaoga H ycnyra KojPima nompbyjy CBIDi 
CTHJI BCP1130Ta K0j14 Ampex-I-Ho 3aBlICH 04 trywrype K0j0j nolpoluann nputtanajy (Illanmh, 2018). 
Cleveland it Laroche (2007) Herm)/ ga je tcynTypa npumapHa Anew/mama mem, noHatualta 

CTI1na NGIBOTa norpowana 11 flOCne4144H0 noTpe6a Kojy 14CTI4 3a4onarbasajy KynOBPIHOM 

Kopunheitem [1OH3B04 H ycnyra. IlpemonHo Hasenenom cnenone M04JIH noHamansa 
no-rpomana nonyr COP mogena (Stimulles-Organism-Response-SOR) (Mehrabian & Russell, 
1974). 

KaP141442TK141-ba Hasonn na Cy CC mHora ncwaxmnarba 6amina nsynaaarbem e()exam nnmeHmja 

icynType Ha noHainali.e noTpowama y npottecy noHoinetba onnyka o Kynoamtu 3a pa3.1114414Te 

npousnoge U ycnyre (Money & Crotts, 2003; Lim et al, 2004; Lam & Lee, 2005; Teimourpour & 

Hanzaee, 2011; Hossein & Named, 2012; Khare, 2013; Su et al., 2013; Sakarya & Soyer, 2013; 

Yacout & Hefriy, 2014; Pandey et al., 2015; Langat & Oduor, 2015; Yang, 2016; 'Sapid et al., 

2018), anH ga CC maim* orpaHnneHse 6pojimx CTy4Plia OnHOCI4 Ha FbNX0B napunjanm4 
kapaxrep wojsi no,spaaymeaa ilsolcyc Ha ynntaj .1e4-re 431H Hajainue ABC numeHmje xyrrrype Ha 
onpebeHy menu)/ aapnja6ny. Me6yTHM, KaK0 cy nitmeH3Hje HaunoHarme KynType meby3aaHcHe 
II yang jenHa Ha npyry, icaHnpinxnuma he npnmernim X0.1114CTH4K14 npnc-ryn y mc-rpaxamarsy 
plutaja nilmeHmja KynType Ha CTI411 MCHBOTa H pottec onnrulauba o synoaturn. Kao PI 

ItynTypa, CT1411 ACHBOTa ce Tanabe y mcwaxamarbuma KOpPICTNO KaK0 614 CC 60nle pasymeo 

npouec goHowerba onnyke o tcynoakmn (Reynolds & Darden, 1972; Roberts & Wortzel, 1979; 

Cassill & Drake, 1987; Oates etal., 1996; Kim et al., 2002; Spillan et al., 2007; He et al.. 2010; 

Khan & Nasr. 2011; Krishnan, 2011; Lin & Shih. 2012; Lobo & Chen, 2012; Warayuanti & 

Suyanto, 2015; Udo-Imeh, 2015; Anitha, 2016; Lucian, 2017; Mohiuddin. 2018; Andi &Ali, 

2019). flpHeyurso 3aje4unnuror yrimaja gmmeHmja 11211140HallHe IcynType N mina NCI4BOTa Ha 

npouec onnyHmaaHsa 0 Kyll0B14H14 He40130.11,H0 je aHanu3HpaHo y emtmpujercum ci-yrutjama 
CTHHX ayTopa (Khare, 2011; Bashir et al., 2013), 40K y nomahoj nuepatypti camme cunnje 

POTOBO yonurre Huey nplicyme 14 Ty je kaHnunaTiollba yonItIla MO 32 4elunti4carbe 

ucTpaxnutankor OK1314pa Ancerraumje. Taxi*, onHoe HatmoHanHe xyntype H cinna )1111BOTa 

noTpoulaya. Kapreputue Hapera NIC6y3aBNCHOCT, ote je npernenom penesamie nwrepaType 

icarumnaincinin yoHnna ga je nsysaaaHse mina )104BOTa y pannwurrnm xyriTypanunm 

KOPITCKCTI1M2 614110 npenmeT N4140114X emtmplijcialk crynlija (Bruns® & Grunert. 1995; Wilhite et 

at., 1996; Reid et al., 2001; Sun et al.. 2004; Rozin, 2005; Tao, 2006; Lee & Sparks, 2007; 

Renzaho et al., 2011; Tan et al., 2013; Mangruwa et al, 2014; Hanna et al., 2016), a MTN etkeErrn 
he ce nocma-rpain vi y Ancerratunm. 
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Kao nonaarly OCHOBy sa maimenuujy ncrpaomaamcor oHntipa Hannmnarnma xopHern COP 

monen nonaiumba norpomana ayropa Mehrabian & Russell (1974) Koji{ je itirrnpaH y aenincom 

6pojy panoria K01114 ce one aHarnisom nonaulatba notpomana y pasnmilrimm ofinacrlima 
(O'Shaughnessy, 1995; Tai & Fung, 1997; Eroglu etal., 2003; Jani & Han, 2015; Prashar et al., 

2017; Kim et al., 2020). flpema °nom moneny, ooppiceffie y Home norpomalm o6arubajy 

xynommy canpncH crirmynaHce (C) spirt may Ha opramnam norpomaya (0) MT° peoynrnpa 

onrosopom, 0)1HOCHO peamndom (P) y apitty npmmaraffia HJ114 o46Hjatha crmoynauca (Peng & 
Kim, 2014). Sr OCHOBH °Bar monena cimmynancri cy 6oje, myamca, CHOJI,B1111614 Harae,a, 

OCBeTJE,CISC, anH H Hyrrypa, pechepeurHe H ApyurreeHe rpyne, cm-yaHHotni clmicropm H CP., KOiH 

grimy Ha cparrope Hojti mime opraimsam xao ILITO Cy CT1111 )101BOTa nurpouraga, tberoBe 

nepuenpHje, CTaB0BI4, MOTH1114, 11101HOCT, LUTO ABJEC onfAYje peaxitHjy norpomana y altity 

o6marbarba Hynostme, rum sopnwhena npoitssona (Mapkomh, 2011), Y cpenmirry monena je 
um-noway Hojit non yrmtajem crproynaHca pearyje Ha ceam cnojersen Hamm y npouecy 

sync:mime, 36or Hera je ream npenaHnerit Ha HojH Hamm he cc crinttynaHm4 BO)KHBOTH H Kano 
he oco6a Ha 1-1,14X pearoaxim. 

Flonasehm on sHaHaja pasymesaFba KynTyparmor mamma 14 therosor yrimaja Ha o6npixoaane 

morna XHBOTB, 	H Haixosor yamaja Ha paanwHere acnercre nonauna,e no-rpouthaa, npedmem 
dounwpace ducepmanuje je mamma reopiticomx H flpaKTHHHHX camel-be o KOMICHTy Hynrype H 

synrypanHitm immenomjama, CTHJ1Y )1(14BOTB H ripouncy O4l1y914BaFba norpowana o Hynomant, 

mom icptimonco paamaTparbe 14 emnignijcoa aHantisa onHoca nomeHymix HoHnenara. 

Y cicnaay ca onpenen,,eHmm npeamerom AmcepTaumje, domain, ipso Hcrpaocintatba je na cc moos 
arianmsy penesarnme reoppijoco-merononmuse OCHOBC H npouec emnHpmjckor Hcrpamitaarsa 

note no Haymmx H nparrirmo penesairrmix casHatba o yrintajy ntimeirstija cpncHe Haummanme 

Hynrype H CTkula NOIHOTH noTpouratia Ha F614X0B0 nominal-be y npouecy noHomerba onnyna o 
Hynoimmi. npe11143Hlije, KBHAHABTKIIIka he Henn-rant ecperre AmmeHamja cpncke HaHHOHBAHC 

kyntype eojy eaparrepHwy BHCOKB aticTaHua mohm, KOACKT14131438M, 101141411B11,14ja MCCHCKIIX 
apeaHocTm H CKHOHOCT Ha Ha6erasaity HeimBecimerti (Horstede, 2011; Hofstede Insights, 2020) 

H cricia )1(14BOTH no-rpornaaa mepeHor nomohy AHO TexHHke (Activit(es-Interests-Opinions-AN) 
(Wells 8c Tigert, 1971) Ha noHothetbe onnyica o eynoamHm. TaKohe, aHanmalipahe yrmuaj 
AmmeHaHja KynType Ha ofinmwaaFbe c-rmaa XCHBOTH norpowaita K nonarHo he Heilman,' 
nocrojarse paantioa synrypanHe opMewrocamocrti H mama )104BOTa noTpouraya pa311114WITIX 

nemorpacPcKux KapaicrepHormKa, Imo 14 paaamKa y norneay aoHoweFba °Lorca o KyllOHHH14 

tomeby cermeHara norpowatiaimjit Bone spyramtjti CTI4J1soto0ra. 

OCHOBy ACCPIIHHCaHOr ocHoeHor tutiba ripenitsmpamt cy onrosapajyhlt onseneim HHJIDCBH. 

17peu umedeuu qu, mcrpaxoneasa noapa3ymeaa KomnapaTmeHy at-m.11143y npennosteinix 

reopitjcimx MOBCRa Hojuma cy o6yxsaheHe penaunje inmehy nocmarpamix Haptijahnu y 
Joicropcooj nincevrautijti. gpyeu useedenu Iftelb ozmocm ce FM Tee-rival-be BaRM4H0CT14 HOBOr 
ticrpaoutHaHoor oicampa. Tpehu ummdeuu nun, HcrpascHsana onHocii ce Ha aHanitay yrimaja 
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numeHnHja cpncKe HaulmHarme Kynnype Ha CTI411 301130Ta norpowana. tiernapma I nernu 
useedertu nun ricTpmnthaita ormoce ce Ha nopeberbe maaona nomomaaa panamminux 

nemorparPcinix Kaparrepmcnixa y norneay Harxone KynnypanHe opHjewnrcaHocnt H crmna 

namoTa. Illeanu u3eedertu gum ce ormocH Ha ananHay paamiKa y norneay oanymoarba o 

KynommH nomomana KojH npimaaajy pasIIMMTHM ncHxorprapcnn1 /44 cermemnma. 

Y cKnarty ca npeTxonHo onpeambemm npeameTom H 11e4Humeamm marbeamm mcnpanothaH3a, 
KaRL111)3aTKI1Fba lie y nowropcKoj nHcerraukkM Tem.HpanH cneaehe ximoTeae: 

Xl: ,IIIHmeHanje cpricHe Haw/loan:axe Hyrrrype Hmajy C11141114111KIIHTSIN eiDeBaT In 
noHainan& no-rpourava y npoljecy amtouletba oplayBa o BynoBHHH. 

X18: X011eKTHB1438M Irma CTaTIICT1411814 maHajan eclieKar Ha noHamarbe norpowaya y 
npouecy BoHornet-1)a oBnyaa 0 Ky11013141114. 

X16: P136OcaBafbe He143BOCHOCTH Hma CTaTBICT1411811 3HaaajaH eiteKan Ha noHamathe 
noTpcnnana y npouecy aoHomeapa ortnYKa o Kynonmna. 

X IB: dflacraHua moha pima CTaTHOTH11811 aHaHajaH ecpexan Ha nonawathe noTpomana y 
npouecy noHomeffia orLayaa o aynoBHHH. 

X I r: XeHelm apex-room Hmajy CTaTHCrI411814 3Ha4ajan eeDeKar Ha nonamarbe nonpomaHa 
y npouecy 80H0LLICFba nanyKa o KynommH. 

CTIUI mmoTa gorepmtunume noHanrame no-rpm:Harm 37  npoHecy oanyouBarba o 
!Cy110BIIHN. 

X2a: AKTHBHOCTH nonpowaya aeTepmmllany Haixoao nonarumbe y npouecy 
onnynktamtha o Kynomm H. 

X26: 14Hrepecoaarba norpowama aenepmminuy 161480130 nollawaite y npouecy 
oanymmarba o Kynoromm. 

X2a: Minumea.a norpowama aeTemntHmuy HAX000 HoHarnai-be y npouecy onnytnmama 
0 Ky1106111111. 

nOCT0111 CTaTHCTIIIIICH anatiajaH y-rnuaj aHmellmja cpricae HautimmaHe Kyrrrype Ha 
CTIIJI /ICHBDTa no-rporuagra 3,  Cp6Hjil. 

X3a: flocroju cnaincTHHKH 3Ha9ajaH yrmaaj K0JleKTHBH3M8 Ha CTI111 BUIBOTa norpowaya 
y Cp6Hja. 

X36: llocroja CT8THCTHHICH sHaaajam yrimaj 1436ecaBalta He11313BCHOCTH Ha CT14.1 801BOT8 

noTpowaya y Cp6mjm. 

X3a: nOCT0i14 CTaTkICTI411101 311833.1aH yni Haj 814CTaliLle 11101111 Ha CT1411 MCHBOTH noorpoumqa 
y Cp6Hj14. 

X3r: nOCT0114 CTaTHCTHHKH 3Hanajan yrimaj 3KOHCKI1X apex-mem Ha CTH11 MalBOTa 

Honpowana y Cp6HjH. 

