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Casxcemax: Texxma 1 IMJb CBaKe KOMITAHM]j€ KOja TIOCIIYyje y OHJIajH OKPYXKewY je na Oyme
yCIlenHa, KOHKYpeHTHA U poduTabiIHa, a 1a OU ce TH UJBEBH OCTBAPHIIM MODajy ce
NPaTUTH aKTyeIIHA TPEHIOBH y Pa3Bojy Tproune myteM MHTepHeTa. Kommnanuje Mopajy
HETPECTaHO MpUiIarohaBaTé CBOje MOCIOBaEke HOBHM TPESHAOBHMA KOjH Ce MEHajy H3
roxuHe y roauHy. C 003MpoM Ha pacT 3Ha4aja OBAKBOT HAUMHA KyIIOBUHE, O H3y3ETHE je
Ba)XKHOCTH TMOCTAJIO J1a € WACHTU(HKY]Y (HaKTOPH KOjU YTHUY Ha MOHAIIAke MOTpOoIlaya
y OHJIQjH OKpyXkewy. CTora, OCHOBHH IWJ/b OBOT paja je aHajuM3a MOHAIIalka OHJIAjH
MoTpoIIaya NpH KyIOBHHY NPOU3BOJIA U yCJIyra ca aclieKTa pa3IMYuTHX KapaKTepUCTHKa
MoTpoIIaya 1 lbUXOBE TEepLEIIINje PU3NKa, all ¥ KOPUCTH KOje UMajy 0] OBAaKBOT HAYMHA
KyIIOBHHE.

Kawyune peuu:. morpolunau, nepuennyja, conuoaeMorpadcke KapakTepHCTHKE, OHIajH
OKpYIKEHeE.

JEJI knacupurkayuja: M31
YBOJ

VY caBpeMeHHM YCIOBHMa KMBOTa cBe Behu Opoj Jbyau Kymyje
BeIMKKU Opoj mpousBoja M yciayra myrteM HHTepHera, anu mocroje U
onpeheHu npou3BoIM Koju ce 00Jbe Mpoajy Y GU3NYKUM MTPOJaBHULIAMA.
Takohe, oHnajH moTpolmaynma ce Mpyka Bullle WHOpMaiuja U aaje
MoryhHocT n360pa Ha OCHOBY nopelerma Mponu3Boja U 1eHa, Behu uzoop,
MPAaKTUYHOCT, JIaKIIe TMpOHAJaKEHhe MHTEPECaHTHHX no0apa W yciyra.
IIpu TOMe, OHNajH KyNMOBMHA Mpyka Behe 3a0BOJBCTBO MOJEPHUM
MOTpOIIaYrMa KOJU Tpake MOTOTHOCT U Op3WHY Y 00aBJbamkhy TPAHCAKITH]a.
C npyre crpane, nocroje oapeheHn (GakTOpH KOjU HETaTUBHO YTHUY Ha
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obaBibame KyrmoBuHe myteM HMHTepHera. Hemoctarak moBepema jecte
jenan o Hajuemrhe aHAIM3WPaHUX Yy 00JACTH MapKETHUHIIKE JIUTEpaType
(He et al., 2008; Rehman et al., 2019). 36or Tora, moTpoma4u *xeie aa
MMajy AeTajbHUje MH(MOpMaIje O MPOU3BOIY, KA0 W Ja IyTeM yCMEHE
KOMYHUKalje npoHal)y peneBanTHe mHpopManuje O MPOU3BOAMMA TIPE
caMme KyINOBUHE, KaKO OM Ha Taj HAYWH CMamWIM HUBO HEPIUITHPHHOT
PHU3UKa M U3TPAIIIN MIOBEPEHH-E Ka OBAKBOM HAUMHY KYITOBHHE.

C 003upom Ha pacT 3Hayaja 1 00MMa OHJIAjH TPrOBHUHE MOCIICIHUX
roauHa, u3Baja ce cBe Behu Opoj dakTopa KOju yTHUe Ha TOHAIIAKkE
norpomraya. IlomynapHocT W IIUpewme KymoBuHe myteM HHTepHera
MOJICTAKJIO je OpojHE ayTope Ja CBOja MCTPaKMBama ycMepe yIpaBo Ka
pasyMeBamy OHHUX JCTEPMHUHAHTH KOj€ 3HAUajHO YTHUYY Ha IMOHAIIAHE
OHJIajH nmoTpomraya. [ToHamame noTpolaya ce Mema y KOpak ca pa3BojeM
TEXHOJIOTHje U HUje Ta Moryhe mpeaBuIeTH Kao mpe MacoOBHOT KOpHIThema
WuTepHera, jep MOTpoIa4y BUIIE HUCY TOJIHMKO JIOjaTHH TPAIUIMOHATHUM
OpeHJ0BUMa Kao IITO Cy OWJIM paHUje. Y HAcTaBKy paaa he Ha OCHOBY
aHanM3e T1ocTojehe peJeBaHTHE JUTepaType OWTH TPUKA3aHU W
00jalImbeHH pe3ysTaTi UCTPaXKUBamka OPOJHUX ayTopa y MOTJeay yTullaja
pPa3NMYUTUX KApaKTEPUCTHKA TOTpOIIada W HbUXOBE IMEpIENIje Ha
MOHAIIAE TIOTPOIIAYa Yy OHJIAJH OKPYXKCHY.