Kom HcHja 3a orleHy Harlue 3aCH0BaH0CTH Teme ROKTOpCKC Buceprawrje H mcnylbeHocnn ycnoaa 
KaH11148aTKIHE,C H npoanomeHor merrropa 3a Haparky 80KTO8CKC amcepnauoje carnacHa je Ca 
11C11111HHCaHHM npeameTom H umbemma mcnpmKpmarba, Kao H ca nocnaarbemm HeTpaxmaamaim 
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xonorenama. Komocoja cmarpa na je KaHranartamia opymaina rteraniaH H jacati npernent cratta y 
o6nacrm itcrpaxamatba y semi ca wbeicrinita rorownitja Hallow-tan He Kynrype 14 mina numora Ha 
noimmaibe norpoutatta y ripoitecy onnyinisama o KyllOBI4H14, IMO 14 noitemHocrit nomeHmija 
Haititooanoe Kynrype 14 trona ifCHBOTa 11011/0111£P4a, 111TO yKa3yje Ha itieHy yoyheHocr y cyturoity 
reine norropuce noceprawije. 

Y cicnany ca operxootio onpenesseinim operwerom, imnieHoma H xonorenama mcrpanootania, 
oatinortarxinba opennance enenehy crpyrrypy Horropcxe nuceprawrje Koja, nopen yitora 
namytoca, canpimi IICT .1101144104 KOH311CTeHTH14X AenoBa. 

YB0,1 

,REO 1: KOHLIEHT HAHHOHAJIHE KYJITYPE 

Hojam H itapaicrepHeToKe naorummaoe KyaType 
1.1. ,14e4mHmearbe HallHOHallHe Kynrype 
1.2. KapaKreporroKe tratwoHanite Kynrype 
EnemeHrit wynrype 
2.1. Je3I4K 
2.2. Pentruja 
2.3. BpeAHOCTH 14 CTa801314 
2.4. Hatonce H o6imajo 
2.5. Cinthonm 
2.6. MaTepHja1M14 eneMeuTH 
2.7. Coomjanim crpyKrypa 
glINICH3* Haulm-mane Kymype 
3.1. Ramemmje Haumeamie Kynrype Peva Xwbcrenea 

3.1.1. Mi4oBonyani3am/KonerroBil3aNI 
3.1.2. 1435erdBaMe MI/1313=10CM 
3.1.3. RocraTioa motto 
3.1.4. MymKehKeticKe BpC1UIOCT14 
11.5. Kpartcopoimairtyropowia opitjeHraitoja 
3.1.6. flpenyurrathe OKIlaory)/ynopKatiocr 

3.2. °crane Knaeoclmicaiwje nomeHnoja HatiowianHe Kyrrype 
KyaTypa n nonaniarbe norponmoa 
4.1. Kyrrypa Kao coimonow Ka nerepnowaHra noitaruaoia norpomarm 
4.2. FlorKynrypa 1.1 noriamall3e tiorpouiwia 
4.3. Macomia (nonynapita) KynTypa H noHamaihe norpomaim 
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,E1E0 2: CTHJI )1(14.130TA HOTPOIHAIIA 

Hojaat a KaparrepacTaKe Krona amooTa HarpoonHa 

1.1. Aegnamcarbe mina mainoTa nurpoinama 

1.1.1. HI4B014 Ha4m1Hn4carba cmna WHBOTa norrpoulatia 

1.1.2. Ilepcneamee aegnmpicana cnina Hamm noTpothatia 

1.2. KaparrepHonuce cram MCHBOTa noTpowana 

Pamoj woHoenTa Kiruna amaorra noTponiana 

2.1. 14cTopijaT KoHHenTa CTH.Fla NCHBOTa 

2.2. CaopemeHH KOHIACTIT croun )1(41/30Ta 

AeTeplormaKTe Krona XCHBOTa noTpoinaHa 

3.1. 14HTepHe ACT9M14HaHTe 

3.2. EKorrepHe neTepAnmaine 

HcH/corpachcKa alumna mina )111160Ta noTpomatia 

1.1. 3Havaj nclocorpackeKe aHanme 3a yoneumo ynpaa.rbaKe mapKernmrom 

1.2. OEM >Hymn H naucorpaclmja 

1.3. Texmace ncmcorpacbcaor mepena CTHMa ACHBOTa 

1.3.1. AIO TexHHKa 

1.3.2. GEO TeXHHaa 

1.3.3. LOV TexHHKa 

1.3.4. VALS/VALS 2 TeXFINKa 

2. CTI1.11 Ramon H noHaumme noTpowaya 

2.1. CTI4/1 NCHBOTa Hao aHrepmpaiawra nonamma norrpoffiana 

2.2. YTHUaj npomena mum NouoTa Ha noHawatte noTpowana 

/1E0 3: METW3ABHCHOCT HAIIHOHAJIHE KYJ1TYPE 14 CTHJIA )ICHBOTA 

HOTPOLUAT4A 

YTHHaj KynType Ha 4op3mpame Krona aotooTa noTpornaHa 

1.1. 06.11.1KOBalbC emMa )101BOTa non ymmajera HataloHanHe aynType 

L2. EbenTm npomeHa HynType Ha CT11.11)1CHBOTa norrpowaHa 

11oTpoinainca KynTypa H CTIIII:lamora 

2.1. Ilojam 110TpOLLIEHICe aynType 

2.2. Vilma] norrpotnaHHe Hyarype Ha CT41.11 )KHBOTa noTpowaHa 

Pe3ynTarn onocrpaimx emnapnjeKfix uctpaainaama o yTHuajy 4mmeH3Hja 

HaunonanHe Kyerrype Ha crran aomorra noTpowaoa 

BaoHjaHoje mina )1C11BOT8 noTpowana y pa3.1114414TIAM HaHHoHamnim HynTypama 

3.2. BapHjaumje mina )K11130Ta noTpothana y pa3111441ITHM noTHynTypama 

HaHnoHanHa KynTypa H CTIIJI IKIIBOTH noTpoinaHa y Cp6njn 

4.1, TimmeHamje cpricHe HauHoHanHe Hyarype 
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4.2. TIMOBA CTHAA NCHBOTA cprickwx noTpoinatia 

gE0 4: 0,11.1IYHEBAH3E HOTPOMATIA 0 ICYHOBHHH 

apogee °anytime:3.a o wynommu 

1.1. Hojam nputeca omyymBaFba o icynotoniil 

Ii Oase npotteca oikarimsatba o KyHOBI1HM 

1.2.1. flpeno3Haearbe nowe6e 

1.2.2. IlpHaynnraree uHclropmarurja 

1.2.3. BpeaHonarbe arrrepHamna 

1.2.4. Orumaa o aynomrum (aynorama) 
1.2.5. 111oHawame nocne aynomme 

Iipc•re noTpomarmux ounyrea 
2.1. Odanyae 3/ 3a1311CHOCTI4 04 HABOA pubytierfocni noTpowatia 

2.2. aanyite y 3ABHCHOCTI4 OA MOTABA aynonnHe 
Yaore COM10.110IIIKIIX ueTepmimarrrn y :apoirecy orAnymmama o Kynourunt 
3.1. Ynora nopomue y npouecy oanyrummea 

3.2. Ynora peclreperamrx rpyna y npcnrecy onormearba 

3.3. Ynora app.:ramie mace H cnoja y npouecy onnymmarba 
Eyrcrypa ii CTI111 NCHBOTa Kau 4e7epmmaime nporreca orrarnmama o uynommu 
4.1. Y7rmaj ayrrype Ha npouec oanymmarba o aynomum 

4.2. YTIAlaj CTIAAA ACHBOTA Ha npouec oanymmam o KynotrimH11 

gEo 5: ErDEKTH 4UIMEH3HJA HAUHOHAJIHE KYJITYPE N CTHJIA )ICHBOTA HA 
HPOUEC 011.11Y4HBAH3A HOTPOIHANA 0 ICYHOBHHII Y CPEHJII 

lipegMeT H 1.141JbeB11 neTparromama 

Kornrenryamm ricrpaarnuamm (Bump LIpa3noj xtmore3a 
Menmonortija ncrparausaura H LIFI3ajH ynurHnIca 

Cwyrrypa y3opica 

Pe3yrrram emnimujeaor tie-rpaamuatha 
5.1. PIrrrepripemuuja peaynTaTa coponAeHmx GMT ACTH MAX aHanH3a 
5.2. Aucayenja 4o6mjernix pesynaTa 

HayHtm uonprmoe glicepTautije 

IIpyurrHemr uonpn HOC miceprautije 
OrpaHIMelba H emeprmue 32 6yuyha netpaarnua 

3AICJI3Y4AK 

JIHTEPATYPA 
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IIPHJIOF 

Y npaom Aeny nmceprraumje no Hacnoaom „Km:arena HaunotranHe wymrype" 6mhe ohjaturbeHe 

aeclwriffirmje HaumoHanme KynType H Eberle OCHOBHe KaparcrepricTruce, smarm HajaaaKunbr 

enememnr Kyrrype, a HaKOH Tora H ammeHartje marnbaHarme Kymrype. Hajnpe he KaHAHAaTKHIfba 

o6pa3noxurTH ammeHamje KynType Koje je HACHTMIHIKOBa0 repT X04,CTHIEB, a 3arnm he awrir 

npernea artmernmja KynType Koje Cy HAeHTH(IIIHKOBaAll ocTanH ayTopm (TpomneHapc, 

Xan). Ha Kpajy, amanrompahe ce yrrinaj KynType Ha notrawarbe noTpouraya Hajnpe Kpos 

carneaaaathe KynType Kao corrmonounce neTepmmHamTe Holmium:a noTpounora, a 3aTmm Kp03 

amarnoy noTKyrrrype H macome xynType Kao aerrepmmHarrni norramaH7a noTpontaHa. 

Y apyrom Reny aricepTairmje nag Ha3HB0M 	iICHBOTEI noTpoutarra" Kamarrawrxrusa he 

nprwasaTm aeclurraturrje KOHIECIITa mama WHBOTa ca CTaHOBEILLITa pa31114414THM HHHoa 14 

nepnemnraa, Kao 14 KaparcrepmermKe mcror. 3aTrim he ce amanmamparm passoj KormanTa crarna 

/101BOTa Ha ocHoay paaona passim] wrmx ayropa 	cy ce 6aumnm pamrojem OBOP KoHaerrra 

TOKOM 80-Tmx, 90-nix roarma npownor BeKa li HaKOH 2000. roue. HaKoH Tora 6mhe o6prthene 

11HTepHe N ncrepne atrepmrimarrre armna )101BOTa PAC he KawaarkaTKHrba npam fir y paity 

Hanpaarrrm ae3y inmehy KynType H CTI4Ra MHBOTa Kojy he aaranmurje ohpa,awrm y Tpehem aeny 

nrwerrailmje. Hoene Tora opine o6jaHnbeH nojam norworpacbmje Fi ncrixorpartwKe aHanine 

rbeHa ae3a ca CTHIION1 /1(14ROTa, a 3aTHM 14 OCHOBHe TeXHHKe norworparjrcKor meperba crania 

MI4BOTa, 11111BeHCIMeHO AHO TeXHHKa ROI)/ he KaH4H4aTKIEFF44 KOpHCTHTH y pa,ay. Ha Kpajy, 6Hhe 

aHanm3mpari ynrHaja anima MHBOTa 14 npomella Hcror Ha noHamarre nurpouraira, Ha ocHoey 

nperricoarrmx Teopujetcrix II emmipmjeKrix ca3Harba. 

Y Tpehem Aeny amcerraumje BOA Ha3HBOM „MebylaBHCHOCT HaHmormarre wynType H CTI4Jla 

)1a1BOTa norrpowana" aHanH3Hpahe ce yrrnraj KynType 14 fbeHHX npomerra Ha 064HKOBEHbe crana 

MHBOTa noTpowaya. 3aTrim he KaHAHAaTKEIHRI atianmampaTti noTpoinarmy icynTypy 14 !tart yrraraj 

Ha C11451 Hula°Ta noTpouraHa. KaK0 TeOplEICKII TaKo 11 Kp03 npernen pe3ynTaTa emnmprijourx 

mmrpa>Kmaarba. HaKom Tora KanaHammarrra he nocmaTparm ormoc KynType m cmaa MHBOTa 

norpowama Kpo3 npernea emnupirjcirmx Hurpaxotaarra pnrocTparnix ayropa o yrmaajy KynType m 

norKynType Ha Bapmjararje mrmna >KHEroTa noTPathalla, AOK he Ha Kpajy o6yxaaTrrrm onmc 

4I4meH3mja cpncKe Haumonanme KynType 11 T1111013a CTIlaa )104B0Ta cpncKrix noTpouraHa Ha ocHoay 

nperneaa emnripmjcKux ricipaxoraarra nomahmx ayTopa Kojm cy ce 6aarunr aHanmsom OB14X 

acneKaT a. 

Y ReTBIOTOM aeny ruicepTaumje 1104 Ha3HERIM „Oanyrinuarhe noTpourarra o wyrioarmu" 

KaH414AaTKIlFba he Hajnpe o6jacranal apogee aanyquaarra 0 	 H aHanrnmpahe rberoBe 

°CHOREIC ClEa3e, a 3aTHM he 06pa3110xarTH 1313CTC HOTI/OHlaRKHX oanyKa y 3aBHCHOCT14 OLL FINBOa 

ywrbytreHourm noTpowacra H moTnna KynoamHe. HaKOH Tom, naxcrby he HOCBCTHT14 ynorama 

HajnaxcHmjmx counonoummx ACTCHNO1HaHTH y HpOLlecy OnnyEllaatba 0 Ky11OBHH14 (y40311 

1101/0414He, pe(kepeHTHHX Myna H ApylEMBefle KllaCe H cnoja AOK he Ha Kpajy nany HOCBeTHTH 
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nocaerm-rm Teopmjcmoj amarmsm yrrataja xynType H trmna numora Ha npottec onnytimaatba o 
xynormmm, ys npernem emnmplijmurx mcTpanumaHA xoja Cy ce flantma m3ymaaamem mcror. 

Herm neo nacepTatirje nort Hammom ,Yrintaj onmenattja HaunoHantie xyaType H eftlaa 

aumara Ha Hpouee oaartHaansa noTpoulatia o xynomum y Cp6H,BI" oflyxsara emmtprticico 

merpanmearbe xoje he xaHnipraTxmlba cnpoitecTm. KaHrtmaaTxmaa he y mmany ca Aecppimcarinm 

ripeamerom, UFTJEBMM 11 ximoTesama mc-rpancimaisa, nom-atm-cm vicrpanorammm °Kamp 3a 
pasmapaise onmoca IcynType, truna wmao-ra H npotteca oanytmaatba no-rpomatta o mynoamirm. 
HaKOH Tora KaHAHAaTKHtba he yma3afl1 Ha merononormjy F1CTMCHBW H crpyitTypy yaopma. 

3aTmm he 611TH npmeasatm pesynTaTm mcTpaamearba H FbHX0Ba ANCKyCkija. KamarinaTionba he 
Taxobe oflpasnomarrm Haytmm nonpmmoc ancepTaumje, Imo m npatcnitme mmrummanmje 

4o6mjemix pesynTaTa ncTpanmitarba. Ha xpajy, maHnmnaTtcmtba he mcTahm orpaHmmerba 

cnposenettor mcrpanthaamta m yma3ahe Ha cmepHmue sa flynyha mcrpantmaarba. 

KammmaaTirmbatmapairmnpenmitimitapmmenmcaxnmTepaTypexojyhemopmcTmTm: 

Adnan, A. (2017). E-lifestyles: a literature analysis, relevance for marketers and future research 
directions.,4/MA Journal of Management & Research, 11(3/4), 1-22. 

Ahmed, R., Soomro, H., All, K., All, W. (2015). Influence of Lifestyle and Cultural Values on 
Impulse Buying Behavior. Journal of Culture, Society and Development, vol. 10,30-37. 

Ahuvia, A., Carroll, B., Yang, Y. (2006). Consumer culture theory and lifestyle 
segmentation. Innovative Marketing, 2(4), 33-43. 

Akpan, S. J. (2016). The influence of cultural factors on consumer buying behaviour (a case 
study of pork). British Journal of Marketing Studies, 4(6), 44-57. 

Al-Dmour, R., Hamindan, F., Al-Dmour, H., Khwaldeh, S. M. (2017). The Effect of Lifestyle on 
Online Purchasing Decision for Electronic Services: The Jordanian Flying E-Tickets Case. Asian 
Social Science, 13(11), 157-169. 

Al-Hazzaa, H. M., Al-Nakeeb, Y., Duncan, M. J., Al-Sobayel, H. 1., Abahussain, N. A., 
Musaiger, A. 0., Lyons, M., Collins, P., Nevill, A. (2013). A cross-cultural comparison of health 
behaviors between Saudi and British adolescents living in urban areas: gender by country 
analyses. International journal of environmental research and public health, 10(12), 6701-6720. 

Al Kailani, M., Kumar, R. (2011). Investigating uncertainty avoidance and perceived risk for 
impacting Internet buying: A study in three national cultures. International Journal of Business 
and Management, 6(5), 76-92. 

Alkailani, M.. Kumar, R. (2016), Impacting innovativeness: The role or interpersonal influences 
and cultural dimensions on consumer innovativeness. Journal of Strategic Innovation and 
Sustainability, 11(1), 62-78. 

Anandarajan, S., Arunadevi. P. (2016). Consumer Behaviour towards Lifestyle Marketing—Issues 
and Concepts. Asia Pacific Journal of Research, 2(1). 202-207. 

15 



Andi, it T., Ali, M. M. (2019). Analysis of the Influence of Lifestyle on Purchasing Decision for 
Samsung Smartphone Products in Jakarta. European Journal of Business and Management 
Research, 4(4), 1-8. 

Andreeva, E., Myslyakova, Y., Glukhikh, P., Ratner, A. (2017). Economic and social impact of 
modernization on cultural values. Journal of International Studies, 10(1), 193-208. 

Anderson Jr, W. T., Golden, L. L. (1984). Lifestyle and psychographics: A critical review and 
recommendation. Advances in consumer research, 11(1), 405-411. 

Anitha, N. (2016). Influence of Lifestyle on Consumer Decision Making With Special Reference 
to Organized Retail Formats in Chennai. Indian Journal of Commerce and Management 
Studies, 7(1), 85-91. 

Asamoah, E. S., Chovancova, M. (2016). The Effect of Cultural Orientation on the Purchasing 
Decisions of Consumers: a Cross Cultural Comparative Study. International Journal of 
Contemporary Management,15(1), 7-32. 

Atchariyachanvanich, K., Okada, H. (2007), How consumer lifestyles affect purchasing 
behaviour: evidence from internet shopping in Japan. Journal of Entrepreneurship 
Research, 2(2), 63-78. 

Banna, J. C., Gilliland, B., Keefe, M., & Zheng, D. (2016). Cross-cultural comparison of 
perspectives on healthy eating among Chinese and American undergraduate students. BMC 
Public Health, 16(1), 1-12. 

Bathaee, A. (2014). Consumer culture at individual level: Proposing a two-stepped model, 
comparing Iran and Germany. Journal of Global Scholars of Marketing Science, 24(3), 311-338. 

Bashir, S., Zeeshan, M., Sabbar, S., Hussain, R. I., Sarki, I. H. (2013). Impact of cultural values 
and life style on impulse buying behavior: a case study of Pakistan. International Review of 
Management and Business Research, 20), 193-200. 

Belch, G. E., & Mihael, A. Belch. (2004). Advertising and Promotion: an integrated marketing 
communications perspective. New York: McGraw-Hill. 

Berger, A. A. (2015). Ads. fads, and consumer culture: Advertising's impact on American 
character and society. United Kingdom: Bowman & Littlefield Publishers, Inc. 

Berkman, H. W., Gilson, C. C. (1974). Consumer life styles and market segmentation. Journal of 
the academy of marketing science, 2(1-4), 189-200. 

Boillovie, N. (2010). Youth subcultures and subversive identities. Facia universita s ies: 
Philosophy, Sociology, Psychology and History, 9(1). 45-58. 

Brengman. M., Geuens, M.. Weijters, 13., Smith, S. M., Swinyard. W. R. (2005). Segmenting 
Internet shoppers based on their Web-usage-related lifestyle: a cross-cultural validation. Journal 
of Business Research, 58(1), 79-88. 

16 



Brook, Lj. (1995). Stil Zivota tradicionalnih i novih profesija. Glasnik Etnografskog instituta 
SANE!, 44,138-142. 

Broeder, P., Van lout, A. (2019). When friends recommend: online purchasing behavior of 
Russian and Dutch people when prompted by recommendations from Facebook friends. Russian 
Journal of Communication, 11(3), 191-203. 

Bruner, G. (1987). The effect of problem recognition style on information seeking. Journal of the 
Academy of Marketing Science, 15(4), 33-41. 

Brunso, K., Grunert, K. G. (1998). Cross-cultural similarities and differences in shopping for 
food. Journal of Business Research, 42(2), 145-150. 

Bruns's, K., Scholderer, J., Grunert, K. G. (2004). Testing relationships between values and food-
related lifestyle: results from two European countries. Appetite, 43(2), 195-205. 

Bruwer, J., Roediger, B., Herbst, F. (2017). Domain-specific market segmentation: a wine-related 
lifestyle (WRL) approach. Asia pacific journal of marketing and logistics, 29(1), 4-26. 

Cakanlar, A., Nguyen, T. (2019). The influence of culture on impulse buying. Journal of 
Consumer Marketing, 360), 12-23. 

Cassill, N. L., Drake, M. F. (1987). Apparel selection criteria related to female consumers' 
lifestyle. Clothing and Textiles Research Journal, 6(1), 20-28. 

Cassill, N. L., McEnally, M. R., Booher, H. (2015). Decision Making and Lifestyle Influence on 
the Korean Purchase Process for Jeans. In: Proceedings qf the 1998 Multicultural Marketing 
Conference, Jean-Charles Chebat & A. Ben Oumlil (eds.), Switzerland: Springer, 450-454. 

Chan, R. Y. (2001). Determinants of Chinese consumers' green purchase behavior. Psychology & 
marketing, 18(4), 389-413. 

Chaney, D. (1996). Lifestyles: key ideas. London: Routledge 

Chen, J. S., Huang, Y. C., Cheng, J. S. (2009). Vacation lifestyle and travel behaviors. Journal of 
Travel & Tourist)? Marketing, 26(5-6), 494-506. 

Chen, F. F., West, S. G. (2008). Measuring individualism and collectivism: The importance of 
considering differential components, reference groups, and measurement invariance. Journal qf 
Research in Personality. 42(2), 259-294. 

Cho, Y. N.. Thyroff, A., Rapert, M. I., Park, S. Y., Lee, H. J. (2013). To be or not to be green: 
Exploring individualism and collectivism as antecedents of environmental behavior. Journal of 
Business Research, 66(8), 1052-1059. 

Christodoulides. G., Michaelidou, M. (2010). Shopping motives as antecedents of e-satisfaction 
and e-loyalty, Journal of Marketing Management, 27(1-2), 181-197. 

17 



Ciribeli, J. P., Miquelito, S. (2015). Market segmentation by psychographic criteria: an essay on 
the main psychographic theoretical approaches and its relationship with performance 
criteria. Vision de Futuro, 19(1), 51-64. 

Cleveland, M., Babin, B., Laroche, M., Ward, P., Bergeron, J. (2006). Information search 
patterns for gift purchases: A cross-national examination of gender differences. Journal of 
Consumer Behaviour, 3(1), 20-47. 

Cleveland, M., Laroche, M. (2007). Acculturaton to the global consumer culture: Scale 
development and research paradigm. Journal of business research, 60(3), 249-259. 

De Mooij, M. (2010). Consumer behavior and culture: Consequences for global marketing and 
advertising. United Kingdom: Sage Inc. 

De Mooij, M., Hofstede, G. (2011). Cross-cultural consumer behavior: A review of research 
findings. Journal of International Consumer Marketing, 23(34), 181-192. 

Dima-Cozma, C., Gavrilutg, C., Mitrea, G., Cojocaru, D. C. (2014). The importance of healthy 
lifestyle in modem society: a medical, social and spiritual perspective. European Journal of 
Science and Theology, 10(3), 111-120. 

Donnelly, T. T., Al Suwaidi, J., Al Bulushi, A., Al Enazi, N., Yassin, K., Rehman, A. M., 
Hassan, A.A, Idris, Z. (2011). The influence of cultural and social factors on healthy lifestyle of 
Arabic women. Avicenna, 2011:3,3-13. 

Doran, K, B. (1994). Exploring Cultural Differences in Consumer Decision Making: Chinese 
Consumers in Montr+Al. Advances in Consumer Research, Vol. 21,318-322. 

Durmaz, A. P. D. Y. (2014). The Influence of cultural factors on consumer buying behaviour and 
an application in Turkey. Global Journal of Management And Business Research, 14(1), 36-44. 

Dutta-Bergman, M. J., Wells, W. D. (2002). The values and lifestyles of idiocentrics and 
allocentrics in an individualist culture: A descriptive approach. Journal of Consumer Psychology, 
12(3), 231-242. 

DelogeviC, I., & Spasojevio, B. (2014). Uticaj kulture kao marketingkog faktora na ponaSanje 
potrogaea. Ekonomski signal!: poslovni magazin, 9(2), 49-61. 

Delogevia, L. Devia, 2., Spasojevie, B. (2017). Predvidaju Ii stavovi ponaSanje 
potroSaCa?. Ekonotnski signal!: poslovni magazin, 12(1), 31-40. 

Engel, J. F., Blackwell, R. D., & Kollat, D. (1978). Consumer Behavior. Illinois: Dryden Press. 

Eroglu, S. A., Machleit, K. A., & Davis, L. M. (2003). Empirical testing of a model of online 
store atmospherics and shopper responses. Psychology & marketing, 20(2), 139-150. 

Eringa, K., Caudron, L. N., Rieck, K., Xie. F., Gerhardt, T. (2015). How relevant are Hofstede's 
dimensions for inter-cultural studies? A replication of Hofstede's research among current 
international business students. Research in Hospitality Managetnent, 5(2), 187-198. 

18 



Essoo, N., Dibb, S. (2004). Religious Influences on Shopping Behaviour: An Exploratory Study. 
Journal of Marketing Management, 20, 683-712. 

Fandrejewska, A. (2017). Culture and Its Dimensions: Consumer Behaviour in Poland and Its 
Main Export Countries. Handel Wewnctrzny, 369(4), 85-97. 

Featherstone, M. (1987). Lifestyle and consumer culture. Theoty, Culture & Society, 4(1), 55-70. 

Featherstone, M. (2007). Consumer culture and postmodernism. United Kingdom: Sage Inc. 

Furaiji, F., Latuszynska, M., Wawrzyniak, A. (2012). An empirical study of the factors 
influencing consumer behaviour in the electric appliances market. Contemporary economics, 
6(3),76-87. 