1. CHEHU®UYHOCTHU OHJIAJH OKPYXKEIHA

Pa3Boj nHpoOpMaLMOHE TEXHOJIOTHjE Y epH riiodanu3anuje J0HOCH
MPOMEHE y MHOTHM acCleKTHMa >KMBOTa. MIHTEepHeT mpencTaBiba MEIH]
HOBOT /100a, KOjU ce TMOCIeOmuX NeleHrja yOp3aHo pas3Buja. Jomr of
nesenecetux roguHa 20. Beka MHTepHeT je moueo Ja mompuMa CBe
KapaKTepUCTUKE CaBPEeMEHOI MAacoBHOI MejaWja, a JaHac je
HajpacrpocTpameHnje CPeACTBO KOMYHHUKaIM]je U uHpopmucama. 13 tor
pasznora, MHTepHeT je kKao Meauj, MPHUCYTaH Yy TFOTOBO CBUM cdepama
YKMBOTAa CaBPEMEHOT YOBEeKa. Moke ce Ha3BaTH ,,MpEKOM CBHX Mpexka“,
jep mpenacTaBiba TIJI00aHY pauyHapCKy MpeXy Koja je 3a pellaTUBHO
KpaTKO BpeMe TIocTajla BakaH (akTop y CBaKOJHEBHOM JKHUBOTY
nojenuHna. Ilopen Tora, mTO ce KOPUCTH 3a pa3MeHy IMojaTaka, y
TaHalIkbe BpeMe myTeM MHTepHeTa je oMoryheH u Hu3 Jpyrux yciyra, Kao
ITO Cy: oOpa3oBame, (pUHAHCHjCKEe TpaHCaKIIMje, Pa30HO/A, TPAXKEHE U
o0aBJpame MOCIOBa, KYITOBHHA U CITUYHO.

IIpema mnocnenwmuM mojamuMa ca riobanHe MmIargopme 3a
nocyioBHe mojarke Statista, oko 4,66 MUIHjapIu JbYAU aKTUBHO KOPUCTH
WuTtepHer, mro yuHu 0ko 59% cBetcke nomynauuje. [Ipu Tome, MOOHITHI
ypehaju cy Haj3HauajHUjH KaHAT 3a mpuctyn MHTepHETY, ¢ 003upoM na
KopucHUIM MoOmiHOTr MHTepHeTa ynHe 91% o1 ykymHor 6poj KOpUCHUKA
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Wutepnera (Statista, 2021). Ilpema nmoganuma PemyOinudkor 3aBoja 3a
cratuctuky, y PenyOomuum CpObuju ce Opoj kopucHuka HHTepHETa
nosehaBa u3 romuHe y romuHy. Hamme, y 2020. rogunu je 78,4%
UCTIMTAaHWKA aKTUBHO KOPUCTWIIO VIHTEpHET y MoCienmux TpH Mecena y
OJTHOCY Ha TEpUOJI UCTPAKMBamWa, MOK 17,4% WcNHUTaHUKA HUKAJA HHJjC
kopuctuiio Unrtepuer. Takohe, Opoj kopucHuka ce mnoehao 3a 2% y
onHocy Ha 2019. ronuny, a 6,8% y onnocy Ha 2018. roguny (Peny6nmuku
3aBOJI 3a cTatuCcTHKY Penybmuke Cpouje, 2020).

WNHTepHeT ce TMOCTeNeHO pa3BUO y KaHAl TMpojaaje W/WiH
IUCTpUOYyLHje U3 NMPBEHCTBEHO KOMYHHUKAIIMOHOT MEAMja, T€ 3aTUM Yy
wiatpopMy 3a ynpaBjbambe OJHOCMMA C IMOTPOLIaYMMa M BHUPTYAIHUM
3ajennunama. Jlururanna mpupona MHrepHera oMmoryhuna je mpaheme
CBHUX HMHTEpaKIja y OHJIAJH OKPYXelmy, IITO JAaje MOTIYHO HOBY
IMMEH3M]y KJbYYHHUM NOApYYjuMa MapKeTHHra. To cBe HaBOOM Ha
3aKJbYYaK Ja HY)KHO JIOJa3H J0 XOJIMCTUYKOT YIIPaBJbaha aKTHBHOCTUMA
WHTepHeT MapKeTWHra Ha HHMBOY CBUX €JIeMEHaTa MapKeTHHI MHUKCa
(Previsi¢, & Ozreti¢ Dosen, 2004). Mehytum, mHTEepaknuje y OHIAjJH
OKpYXemy HOce ca coOOOM MHOTO BHUIIIE pU3MKA U HECUTYPHOCTH OJ] HCTHX
TUX aKTUBHOCTH y OQuiajH OKpyxemy. KomyHuKamuja BuIle He 3aBHCH
camo O/ IBOje Jbyu, Beh je caia ykjbyueH u TeXxHuuku ¢akrop, aTepuer
nHppacTpyKTypa, PaKTOPH KOjU HUCY O]l KOHTPOJIOM 00€ CTpaHE B TEkKe
je MPUKYNHUTH cBe OUTHE MH(pOpMaIHje KaKo O ce U3rPaiiio OBEpeHE.
Crora, XONUCTHYKH TPHUCTYNn VIHTEpHET MAapKETHHTY W HEroBO
YKJbYUMBamHbE Y CTPATETHjy MapKETHHTa 3Ha4ajHO JOPUHOCH YCIIEIIHOCTH
MapKeTHHIIKMX aKTUBHOCTHU Tipeay3eha y onnaju okpyxemy (Tiago et al.,
2007).