Furaji, F., Latuszyfiska, M., Wawrzyniak, A., Wqsikowska, B. (2013). Study on the influence of 
advertising attractiveness on the purchase decisions of women and men. Journal of International 
Studies, 6(2), 20-32. 

Gammoh, B., Koh, A. C., Okoroafo, S. C. (2019). Cultural Influences on Environmental 
Consciousness and Green Environmental Behavior, International Journal of Marketing Studies, 
11(1),20-29. 

Gatley, A., Caraher, M., Lang, T. (2014). A qualitative, cross cultural examination of attitudes 
and behaviour in relation to cooking habits in France and Britain. Appetite, 75, 71-81. 

Ghazali, I., Abdul-Rashid, S. H., Dawal, S. Z. M., Aoyama, H., Tontowi, A. E., & Sakundarini, 
N. (2017). Cultural influences on choosing green products: An empirical study in Malaysia. 
Sustainable development, 25(6), 655-670. 

Ghosh, B. (2011). Cultural changes and challenges in the era of globalization: The case of 
India. Journal of Developing Societies, 27(2), 153-175. 

Ghosh, I. (2014). VALS (TM) Psychographic: A New Way of Market Segmentation in India. The 
International Journal of Business & Management, 2(4), 25-30. 

Gonzalez, A. M., Bello, L. (2002). The construct "lifestyle" in market segmentation: The 
behaviour of tourist consumers. European journal of marketing, 36(1/2), 51-85. 

Greenfield, P. M. (2016). Social change, cultural evolution, and human development. Current 
Opinion in Psychology, 8, 84-92. 

Guseva, N. (2013). Cultural aspects of decision-making in online purchases. Triikle, 25(1),7-20. 

Haffar, M., Enongene, L., Gbadamosi, G., Hamdan, M. (2016). The influence of national culture 
on consumer buying behaviour: An exploratory study of Nigerian and British consumers. WASET 
International Journal of Social, Behavioral, Educational, Economic and Management 
Engineering, 10(8), 3033-3037. 

19 



Hanafizadeh, P., Ghandchi, S., Asgarimehr, M. (2017). Impact of Information Technology on 
Lifestyle: A Literature Review and Classification. International Journal of Virtual Communities 
and Social Networking, 9(2), 1-23. 

Haslop, C., Hill, H., Schmidt, R. A. (1998). The gay lifestyle-spaces for a subculture of 
consumption. Marketing Intelligence & Planning, 16(5), 318-326. 

Hughes, H. (2002). Gay men's holiday destination choice: a case of risk and avoidance. 
International Journal of Tourism Research, 4(4), 299-312. 

Hawkins, I. D., Best, J. R., & Coney, A. K. (1998). Consumer Behaviour Building Marketing 
Stratergy. New York: McGraw-Hill Inc. 

Hawkins, D. I., Mothersbaugh, D. L. (2010). Consumer behavior Building marketing strategy. 
New York: McGraw-Hill Inc. 

He, Y., Zou, D., Jin, L. (2010). Exploiting the goldmine: a lifestyle analysis of affluent Chinese 
consumers. Journal of Consumer Marketing, 27(7), 615-628. 

Herrero, A., Perez, A., del Bosque, I. R. (2014). Values and lifestyles in the adoption of new 
technologies applying VALS scale. Academy of Marketing Studies Journal, 18(2), 29-48. 

Hofstede, G. (1980). Motivation, leadership, and organization: do American theories apply 
abroad?. Organizational dynamics, 9(1), 42-63. 

Hofstede, G. (1983). The cultural relativity of organizational practices and theories. Journal of 
international business studies, 14(2), 75-89. 

Hofstede, G. (1994). The business of international business is culture. International business 
review, 3(1), 1-14. 

Hofstede. G. (20 1 1 ). Dimensionalizing cultures: The Hofstede model in context. Online readings 
in psychology and culture, 2(1), 1-26. 

Hofstede Insights (2020). National culture. https://hi.hofstede-insights.com/national-culture  

Hofstede, G., Hofstede, G., J., Minkov, M. (2010). Cultures and organizations: software of the 
mind, New York: McGraw-Hill Inc. 

Hofstede, G., McCrae, R. R. (2004). Personality and culture revisited: Linking traits and 
dimensions of culture. Cross-cultural research, 38(1), 52-88. 

Holt, D. B. (1997). Poststructuralist lifestyle analysis: Conceptualizing the social patterning of 
consumption in postmodernity. Journal of Consumer research, 23(4), 326-350. 

Horn, P. A. (2002). Foundations and characteristics of culturein: Culture, civilization and human 
society, vol. 1, Herbert Ark & Donald G. Daviau (eds.), South Africa: University of Cape Town, 
60-80. 

20 



Hossein, R. D., Hamed, D. (2012). Comparative study effect of culture from Hofstede 
perspective on purchasing mobile phone in Iran and Thailand society. International Journal of 
Business and Social Science, 3(6), 146-154. 

Hsu, T. H., Yang, C. K. (2013). Shaping Outdoor Lifestyle: The Consumer Acculturation of 
Asian Immigrants. Journal of Global Business Management, 9(2), 15-28. 

Hubacek, K., Guan, D., Barua, A. (2007). Changing lifestyles and consumption patterns in 
developing countries: A scenario analysis for China and India. Futures, 39(9), 1084-1096. 

Hui, D. M., Joy, A., Kim, C., Laroche, M. (1993). Equivalence of lifestyle dimensions across 
four major subcultures in Canada. Journal of International Consumer Marketing, 5(3), 15-35. 

Hui, C. H., Triandis, H. C. (1986). Individualism-collectivism: A study of cross-cultural 
researchers. Journal of cross-cultural psychology, 17(2), 225-248. 

Husic-Mehmedovic, M., Cicic, M., Agic, E. (2014). Regional lifestyle segmentation in the 
Western Balkans. South East European Journal of Economics and Business, 9(2), 46-53. 

Iversen, N. M., Hem, L. E., Mehmetoglu, M. (2016). Lifestyle segmentation of tourists seeking 
nature-based experiences: The role of cultural values and travel motives. Journal of Travel & 
Tourism Marketing, 33(1), 38-66. 

Jamal, A., Goode, M. (2001). Consumers' product evaluation: A study of the primary evaluative 
criteria in the precious jewellery market in the UK. Journal of Consumer Behaviour: An 
International Research Review, 1(2), 140-155. 

Jani, 13., & Han, H. (2015). Influence of environmental stimuli on hotel customer emotional 
loyalty response: Testing the moderating effect of the big five personality factors. International 
Journal of Hospitality Management, 44, 48-57. 

Jani6ijevi6, N. (2003). Uticaj nacionalne kulture na organizacionu strukturu preduze6a u Srbiji. 
Ekonomski anal!, 44, 45-66. 

Jasper, C. R. (1989). Cross-national differences in satisfaction/dissatisfaction and complaint 
behaviour concerning apparel products. Journal of Consumer Studies & Home Economics, 13(2), 
151-159. 

Jeknie, R. (2014). Gender equality, young women and culture in the context of' the 
"masculinity/femininity" as a dimension in Geert Hofstede's model of "national culture". Zbornik 
radova Pravnogfakulteta u Splitu, 51(3), 681-696. 

Jensen, M. (2007). Defining lifestyle, Environmental Sciences, 4(2). 63-73. 

Jisana, T. K. (2014). Consumer behaviour models: an overview. Sal Om Journal of Commerce & 
Management, I (5), 34-43. 

Johnson, J. G., Busemeyer, .1. R. (2010). Decision making under risk and uncertainty. Wiley 
Interdisciplinary Reviews: Cognitive Science, 1(5), 736-749. 

21 



Jones, M. (2007). Hofstede — Culturally questionable?, Oxford Business & Economics 
Conference, UK: Oxford, 1-9. 

Jung, K., Kau, K.A. (2004). Culture'sinfluence on consumer behaviors: Differences among 
ethnic groups in a multiracial Asian country, In: NA - Advances in Consumer Research, Vol. 31, 
Barbara E. Kahn & Mary Frances Luce (eds.), GA: Association for Consumer Research, 366-
372. 

Kacen, J. J., Lee, J. A. (2002). The influence of culture on consumer impulsive buying 
behavior. Journal of consumer psychology, 12(2), 163-176. 

Kahle, L. R., Beatty, S. E., Homer, P. (1986). Alternative measurement approaches to consumer 
values: the list of values (LOV) and values and life style (VALS). Journal of consumer 
research, 13(3), 405-409. 

Kahle, L. R., Kennedy, P. (1988). Using the list of values (LOV) to understand consumers. 
Journal of Services Marketing, 2(4), 49-56. 

Katz, D. L. (2014). Lifestyle is the medicine, culture is the spoon: the covariance of proposition 
and preposition. American Journal of Lifestyle Medicine, 8(5), 301-305. 

Khan, H., Razi, A., All, S. A., Asghar, A. (2011). Identifying Consumer Lifestyle. Journal Of 
Contemporwy Reseach Business, 3(8), 249-268. 

Khan, S., Nasr, M. (2011). Impact of lifestyle of Pakistani women on their buying behavior. 
International Review of Business Research Papers, 7(2), 292-309. 

Khare, A. (2011). Impact of Indian cultural values and lifestyles on meaning of branded products: 
Study on university students in India. Journal of International Consumer Marketing, 23(5), 365-
379. 

Khare, A. (2013). Culture, small retail stores, and Indian consumer preferences: A moderating 
role of demographics. The International Review of Retail, Distribution and Consutner 
Research, 23(1), 87-109. 

Keliyan, M. (2011). Kogyaru and Otaku: Youth Subcultures Lifestyles in Postmodern 
Japan. Asian Studies, 15(3), 95-110. 

Kilicbay, B., & Binark, M. (2002). Consumer culture, Islam and the politics of lifestyle: Fashion 
for veiling in contemporary Turkey. European Journal of Communication, 17(4), 495-511. 

Kim, Y., & Choi, S. M. (2005). Antecedents of green purchase behavior: An examination of 
collectivism, environmental concern, and PCE. Advances in Consumer Research, 32, 592-599. 

Kim, J. 0., Forsythe, S., Gu, Q., Jae Moon, S. (2002). Cross-cultural consumer values, needs and 
purchase behavior. Journal of Consumer marketing, 19(6), 481-502. 

22 



Kim, D. J., Ferrin, D. L., Rao, H. R. (2008). A trust-based consumer decision-making model in 
electronic commerce: The role of trust, perceived risk, and their antecedents. Decision support 
systems, 44(2), 544-564. 

Kim, M., Kim, C. (2018). Lifestyle and travel motivation of the elderly in South Korea: baseline 
characteristics and the relationship between demographic factors. International Journal of 
Hospitality & Tourism Administration, 1-24. 

Kim, S. H., Kim, H. B., & Con Kim, W. (2003). Impacts of senior citizens' lifestyle on their 
choices of elderly housing. Journal of Consumer Marketing, 20(3), 210-226. 

Kim, M. J., Lee, C. K., & Jung, T. (2020). Exploring consumer behavior in virtual reality tourism 
using an extended stimulus-organism-response model. Journal of Travel Research, 59(1), 69-89. 

Kim, Y. K., Sullivan, P., Trotter, C., Fomey, J. (2003). Lifestyle shopping center: A retail 
evolution of the 21st century. Journal of shopping center research, 10(2), 61-94. 

Kim, C., Yang, Z., Lee, H. (2009). Cultural differences in consumer socialization: A comparison 
of Chinese—Canadian and Caucasian—Canadian children. Journal of Business Research, 62(10), 
955-962. 

Kim, Y., Zhang, Y. (2014). The impact of power-distance belief on consumers' preference for 
status brands. Journal of Global Marketing, 270), 13-29. 

Kire, K., Kumar, R.R.P. (2017). Culture influence on consumer behaviour, International Journal 
of Advance Research and Innovative Ideas in Education, 3(4), 1 I 78-1185. 

Kosar, L. (2014). Lifestyle hotels: New paradigm of modem hotel industry. Turistitko 
poslovanje, 14, 39-50. 

Kotler, P., & Keller, K. L. (2016). Marketing management (15th global ed.). England: Pearson. 

Koaati-Xxitsepwith, P., Mapnb, A. (2007). ,Hpymmeene Oenwpmunaume nouatuatha 
nompozticeia, Cyflormta: EKOHOMCKH taKyrreT. 

Kucukemiroglu, 0. (1999). Market segmentation by using consumer lifestyle dimensions and 
ethnocentrism: An empirical study. European Journal of Marketing, 33(5/6), 470-487. 

Kumar, S. P. (2013). Role of Educational Qualification of Consumers on Need Recognition: A 
Study with Reference to Car. IOSR Journal of Business and Management, 12(5), 27-3. 

Kuo, T. C., Hanafi, J., Sun, W. C., Robielos, R. A. C. (2016). The Effects of National Cultural 
Traits on BOP Consumer Behavior. Sztstainability, 8(3), 1-20. 

Krishnan, J. (2011). Lifestyle-A tool for understanding buyer behavior. International Journal of 
Economics and Management, 5(1), 283-298. 

Krivokapia, N. (2008). Slobodno vrijeme i masovna potrogana kultura. Sociologic ludo 2(1), 
62-79, 

23 



Kroeber, A. L., Kluckhohn, C. (1952). Culture: A critical review of concepts and 
definitions. United States: Peabody Museum of Archaeology & Ethnology. 

Krstio, M., Stanojevie, D. (2014). Preferirani Z'ivotni stilovi studenata Univerziteta u Pritini 
(Kosovska Mitrovica) i Univerziteta u Nigu, Teine: dasopis za druktvene nazike, 3(4),1 665-1682. 

Kwan, C. Y., Yeung, K. W., Au, K. F. (2008). Relationships between consumer decision-making 
styles and lifestyle characteristics: Young fashion consumers in China. Journal of the Textile 
Institute, 99(3), 193-209, 

Lam, D., Lee, A. Y. (2005). The influence of cultural values on brand loyalty, In: ANZMAC 
2005: Proceedings of the Australia and New Zealand Marketing Association Conference 2005: 
Broadening the Boundaries, Purchase & Sharon (eds.), Perth (WA.): ANZMAC, pp. 163-171. 

Langat, D., Oudor, P. (2015). The effects of Hofstede's dimensions of culture on consumer 
purchase decisions amongst the Kipsigis community: a case study of Bomet county. Strategic 
Journal of Business & Change Management, 2(14), 249-267. 

Lawson, R., Todd, S. (2002). Consumer lifestyles: a social stratification perspective. Marketing 
theory, 2(3), 295-307. 

Lazer, W. (1963). Lifestyle Concepts and Marketing, In: Towards Scientific Marketing, S. 
Greyser (ed.), Chicago: American Marketing Association, 130-139. 

Lee, J. A., Kacen, J. J. (2008). Cultural influences on consumer satisfaction with impulse and 
planned purchase decisions. Journal of Business Research, 61(3), 265-272. 

Lee, S. H., Sparks, B. (2007). Cultural influences on travel lifestyle: A comparison of Korean 
Australians and Koreans in Korea. Tourism Management, 28(2), 505-518. 

Lee, S. H., Cox, C. (2007). Acculturation, travel, lifestyle, and tourist behavior: A study of 
Korean immigrants in Australia. Tourism Culture & Communication, 7(3), 183-196. 

Leng, C. Y., Botelho, D. (2010). How does national culture impact on consumers decision-
making styles? A cross cultural study in Brazil. the United States and Japan. Brazilian 
Administration Review, 7('3), 260-275. 

Lesakova, D. (2014). Senior's lifestyle and their store choice. Megatrend rev/a, 11(4), 71-82. 

Lesch, W. C., Luk, S. H., Leonard, T. L. (1991). Lifestyle and demographic influences on 
females' consumption of alcoholic beverages. International Journal ojAdvertising, 10(1), 59-78, 

Lim, K. H., Leung, K., Sia, C. L.. Lee, M. K. (2004). Is eCommerce boundary-less? Effects of 
individualism—collectivism and uncertainty avoidance on Internet shopping. Journal of 
International Business Studies, 35(6), 545-559. 

Lin, L. Y.. Shih, H. Y. (2012). The relationship of university student's lifestyle, money attitude, 
personal value and their purchase decision. International journal of Research in 
Management, 1(2), 19-37. 

24 



Lindh, K., Korhonen, V. (2010). Youth values and value changes from cultural and transnational 
perspectives. In: Cross-cultural Lifelong Learning, Vega Korhonen (ed.), Finland: Tampere 
University Press,135-166. 

Lindridge, A., Dibb, S. (2003). Is `culture'a justifiable variable for market segmentation? A 
cross-cultural example. Journal of Consumer Behaviour: An International Research 
Review, 2(3), 269-286. 

Lindridge, A., Vijaygopal, R., Dibb, S. (2014). The manifestation of culture in product purchase: 
A cross-cultural comparison. Journal of Marketing Analytics, 2(4), 250-263. 

Littler, D., Melanthiou, D. (2006). Consumer perceptions of risk and uncertainty and the 
implications for behaviour towards innovative retail services: the case of intemet banking. 
Journal of retailing and consumer services, 13(6), 431-443. 

Liu, C.H., Tsai, W.S. (2010). The effects of service quality and lifestyle on consumer choice of 
channel types: The health food industry as an example. African Journal of Business 
Management,4(6), 1023-1039. 

Lobo, A., Chen, J. (2012). Marketing of organic food in urban China: An analysis of consumers' 
lifestyle segments. Journal of International Marketing and Exporting, 17(1), 14-26. 

Lucian, R. (2017). How Brazilians shop? An investigation of Brazilians' consumer values, 
lifestyles and mindset. International Journal of Emerging Markets, 12(2), 238-262. 

Luna, D., Gupta, F. S. (2001). An integrative framework for cross-cultural consumer behavior. 
International marketing review, 18(1), 45-69. 

Maison, D. (2014). Values and Lifestyle Segmentation of Poles 55+ and It's Implications for 
Consumers' Attitudes and Behaviour. Management and Business Administration, 22(4), 78-94. 

Mangruwa, R. D., Zaki, S. A., Mahdzir, A. (2014). A review of cross-cultural analysis on energy 
behaviour consumption in residential building between Malaysia and Japan. Energy, 1990, 1-6. 

Manrai, L. A., Manrai, A. (2011). Hofstede's cultural dimensions and tourist behaviors: A review 
and conceptual framework. Journal of Economics, Finance & Administrative Science, 16(31), 23. 

Mapninfonfih, B. (2012). Alapicemimutim acnemu caniucq5akimje U itojamtocinu: opujenmainita 
HQ nompoutaue y caepesienom Gankapckau nocsocathy, Kparyjesau: EKOHOMCKII ikanisrre-r. 

Marinkovic, V., Senic, V., Kocic, M., 'Sapic, S. (2013) Investigating the Impact of SERVQUAL 
Dimensions on Customer Satisfaction:The Lessons Learnt from Serbian Travel Agencies. 
International Journal of Tourism Research, Vol. 15, No. 2, 184-196. 

Mapniffih, S. (2011). 17ortautathe nompoutauct. SeorpaA: Hefrfiap sa wsaartaincy flenamoc+ 
EKOHOMCKOF IllaKy/lTeTa. 

Matsumoto, 11, Weissman. M. D., Preston, K.. Brown, B. R.. & Kupperbusch, C. (1997). 
Context-specific measurement of individualism-collectivism on the individual level: The 

25 



Individualism-Collectivism Interpersonal Assessment Inventory. Journal of Cross-Cultural 
Psychology, 28(6), 743-767. 

Matveevna-Romanova, I., Viktorovna-Noskova, E. (2015). Investigation of cross-cultural 
distinctions effect on the consumers' behavior in the higher education market. Ekonomika, 61(3), 
17-30. 

McSweeney, B. (2002). Hofstede's model of national cultural differences and their 
consequences: A triumph of faith-a failure of analysis. Human relations, 55(1), 89-118. 

Mehrabian, A. and Russell, LA. (1974). An approach to environmental psychology. Cambridge, 
MA: MIT Press 

Meng, F. (2010). Individualism/collectivism and group travel behavior: A cross-cultural 
perspective. International Journal of Culture, Tourism and Hospitality Research, 4(4), 340-351. 

Michaelidou, N., Hassan, L. (2014). New advances in attitude and behavioural decision-making 
models.Journal of marketing management, 30(5-6), 519-528. 

Miklo§ik, A. (2015). Changes in purchasing decision-making process of consumers in the digital 
era. European Journal of Science and Theology, 11(6), 167-176. 

Minkov, M. (2018). A revision of Hofstede's model of national culture: old evidence and new 
data from 56 countries. Cross Cultural & Strategic Management, 25(2), 231-256. 

Mitchell, A., MacNulty, C. (1981). Changing values and lifestyles. Long Range Planning, 14(2), 
37-41. 

Mirosavljevie, M., Milovanovie, M. (2012). Osnovne kulturolake dimenzije po Geert Flofstede-
u na primjeru Republike Srbije. Aktuehmsti, 19, 73-84. 

Mohammad, A., Amini, S., Ali, S., Ahmadi, N. S. (2018). Evaluation and analysis of uncertainty 
in the information seeking behavior of medical post-graduate students. Journal of Research in 
Medical and Dental Science, 6(3), 24-32. 

Mohiuddin, Z. A. (2018). Effect of Lifestyle on Consumer Decision Making: A Study of Women 
Consumer of Pakistan. Journal of Accounting, Business and Finance Research, 2(1), 12-15. 

Mojie, D. (2010). Uticaj globalizacije i tranzicije na kulturne promene: primer 
Srbije. Singichmum rev/fa, 352-355. 

Mojie, D. (2011). Savremena interkultuma istra2ivanja organ izaci ja: projekat GLOBE. 
Ekonomski horironti, 13(2), 71-87. 

Money, R. B., Crotts, J. C. (2003). The effect of uncertainty avoidance on information search, 
planning, and purchases of international travel vacations. Tourism Management, 24(2), 191-202. 

Morita, M., lwai, C., Horiuchi, M., Oshima, M., Zhuchao, Y.. Xu, B. (2014). A Study on 
Collectivism and Group Decision-Making: An International Comparison of Japan, China, and 

26 



Russia Using a Gaming Simulation. Developments in Business Simulation and Experiential 
Learning, vol. 38, 66-82. 

Mulaomerovic, E., Trappey, C. V. (2013). The role of cultural dimensions in the acceptance of 
retail innovations. In:Proceedings of the Management, Knowledge and Learning International 
Conference, Bankok: ToKnow Press, 491-496. 

Munthiu, M. C. (2009). The Buying Decision Process and Types of Buying Decision 
Behavior. Sibiu Alma Mater University Journals. Series A. Economic Sciences, 2(4), 27-33. 

Nagaraja, R., Girish, S. (2016). Consumer Buying Decision Process in Indian Organized Retail 
Industry - Characterization of Male and Female Respondents. International Review of 
Management and Marketing, 6(4), 200-204. 

Nagy, S., Konyha, C. (2018). The Effects of Hofstede's Cultural Dimensions on Pro-
Environmental Behaviour: How Culture Influences Environmentally Conscious Behaviour. Club 
of Economics in Miskolc TM?, 14(1), 27-36. 

Nayeem, T. (2012). Cultural influences on consumer behaviour. International journal of Business 
and management, 7(21), 78-91. 

Negricea, C., Edu, T. (2015). Characteristics of the buying decision process for Japanese 
products-a european customer's market perspective. Romanian Economic and Business 
Review, 10(4), 187-198. 

Nedeljkovid, M., Vukonjanski, J., Nikolia, M., Hadlie, 0., 'Sljukio, M. (2018). A comparative 
analysis of serbian national culture and national cultures of some european countries by globe 
project approach. Journal of the Geographical Institute Jovan Cvijic SANU, 68(3), 363-382. 

Nitto, H., Shiozaki, J. (2001). Changing consumption patterns and new lifestyles in the 21st 
century. Nomura Research Institute (NKr) Papers, 24,1-17. 

Nobre, E. B., Grisi, S. J. F. E., Ferraro, A. A. (2016). Mother's lifestyle: development of a 
questionnaire to assess a determinant of children's health. A cross-sectional study. Sew Paulo 
Medical Journal, 134(1), 3-12. 

Oates, B., Shufeldt, L., Vaught, B. (1996). A psychographic study of the elderly and retail store 
attributes. Journal of consumer marketing, 13(6), 14-27. 

Oke, A. 0., Kamolshotiros, P., Popoola, 0. Y., Ajagbe. A. M., Olujobi, J. 0. (2016). Consumer 
behavior towards decision making and loyalty to particular brands. International Review of 
Management and Marketing, 6,43-52. 

Onel, N., Mukherjee, A. (2014). The effects of national culture and human development on 
environmental health. Environment, development and sustainability, 16(1), 79401. 

O'shaughnessy, J. (1984). Competitive marketing: A strategic approach. Boston: George Allen 
and Unwin. 

4' .  

27 



Owen, A. (2012). Causes and trends in culture change today: CHamoru and Filipino Societies on 
the Island of Guam. In: Psychology of Culture. Nova Science Publishers, Graham R. Hayes & 
Michael H. Bryant (eds.), New York: Nova Publishers, 47-69. 

Pagalea, A., Uta, D. S. V. (2012). Romanian consumer lifestyle and attitude towards Bio products 
purchase. Pro cedia-Social and Behavioral Sciences, 62, 1308-1312. 

Pandey, S., Khare, A., Bhardwaj, P. (2015). Antecedents to local store loyalty: influence of 
culture, cosmopolitanism and price. International Journal of Retail & Distribution 
Management, 43(1), 5-25. 

Park, C., Jun, J. K. (2003). A cross-cultural comparison of Internet buying behavior: Effects of 
Internet usage, perceived risks, and innovativeness. International Marketing Review, 20(5), 534-
553. 

Pelau, C., Pop, N. A. (2018). Implications for the energy policy derived from the relation 
between the cultural dimensions of Hofstede's model and the consumption of renewable energies. 
Energy policy, 118, 160-168. 

Peng, C., & Kim, Y. G. (2014). Application of the stimuli-organism-response (SOR) framework 
to online shopping behavior. Journal of Internet Commerce, 13(3-4), 159-176. 

Plummer, J. T. (1974). The Concept and Application of Life Style Segmentation: The 
Combination of two Useful Concepts Provides a Unique and Important View of the Market. 
Journal of marketing, 380), 33-37. 

Plummer, J. T. (1977). Consumer focus in cross-national research. Journal of Advertising, 6(2), 
5-15. 

Poria, Y. (2006). Assessing gay men and lesbian women's hotel experiences: An exploratory 
study of sexual orientation in the travel industry. Journal of Travel Research, 44(3), 327-334. 

Prasad, R. K., Jha, M. K. (2014). Consumer buying decisions models: A descriptive 
study. International Journal ofInnovation and Applied Studies, 6(3), 335-351. 

Prashar, S., Sai Vijay, T., & Parsad, C. (2017). Effects of online shopping values and website 
cues on purchase behaviour: A study using S—O—R framework. Vikalpa, 42(1), 1-18. 

Prodovid, B., Milojkovid, BY., (2018), Hofstedov model nacionalnih dimenzija - sa posebnim 
osvrtom na vrednosne dimenzije srpske nacionalne kulture, Srpska politiCka 111 iSa(), 59(1). 225-
244, 

Rajh, E., Budak, J.. Anid, I. D. (2016). Hofstede's Culture Value Survey in Croatia: Examining 
Regional Differences. Drut.tvena istraz:ivanja: dasopis za ope a druhvena pitanja, 25(3), 309-327. 

Rant, P. (2014). Factors influencing consumer behaviour. International journal of current 
research and academic review, 2(9), 52-61. 

'r 

28 



Rao, D. T. S., Shariff, A. R. B. M., Shall, S. B., Hasim, N. (2014). Application of consumer 
lifestyle research in marketing perspective. Asia Pacific Journal of Marketing & Management 
Review, 10, 10-15. 

Rathod, D., Soni, B. (2014). Life style of rural tribal consumers of Panchmahal district of Gujarat 
state. Journal of Management Research, 6(2),93-98. 

Reid, M., Li, E., Bruwer, J., Grunert, K. (2001). Food-related lifestyles in a cross-cultural 
context: Comparing Australia with Singapore, Britain, France and Denmark. Journal of Food 
Products Marketing, 7(4), 57-75. 

Renzaho, A. M., Green, J., Mellor, D., Swinbum, B. (2011). Parenting, family functioning and 
lifestyle in a new culture: the case of African migrants in Melbourne, Victoria, Australia. Child & 
family social work, 16(2), 228-240. 

Reusswig, F., Lotze-Campen, H., Gerlinger, K. (2003). Changing global lifestyle and 
consumption patterns: The case of energy and food. Paper presented at the FERN Workshop on 
Population, Consumption and the Environment, Vol. 19, Montreal, Canada, 1-9. 

Reynolds, F. D., Crask, M. R., Wells, W. D. (1977). The modern feminine life style. Journal of 
marketing, 41(3), 38-45. 

Reynolds, F. D., Darden, W. R. (1972). Intermarket patronage: A psychographic study of 
consumer outshoppers. Journal of Marketing, 36(4), 50-54. 

Roberts, M. L., Wortzel, L. H. (1979). New life-style determinants of women's food shopping 
behavior. Journal of Marketing, 43(3), 28-39. 

Robinson, T., Doss, F. (2011). Pre-purchase alternative evaluation: prestige and imitation fashion 
products. Journal of Fashion Marketing and Management: An International Journal, 15(3), 278-
290. 

Rozin, P. (2005). The meaning of food in our lives: a cross-cultural perspective on eating and 
well-being. Journal of nutrition education and behavior. 37, 107-112. 

Rucker, D., & Galinsky, A. (2009). Lifestyles of the powerless and powerful: Compensatory and 
non-compensatory consumption. Advances in Consumer Research, 36, 13 1-134. 

Sakarya, S., Soyer, N. (2013). Cultural differences in online shopping behavior: Turkey and the 
United Kingdom. International Journal of Electronic Commerce Studies, 4(2), 213-238. 

Salome, L. (2010). Constructing authenticity in contemporary consumer culture: The case of 
lifestyle sports. European journal for sport and society, 7( I ). 69-87. 

Sama, L. M., Papamarcos, S. D. (2000). Culture's consequences for working women in corporate 
America and Japan, Inc. Cross Cultural Management: An International Journal, 7(2), 18-29. 

29 



4 

Sar 	A., Tat, H. H. (2011). The Role of Psychographic for Distinguishing Main Categories of 
Consumers Based on Lifestyle. Personality and Value Variables. International Journal of 
Economics and. Research, 2(4), 29-34. 

Sathish, S., Rajamohan, A. (2012). Consumer Behaviour And Lifestyle Marketing. nternational 
Journal of Marketing, Financial Services & Management Research, 1(10), 152-166. 

Schmitz, L., Weber, W. (2014). Are Hofstede's dimensions valid? A test for measurement 
invariance of uncertainty avoidance. Interculture journal: Online-Zeitschrift far interkultztrelle 
Stud/en, 13(22), 11-26. 

Sharma, P. (2010). Measuring personal cultural orientations: Scale development and validation. 
Journal of the Academy of Marketing Science, 38(6), 787-806. 

Shavitt, S., Lee, A. Y., Torelli, C. J. (2009). Cross-cultural issues in consumer behavior. In: M. 
Wanke (Ed.), Frontiers of social psychology. Social psychology of consumer behavior, 227-250. 

Singh, A. P., Misra, G. (2016). Gender differences in lifestyle: results of a survey among Indian 
school-going adolescents. Social Change, 46(3), 428-443. 

Senie, V., Marinkovie, V., Gordon, E. (2013). Risk Perception in Choosing a Destination: A 
Cross Cultural Study Among Israeli and Serbian Tourists, Contemporary Issues in Economics, 
Business and Management - EBM 2012, Conference Proceedings, Kragujevac: Faculty of 
Economics, pp. 199-207 

Sethna, Z., & Blythe, J. (2016). Consumer behaviour. London: Sage Publications Ltd. 

Solomon, M., Bamossy, G., Askegaard, S., Hoog, M. K. (2006). Consumer behaviour: a 
European perspective, England: Pearson Education Limited 

Skokic, V., Morrison, A. (2011). Understanding the lifestyle concept from a different 
perspective: transition economy context. Journal of Tourism Hospitality Planning and 
Development. 8(2), 157-169. 

Soares, A. NI., Farhangmehr, M., Shoham, A. (2007). Hofstede's dimensions of culture in 
international marketing studies. Journal of business research, 60(3), 277-284. 

Spiers, S., Gundala, R. R., Singh, M. (2014). Culture and Consumer behavior-A study of 
Trinidad & Tobago and Jamaica. International Journal of Marketing Studies. 6(4), 92-99. 

Spillan, J. E., Chaubey, M. D., Ziemnowicz, C., Singh. N.. Vyas, B. J. (2007). Effects of lifestyle 
dimensions and ethnocentrism on Indian consumers" buying decisions: an exploratory 
study. Journal ofInternational Business Research and Practice. I, 5-17. 

Steenkamp, J. B. E., Ter Hofstede, F., Wedel, M. (1999). A cross-national investigation into the 
individual and national cultural antecedents of consumer innovativeness. Journal of marketing, 
63(2), 55-69. 

30 



§tulec, I., Petljak, K., Rakarie, J. (2017). Utjecaj demografskih karakteristika potroeaea na proces 
donogenja odluke o kupovini. Elconomska misao i praksa, 1, 381-404. 

Su, S. H., Liu, Y. L., Phu, P. T. (2013). A Cross-cultural Study of Food Purchase Decision in 
Taiwan and Vietnam. Journal on Business Review, 2(3), 156-161. 

Sudbury Riley, L., Kohlbacher, F., Hofmeister, A. (2012). A cross-cultural analysis of pro-
environmental consumer behaviour among seniors. Journal of Marketing Management, 28(3-4), 
290-312. 

Sun, T., Horn, M., Merritt, D. (2004). Values and lifestyles of individualists and collectivists: a 
study on Chinese, Japanese, British and US consumers. Journal of consumer marketing, 21(5), 
318-331. 

Squires, L., June, B., Bettina Cornwell, T. (2001). Level of market development and intensity of 
organic food consumption: cross-cultural study of Danish and New Zealand consumers. Journal 
of Consumer Marketing, 18(5), 392-409. 

Wanmh, C. (2015). Ikflyriapodue MapKeinwe curmuenoemu-Nyamyparnea dumensuja, 
KparyjeBKII: EKOHOMCKII champ-rivet 

Illanmh, C. (2018). Y-rmiaj o6pa3omarba Fm CTHJI mummra, Y: &imam klmamommh 14 )1). (yp.), 
lisrmauharruje exonomuje snalta sa pascopre nporiece y Penyfirmuu Cp6uju, clip. 431-442, 
KparyjeBa11: EKOHOMCKH qmicynTer. 

Maria, C., ithommnommh, J. (2019). Mehyrrapoanu s•rapremuno, Kparyjemam: EKOHOMCKH 

champ-rev. 

apie, S., & Gob, J. (2017). Influence of cultural dimensions on the attitudes and intentions of 
consumers towards foreign and domestic products. Marketing, 48(4), 235-242. 

Sapie, S., Savie, J., & Filipovid, J. (2018). lzbegavanje neizvesnosti u procesu odlueivanja o 
kupovini. Marketing, 49(3), 181-191. 

Tai, S. H., & Fung, A. M. (1997). Application of an environmental psychology model to in-store 
buying behaviour. The International Review of Retail, Distribution and Consumer 
Research, 7(4), 311-337. 

Tai, S. H., Tam, J. L. (1997). A lifestyle analysis of female consumers in greater 
China. Psychology & Marketing, 14(3), 287-307. 

Tan, Y., Shaw, P., Cheng, H.. Kim, K. K. (2013). The construction of masculinity: A cross-
cultural analysis of men's lifestyle magazine advertisements. Sex Roles, 69(5-6). 237-249. 

Tao, S. (2006). A cross-cultural comparison of life style between Taiwanese and US 
consumers. Intercultural Communication Studies, 15(1), 43-57. 

•• a  

31 



Taras, V., Rowney, J., Steel, P. (2009). Half a century of measuring culture: Review of 
approaches, challenges, and limitations based on the analysis of 121 instruments for quantifying 
culture. Journal of International Management, 15(4), 357-373. 

Teimourpour, B., Heidarzadeh Hanzaee, K. (2011). The impact of culture on luxury consumption 
behaviour among Iranian consumers. Journal of Islamic Marketing, 2(3), 309-328. 

Tibbs, H. (2011). Changing cultural values and the transition to sustainability. Journal of Futures 
Studies, 15(3), 13-32. 

Triandis, H. C., Bontempo, R., Villareal, M. J., Asai, NI., & Lucca, N. (1988). Individualism and 
collectivism: Cross-cultural perspectives on self-ingroup relationships. Journal of personality and 
Social Psychology, 54(2), 323-338. 

Udo-Imeh, P. T. (2015). Influence of lifestyle on the buying behaviour of undergraduate students 
in universities in cross river state, Nigeria. Australian Journal of Business and Management 
Research, 5(I), 110. 

Vaidya, I. N. (2015). Lifestyle Based Segmentation of Rural Consumers of Central Gujarat: An 
Empirical Study. The International Journal of Business & Management, 3(6), 68-76. 

Valentine, B.D., L. Powers, T. (2013). Generation Y values and lifestyle segments. Journal of 
consumer marketing, 30(7), 597-606. 

Valkeneers, G., Vanhoomissen, T. (2012). Generations living their own life: The differences in 
lifestyle and consumer behaviour between busters and baby boomers. Journal of Customer 
Behaviour, 11(1), 53-68. 

Varnum, M. E., Grossmann, 1. (2017). Cultural change The how and the why. Perspectives on 
Psychological Science, 12(6), 956-972. 

Veal, A. J. (1993). The concept of lifestyle: a review. Leisure Studies, 12(4), 233-252. 

Veal, A. J. (2001). Leisure, culture and lifestyle. Society and Leisure, 24(2), 359-376. 

Venaik, S., Brewer, P. (2008). Contradictions in national culture: Hofstede vs GLOBE. 
In: Academy of International Business 2008 Annual Meeting Milan, Italy, Vol. 30, 1-27. 

Venkatesh, A. (1980). Changing roles of women-A life-style analysis. Journal of Consumer 
Research. 7(2), 189-197. 

VerweiL J. (1998). The importance of femininity in explaining cross-national differences in 
secularization. In: G. Hofstede and Associates (eds.), Masculinity and femininity: The taboo 
dimension of national cultures, 179-191. Thousand Oaks, CA: Sage. 

Vidyavathi. K. (2012). Consumer lifestyle influence of consumer behaviour with reference to 
automobile industry in Chennai. Excel International Journal of Multidisciplinaty Management 
Studies, 2(4). 37-50. 

32 



Vyncke, P. (2002). Lifestyle segmentation: From attitudes, interests and opinions, to values, 
aesthetic styles, life visions and media preferences. European journal of communication, 17(4), 
445-463. 

Wang, C. Y., Mattila, A. S. (2011). A cross-cultural comparison of perceived informational 
fairness with service failure explanations. Journal of services marketing, 25(6), 429-439. 

Warayuanti, W., Suyanto, A. M. A. (2015). The Influence of Lifestyles and Consumers Attitudes 
On Product Purchasing Decision Via Online Shopping In Indonesia. European Journal of 
Business and Management, 7(8), 74-80. 

Wells, W. & Tigert, D. (1971). Activities, interests, and opinions. Journal of Advertising 
Research, Vol 11, pp. 27-35. 

Wilhite, H., Nakagami, H., Masuda, T., Yamaga, Y., Haneda, H. (1996). A cross-cultural 
analysis of household energy use behaviour in Japan and Norway. Energy policy, 24(9), 795-803. 

Xu, J. H. (2007). Brand-new lifestyle: consumer-oriented programmes on Chinese 
television. Media, Culture & Society, 29(3), 363-376. 

Yacout, 0. M., Hefny, L. I. (2014). Use of Hofstede's cultural dimensions, demographics, and 
information sources as antecedents to cognitive and affective destination image for 
Egypt. Journal of Vacation Marketing, 21(1), 37-52. 

YahyaVana, M., Salman, F. (2017). Measuring the influence of cultural dimension on consumer 
behavior towards online automobile purchase in Pakistan. Journal of Business Studies, 13(1), 97-
108. 

Yang, Y. C. (2016). Cultural influence on consumers' product evaluation. Journal of Economics, 
Business and Management, 4(5), 347-352. 

Ye, Q., Li, G., Gu, B. (2011). A cross-cultural validation of the web usage-related lifestyle scale: 
An empirical investigation in China. Electronic Commerce Research and Applications, 10(3). 
304-312. 

Yeniyurt, S., Townsend, J. D. (2003). Does culture explain acceptance of new products in a 
country? An empirical investigation. International Marketing Review, 20(4), 377-396. 

Yetim, U. (2003). The impacts of individualism/collectivism, self-esteem, and feeling of mastery 
on life satisfaction among the Turkish university students and academicians. Social Indicators 
Research, 61(3), 297-317. 

Yoo, B., & Donthu, N. (2005). The effect of personal cultural orientation on consumer 
ethnocentrism: Evaluations and behaviors of US consumers toward Japanese products. Journal of 
International Consumer Marketing, 18(1-2), 7-44. 

Yoo, B., Donthu, N., & Lenartowicz, T. (2011). Measuring Holstede's five dimensions of cultural 
values at the individual level: Development and validation of CVSCAL E. Journal of 
international consumer marketing, 23(3-4), 193-210. 

33 



Zaheer, N., Kline, M. (2018). Use of Lifestyle Segmentation for Assessing Consumers' Attitudes 
and Behavioral Outcomes towards Mobile Advertising. Market-Di-Me, 30(2), 213-229. 

Zhu, L. (2011). Woman Subculture Development Seen from Woman Language. Journal of 
Language Teaching & Research, 2(3), 613-617. 

4. Mepa y Kojoj o6paspomteibe opepmeTa, MCTO4 H uluka yoep.rbinso ynyhyjy ja je 

opepnoacena Tema op mamaja sa pastsoj mayKe 

flpsinsimom o6pasnomcetba Teme poicropcxe pncepraumje Kathruipammiba je Ha jacaH 

neptiocmmcneti Hamm! o6pa3nomatna npepmer mcrpaacmaaisa. YKasyjyhm Ha 6pojHe TeopiticKe 

emrimpsijcKe npo6seme Kohl ce jaissiajy y Bean Ca peclummcannm npepmeTom sicTpammusam,a, 

KaimmpasKim,a peclummue jacHe umsbeee nctpa)Kmeatba, y cicsapy ca Kojmma nocTauma 

apeicuaTtie ticTpaxmaatiKe xmnoTese. Ha OCHOBy HOCTallfbeH11% umsbeaa, pegnmitcainix XMIOTC3a 

H ripmmertheite meToponormje, op poicropeKe ppicepLaumje ce mory ONCKHBaTLIpe3y11TaTI1 K0j14 he 

mmaTm sHanajam 110314T11BaF1 ecpeKaT Ha yHanpehetbe TOHJCK H emmipmjcKe aHanstse y 

KotiseKeTy pasymesma pinmeHsnja HausioHasHe KyriLypeH csima MIBOTa noTpomana Mao 

pesepmmitairrn noHatuatba norpomana nptisnKom Kynomme. IlpeilmsHmje, poicropcKa 

pncepraumja 611 spe6ano pa noKaiKe csepelle: 

Kapa je y rurratby npaa OCHOBHa icsinoTesa, oneKyje ce pa pesynTaTti noTappe ripticycTso 

BPICOKOF crenena 1136CraBal-ba HC113BeCHOCT14, isommtaumje NCCHCICPIX apepHocTn, 

K011eKTHBH3Ma 4 BNCOKC pincTaHne maim Ka0 AliMeH314ja KapaKsepncriummx sa cpricKy 

HatmoHamly Kyntypy H 11311X0B 3a1C)11HWIKII edieKaT Ha noHatuatbe noTpomaim y npouecy 

opnyinmatba 0 KyflOBI4H11. Oay ximoTesy KaH4114aTKIIFba je cbopmymicana Ha ocmomy 

emimpincKmx mcspaammatta Koja ce hase aHannsom sajetuummor etpeicra piimeristija 

Kyntype Ha not-mutat-be notpoutama yriptcoc 111411.CHNLIN 4a 113BeCTali 6poj emmtpmjcKmx 

cLyptija nosaphyje noctojathe yuntaja camo nojetuitimx pvimemsmia Haunorianne KynType 

Ha nosiaumbe nospowana Hp141111KOM Kynomme; 

KaRa je pen 0 pyroj ocnantoj xmnotesm, oveKyje ce pa he pesynTaTti emnnpmjcKor 

itctpa)Knisaiipa HOTBNHATH etlierre crsum somoTa norpomana Ha 11,11X0130 noHamathe y 

npouecy opnyinmatiaa o Kynoantim, opitocHo pa atcnostiocm, infrepecoaarba H mmuubetba 

nospowana peLepmniniwy nonatuathe notpousama. KatumplaTtoim je cpopmynncana 

xpinotesy nonasehm 021 sicrpa)Kmaamoix Hanasa penesaHLEmx cTypina Kojm notaphyjy 

paLy noesnocTaisKy; 

Komaimo, oneKyje ce pa he ce emrimpincKtim mcLpa)Kmaamem poKasarm na CICHOHOCT Ka 

1136eraBaFby HC113BCCH0OTH, BncoKa piicTaHua M0PIH, K011eKTHB113aM H pommmumja 

1KCHCKNX Etpe4HOCTH, Koje 'time cprican KynTypantin OK131413, )11eTef/MNHIfilly cpopmnpat-he 

CT1111a NO4B0Ta noTpoulatia nocmatpaHor KHO3 HilIXOBC aKTI1BHOCT14, mmuubetba 

mitrepecouatha. 14 y csynajy one xnnoTese ce oneKyje pa pesynrassi nosuppe noctojam.e 
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sajeAmmmor ectemTa Ammensmja mynType Ha 0631mmoBarbe wrmna Amso-ra noTpomaya, mTo 

je cmnaAy ca peBywraTmma npermoAmo enpoBeAeHmm Hc-rpammeampa. 

5. 06pa1aremethe Tame au uspagy Amcropmce AucepTalmje omoryhaBa sam.rhymac Ja je y 
naTati,y opmmuanHa HAeja Han opHrmianaH Hamm anannsHpama npo6nema 

Kan/Jana-melba Somma Jlasapentth je cmc-remannmo npmc-rynmna o6pasammetty Teme 
Amcropcxe AmcepTaumje, mommnmparby npeAmera H unmeBa mcrpmmmearba, notrambaity 
mmoresa H onpeammoarby wnemBaTmor Teopmjcmo-meroAonommor omempa. Ha OCHOBy HaripeA 

HaBeAemmx aprymeHaTa moje je mamAwnausa HaBena y IlpmjaBm AcHcropcme AmcepTaumje, 
Kommuda momwrwryje Aa je Tema sacHoBama Ha opm-mmanmoj mAeja H opmrmmanmom Hamnmy 
aHanasmparba npo6nema. 

Rotcropcma AmcepTalmja he upprocni sHaHajaH martini Aonpmmc. Harum Aonpm4oc ce 
npBemc-rBeHo orneAa y Hmberamm Aa he maHmma-nomaa, nplimemom mrrerpamBHor 
mcwamunatimor COP omBmpa, mojm je SaCHOBBH Ha noBesmBaEby Xmlx-reAeoBor mynTypannor 
omBmpa, A140 TexHmme sa mepme mina AmBoTa no-rpowana H EKB moAena npoueca AoHoulena 
OayKa, npymarra HHOBBTHBHH npmwryn aHaBH3H e(Pema-ra AmmeHmja Hauplopeome mynType H 

cTmna moiso-ra ma mammal-Be no-rpounma npmnmmom mynosmHe, a cammm THM m oapebeHm 
mcmopam 3,  Aocanaurthem mc-rpmmmBaHmom npmcryny. IlpmmeHa monmenmmor npmwryna y cmmcny 
carnemsaba sajeAmmymor ecberra Ammemsaja mynType Ha mmn namo-ra H nomawaite no-rpomaya 
omoryhasa Aa ce npeBasmby orpammem3a mpeTmo,Ammx Hcrpanumarba moja cy yrnaaHom 
napumjanHor Kaparrepa jep amanampab,  Ammemsmje HaumoHanHe KynType mao camonranHe 
Ae'repmmmamTe nomaumtha noTpowaya. PesynTaTm Amcropcme sHcepTaamje Hapomn-o he 

o6ora-rm-rm Aomahy Harmy AmTepaTypy, mojy Kaparrepienue Beoma MBAR 6poj, npe ceera 
emnmpmjcmmx wry/Ai/Ha 143 one 06.11aCTH. 

IlopeA marmor Aonpmmoca, Amcropcma Aucepraur4ja monce meant sHanajtre nparneme 
(Apyarreeme) mmrunimaimje, lc* ce npseHmtemo oAmoce ma 4HrbeHmuy ina he KBHAHABTKHFba 

aHamisom oAmoca mankmoHanue myrrype H eTHAB )KHBOTB norpowatia, mao H FIDNIXOBHX erpemaTa 
Ha nal-imam-Be noTpowaya y npouecy oanytmearba o mynolimmt. ymasa-rm Ha mama] 
rpopmymicarBa H JmnnememTaumje mapmemmw max crpaTermja moje yBaxcasajy mynTypanum 
OKBHp H mapamTepmcnime c-rmna NO4BOTa noTpotuatia Ha TpiCHWTHMa Lae npeAyseha nocnyjy y 
HHJby 60.1er npmcryna -morel-wpm-1mm TpKHLIIHHM cermenTmma. PenynTaTm emnmpmjcme amanmse 
sHaHajmm cy sa ynosmaBarbe nocAmmor ommemempa Ha HmBoy narpornaHa H HaumomanHom umsoy, 
WIN H 3a mywrmummomanHa npeAyseha moja nnamwajy ynasam ma HOBO TpAcmuTe. PICHHTHBBFbe 

npmcyc-ma mynTypammx H pammma msmeby MUM )1CHBOTa norpowaHa pasnmgm-rmm 
Aemorpacpcnix mapamTeppic-rmma mmme nomohm memaumerrry npesyseha Aa (Popmynawe 
on-ramanmije oanyme y norneAy npmnarobaBarba mapmemmr wrpaTermja Tapre-mpaHmm 
cermerrnima norpowaya, afro 6m y mpaj%oj Hmc-ramm Aonpmmeno ymanpebeffiy HOCTIOBHOK 
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onpymceFbaH pacTy nocnormHx nep(popmaucH. PC3r1TaT14 emmcnjenor Rena nxcep-raunje he 

nomohn meHauepvima na nnewmclmnyjy aTparrinme nemorptabcne 11 Hapoturro ncnxorpa(pcne 

cermewre ca nojima je no-rpe6Ho ycnocrankan npogmTa6kinHy AyropoHny capanthy. Kao 

npmep Tora Hanonn ce TeHnetnutja 6pojimix nomnalmja eerie nocnyjy Ha Tepprropuitt CAR-a ;la 

nopncTe pe3ynTaTe ricpaorpatkcHe al-famine Kate) 614 ycraHoHnne penaunje namehy mum X04130Ta 

noTpomatinnx npetitepenunja, onHomo nano 614 yamaene Kann °myna o nynommx noHoce 

noTpoutam4 nojn Boa pa3nnturre CTHROBe )1(14B0Ta. 

6. Yean4euoci-  ae4nnumuje npeamera nerpaanman,a, °cm:mum nojmoBa, npenamene 

xnnoTe3e, m3Bopa noarrana, meroaa anaame ca npnTepnjymuma nayne, ya nountBame 

naymunx npumnina y uapaan Konaone sepanje otc-ropace ancepimonje 

Kamannammtba je jacHo 14 CIICTeMaTINHO 4e4municana npenmeT ncTpammaaH)a. Ha octtoay 

npenmeTa nc-rpanomatba, HennocmncneHo cy nom-ailment/I unmean He-Tama/mama y cHnany ca 

nojtma cy npunonceHe ncTpamomatine mnoTese. flpHapncaaajyhtt ce OCHOB1414X Harnutx 

npimunna, natutunammtba je ycnocramina npaannHy Teopujcno-stemnonouncy seny y cttnaay ca 

OCHOBEIPIM nojmoamma 143 nomeHa Harme o6nacTH Rorropcae AncepTautlje. KaHamaananta 

HaBORN Re he y nowropcnoj AncepTausjit 611TH noptnnheaw oaronapajyrni Nieman nojti ce 

yo6HHajetto npnmethyjy y o6nacm npywrnetmx Hayna. 

Y onaupy KBaliTlefaT14BHe memnonortije Ka14414RaTKI4Fba he nimmentrm Hencumno meTona. 3a 

npucynmaffie nimmaptnix nonamna Hojn cy Heonxotum 3a cnportohethe emmtpujcHe aHantine 

Hopmcmhe ce meTon amceme. ANKCTI4paH3C NC1114TaHHKa he CC 1430paINT14 intHintm flTM nomohy 

yntumuca. Hpunimom Lanajtmparba yntrimma y 06311p he 611TH yam OCHOBHC Bapnjahne neje 

ce nocmaTpajy y ncTpammaaHpy oita6patle nona3etut oz t COP monena noHatuatha noTpounma 

(Mehrabian & Russell, 1974) Ha° ocHose 3a notntenuffly ncTpamateatilcor otampa. Yrummic he 

ohyxaamm onpehen 6poj KoncTarauktja noje he cc meptrnt Ha ne-rocTenerroj Atucep-rosoj cnann, 

a ant-loathe ce Ha nnmetimje nynType npema Knac4kinauttil1 Xockc-renea (Hofstede, 1980), 

AHO nomnoHetrre mina mateoTa (Wells & Tigert, 1971) 14 (1)a3e npoueca onnyclunaa,a o 

Hyncnnum EKE monena noHatuatba noTpowaya (Engel et al., 1978). Hen [cannily he Ha c8ann on 

1-5 nena3aTH csoj CTCHCH cnaratba ca Haeenetutm noHc-ramunjama, ntm Hemy cateHa 1 o3HaHarta 

anconyTHo Hecnarathe, non °nen 5 oaHaHaaa anconymo cnaratbe Ca HoHcTaraunjom. °CHM 

I-meet:Let-nix HoHcTaTaunja, 3/4114THHKOM he ce ohyxnaTtrrn ileK011111(0 1111TaFba noja he ce ORHOCNTN 

Ha nemorpachcne nonaTne 0 HCENTaHllay. Y HcTpammnatbyhe 614TH npnmetbeH tantrum ysopan. 

06pa4y nptucymbettnx nptimaptutx no4aTa8a Kal11I1I4aTION-ba he 14311pLINITI4 y CTaTHCT1441Cafa 

co(Vraeptima SPSS 20 ti AMOS 20 nimmeHom onanntonutwoo Atemoda. OR CTaTIICT144KNX 

al-lamina he ce 143Bp11114T14 ReCRINIT14814a CTaTI4C1144Ka aHannna, aHannaa nornaHocm yiE4THIIKa 

14 napujahnn HeTpanutaatEn Ha ocHoHy uspaHyHasatha Hoe(Innutjewra Cronbach's alpha, a 3a-rum 

he ce y utuby TecTuparba CKDaRHOCIN nc-rpancnnatinor onaltpa cnponecrn notuhttpmamma 
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cimit-Topcira aHanmsa mspanyHasamem OFT (goodness-of-fit index), CFI (comparative fit index), 

TLI (Tucker-Lewis index), IFI (incremental fit index) H RMSEA (root mean square error of 
approximation) Hitgena kao H x2/df panitja. HamoH Tara he mopenautiotiom aHanmsom 6HTH 
mcntrrati c-renen nitHeapite 3aBHCHOCTH msmehy napmjafinm mouena, 40K he cc TecTmparbe 
110CTaRTE.CHHX mcwanantatuotx xmnoTesa H3BTHHHTH ripmmeHom aminecTpyke perpectioHe 

amanmse H mogena capyicrypanHitx jeumavinra. Ha kpajy pa/la, kaHumuntina he Tenrotwima 

nopehesa epeuninc apeuHocrm Herm-ram 1W  IHT nocToje CTaTHCTH4104 sHavajne pasnmme itsmehy 
CTaBOBa pa3.11101PITHX uemorpenficxmx cermeHaTa HCITHTaHHKa y Be3H tatixose tcynTypanHe 

opmjeHTmcamoeTti If CTHIla NCHBOTa KOjil Boue, Imo H HOCTOjaHae CTaTHCTINKH 3HallajnITX paantima 

y norneuy uoHoinena ounyka 0 KyllOBHHH msmehy cermeHaTa no-rpoinatia icojm Inge passitattrre 
cminorte NCHBOTa, rgopmmpainix Ha ocHony peneaannwix nctixorpmhcictix kpiceptijyma. 3a 

HCHHTHBafbe pa3JIHKa y nraticanima une rpyne mcnnratimica, KaH2UUtaTKHFba he cnpoaennt T TecT 

sa Arta Hesaturctia ysopka a sa Halle rpyna mcnwraiiiika AHanmsy riapmjaHcm it Post hoc Scheffe 
TCCT. 

7. KomneTenniocT menTopa 

Kommcmja nperinance ua MCHTOp KaHaaaTy JOHaHH Aa3apHI3Hfi npm mspaum ;lox-reprice 
AricerrauPije BOA Ha3HB0M „E4:IeKTH 4HMHH3Hia HaHHOHaaHe mysiType H crona ACHBOTa Ha 

npooec warm:lama norponmoa o KyHOBHHH" 6yue Ap Cpbanlarmh, peumnin npoctlecop 
EKOHOMCKOF I.1)aKynre-ra YHHBep311TeTa y Kparyjenuy, pica marina ohnacT flocnoana 
eKOHOMutja. 

Hpocti. up Cphaitlanith poheH je 4.05.1971. y Kparyjesuy. OcHointy tummy Fl cperuity 

EKOHOMCKy inkony saapunto je y Kparyjeauy Ka0 I-apeman Bykoise ;winsome. Ilpornawem je sa 
haka reHepautije. OCHOBHe cs-yrwije EKOHOMCKOP cbanurre-ra y Kparyjesity, cep Mapxervnir, 
saapwito je 1996. flocneutinnomcke c-ryunje Ha EKOHOMCKOM qiaxywre-ry y Kparyjesuy, 
marmaapciat tcypc MeHaHMeHT, o6pa3onati cep MapkeTtntr. 3aBp111110 je ca Hp0Ce4MOM 
otieHom 9,89. Marticrapcmy -rev floAt Hacnonom Ymuliaj hymnipnoe oKpprema no mebnapodne 
.ilapicemune aknmenacmu H uokTopcmy AticepTaumjy nou Hansonom Onpamezuje ;homy= 
npedy3eha 	Me0,-vnapoOnom mpoiritunny ou6paHmo je Ha EKOHOMCKOM IkaicynTery y 
Kparyjeroly, 

Jp CphaH LI_knurl pant' Ha EKOHOMCKOM giakyn-re-ry y Kparyjermy ou 1998. FOJAHHC. Ha 
OCHOBHHM atmemcnim cryuijama H3B0411 }lacmay Ha HaCTaBHHM npeamertima MebyHapo41414 

mapicenuir, MekmapoLuio manorial-be Ii MeHaumewr H mapice-rinn ycnyra. Ha mac-rep 
cmuijama 143BOAH HacTaay Ha HaCTaBHOM ripeAmeTy 14FrrepicynTypartHm mapEcermy, a Ha 

aOKTOpCKHM Ha HaCTaBHOM npeumeTy MehyHaponum mapke-rmin-  y rno6anHom ompytkeny. 
GenoaHe &went Harmo-mc-rpamaisammor pana up Cphana Wanwha cy mehymapoumt 
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maince-rmm H mehynaponHo 110C1108aFbC, a y dumpy Tom 141-1TeH3HBH0 mmpaxcyje xywrypanHo 

ompyxcelbe, mehyHapomHy mapxenum Komymmaumiy H o6mme mxTepHaumonanmsaumje 

mpemeha. 

xp Cpham Waillirl 14crtyrbaBa ycnone aa memtpa ripexam4eme Oralmapitom 9 Hpamummica 

0 CTH)14HM H nomyrixy aa axpenwraumjy cTymmjcmix nporpama Ha 1314C0K0111KOJICKLIM 

ymamonama, y iteny xojm ce °Amami ma ancropcxe myxmje (Cu. rnacHmic PC, 6p. 13/2019) 

xnamorm 9 Hpanpummca o npmjamm, mapami x ox6parm xmcropcxe xmcepTaumje, nomopcxor 

yme-rmmicor npojema, Iltumepaffrera y Kparyjesuy. Ha 6116xmorpalmje npennoncemor metrropa 

unarmjamo cnexehe paxmle, ny6mixosaHe y nocnexibmx xeceT comma, penenamme ca acnewra 

yme Harme obnacTm ripexamceHe ,301CrOpCKe micepTaumje. mojuma ce momaayje 14CflyFbeHOCT 

ycnosa 3a memropa. 
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8. Tiarma oflaacT gmcropace ruteep-raumje 

EpegnoxceHa /koKropoca micepratmja 	Ha3HB0M „Erpeicrrt atimenmja HattHoHanne 
Kyrrrype II mum smHBOTa Ha ['pollee ouarmsarka norpomasa o KyHOHHHH" HpHria4a 110.1BY 
ApylumeHo-xymatmcrummx Harm, Haymioj oflnacm EKOHOMCKC HayKe, yxcoj Haymmj o6nacni 
flOCII0E3Ha EKOHOMPtja. 
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3AKJI•YYMC H 11n/00311 KOMITCHJE 

Ha ocHoay yarlaa y runincnneHy lipirjaay aOKTOpCKC Almelo-m[114je ii 113HC714% crasoaa y 
nperxoruilim rawnama 143amwraja, KomircHja 3a oueny impure 3acHoaariocm Teme rwarropcne 
rurcep-rauHje H mcnyrbeHorm ycnona naHruintrawse Jowatie Jlasapenwfi 14 menropa ap Cpbatia 
Illanwha 3a H3pa1iy aorropcxe aricepraumje, samrhynyje cnenehe: 

I( maHirmaarmwa JonaHa Raaapenmh maymana CBC chopmame U cyurraHcxe ycnone 
npeasHbeHe 3aKOHOM 0 BHCOKOM o6pa3onarby, Hparounawom 0 nprijam, lupus 11 
o46paHri aorropcne nricepraunje Ymmep3HTera y KparyjeBlly H HpaBHJ1HHK0M 0 

1iorropcm4m cryamjama Enonomcnor 4)anynTera y Kparyjeauy; 

Tema rojy je nammaancHwa JoaaHa .11a3apeanh lye/Lamina 3a norropery ancepTauHjy 
nprmaaa Harmoj o6nacTH 3a noiy je EKOHOMCKH 41anynTer YHHBCf)314TeTa y Kparyjenuy 
maTHHaH U npeacrarma peneaurrHy o6nacr acTpaacHnawa; 

Ha ocHony yanaa y necbrumearr npeameT 4 grobene Hcrpaaathawa, nocranmeHe 
Hcrpaminagne mnoTe3e, unite y nonpyHjy warpaarmaawa, npeanowenn caapacaj, 
me-rononorHjy, OLICKHBalle pesynTaTe II HayaHri H nparrH4HH aonpraroc ancepraunje, 
sanagnyjemo na je Tema nojy je naHrutaarnmwa ripe/1.'1°)mila arryenHa 14 j011l He40B0514H0 

Hurpa>Keria; 

111  ..pennozenn mewrop ap CpbaH IllaHHh, penCIBHM npocbecop EKOHOMCKOr chanynTera 
Ymurep3rweTa y Kparyjenuy, y canway ca Crawaapnom 9 Flpaawnmuca 0 eTaHnaprama H 

nocTynny a anpearn-aurrjy CTy)414jCKI4X nporpama Ha BHCOKOLUKOSICKHM ycTaHosama, y 
/retry nojn ce orurocH Ha norropcne c-ryaHje (Cm rnacHun PC, 6poj 13/2019), Hour-man 
yonose /la 6y4e mewrop Ha aOICTOpCK0j rulceprauljm narunraarioute Joaarie Jla3apern4h. 

Ha ocHoay aHanase npmsoncemor marepHjana H sanmy4ana, KomacHja 3a oueHy Hayarle 
3aCHOBaBOCTII TCMC monTopere amcepTaurrje 14 HcnyweHocTH ycnoaa naHawaara H merwopa 3a 
rispaay aonropcne amepTarune, ynyhyje Flacrarmo-Harnrom 'why EKOHOMCKOr cbanynTera 
Ylmsep3rwera y Kparyjenuy H Behy sa apywrneHo-xymarammaine Hayne Yrninep3HTera y 
Kparyjeauy 
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trt N4itINACIO1 •AKSJI*1 t 
Yr 1-(c  et-v..1E44E4y 

HO 

IIPE,EkJIOF 

ga goeece owtyxy KOjOM ce caKevaTy ,JoHaHH Jlaaapermh o4o6pana Hapana nowropene 
nawerrawrje nog Ha3HBOM „Ecinic-rn witmeHauja Hawtollaame wynType 11 cTnaa KnnoTa Ha 
npotree owarnmarba Harpornawa o wylloinum". 

Km/mm.1a aa mewropa opeanance np Cpbaua alamtha, penomor nporPecopa EnoHomenor 
cpanyrae-ra YHHaepawrwra y Kparyjeauy. 

Y Kparyjeauy, 

Jyn 2020. ronaHe. 

LITIAHOBH KOMI/104JB 

1. )111p BeKo MapHHKOBHh, peitoeee 
npockecop 	EKOHOMCKOr 	cpacyirrem 
YHHBCp3HTCTa y Kparyjeowy, pica impala 
oanacr floc.noreia mei-emu/6a; 

2. jp Raawrimup Cenral, pegoefen 
npockecop CDaKyllTETa 3a xoTenejepereo H 

Typw3am Yeeeepwrem y Kparyjecuy, yxca 
earma o6.nacr Flocnonea ekoeonnija 14 

ynpaerbathe; 

3. ,Up  "(Hawaii Mapub, aoHewr EKOHOMCKOr 

(kepi-rem YHrowpawrem y HOBOM Cany 
pica Harm oanacT Mapicereer 11 Tproeilea. 
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