VY onHOCY Ha TpaJuIMOHAIHO MAapKETHHIIKO OKpYyXKeme, Hajpehe
IIPOMEHE y OHJIQJH OKpY)KEHY B€3aHE Cy 3a HOBY YJIOTy IOTpollIaya.
WHTepHeT je MCTOBpPEMEHO CMamUO JOMMHALM]y npeayzeha u apyrux
opranuzainuja te nosehao noMmuHaiujy norpourada. Mako TexHojoruja
omoryhasa myHo Behu yBH]I y TOHAIIamke MOTPOIIAYa, MOTPOIIAYH Ty UCTY
TEXHOJIOTH]y KOpPUCTEe 3a KOHTPOJY HHTepakuuje c npenysehuma u
opraHuzaiyjama, INTO CTaB/ba HOBE HW3a30BE TIpeJ MapKETHHIIKE
crpyumsake. [lopen Tora, moTporayu mocrajy u cTBapaolyl BPeAHOCTU Y
omnaju okpyxkemwy (Dann, & Dann, 2011). HoBe ysore morpormiava y
OHJIQJH OKpYXelmYy YTHUy Ha CBe acmekTe MHTepHeT MapKeTHHra, O
WCTPaXMBamka TPXKHUINTA M TIOHAIIAka MOTPOIIada J0 YIpaBJbamba CBUM
€IEMEHTHMA MapKeTHHIIKOT MHKCa T€ YIpaBJbakba OJHOCHMA C
MOTPOIIAYNMA.

Pa3Boj MHTepHeTa je MpOMEHHO )KUBOT 10jeINHAlIA, aJIH j€ YTUIA0
M Ha HAuMH Ha Koju mpeay3eha mocimyjy. To mompazymeBa na
TpaJUIMOHAIHN HAYMH IOCIIOBamka Mnocraje HeedukacaH y nmopehemy ca
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CJIEKTPOHCKUM TocioBameM. Ha Taj HaumH mnpexyszeha mory Beoma
JEIHOCTAaBHO M 3a KPaTKO BpEMeE Jia Ce MOBEXY ca KyIIMMa, 1o0aBbaunma
U HAJISKHUM MHCTHTyIMjama. Mcto Tako, yOp3anu pasBoj MHTepHera,
CTBOpHO je MOTYhHOCT 3a MmoTpolIaye jJa KyIyjy HPOM3BOJE U yCIyre
jemHoctaBHO U Op30 u3 ynoOHocTH corcTBeHor qoma. Ctora ce BehmHa
npenyseha omyuyje aa mopen TpaaUIMOHAIHE MPOJAABHHUIIE, ITOCEIYje U
BeO MPOJABHUIY Kako OM Ha Taj HAYMH MOIJIA Jia OICIYXKH IITO IIUpPE
tpxumre. Ilocroje m oHa mpemyseha koja Hemajy cBoje (GU3HYKE
MOCIIOBHUIlE, Beh MOCIyjy OHJAjH OJ IMO4YeTKa. Y TaKBUM YCIOBHUMA
M0CJIOBaa, MOTPOILIAYHX [T0CTajy CBE 3aXTEBHUjH, a cBe 300r MoryhHOCTH
Ja Ha JETHOM MECTy HMajy CKOpO HeorpaHuueH u300p M Ha XHIbaJe
uHpopMalMja W ToJaTaka. YTHOpPEeIo C THUM, MApKETUHT CTPYYHaId
HACTaBJbajy Jla YJIaXy MaKCHMaJHE HAlope Kako OM OJrOBOPHJIM Ha
MIPOMEHE CaBPEMEHOT OKPYXKEHa MPU YeMy KPEHPajy ¥ UCTIOPY4Yjy HOBE
MPOM3BOJIC U YCIYTre NOTPOIIaYMMa.

2. IOHAIIABE ITOTPOILIAYA Y OHJIAJH OKPYKEBY

YOp3aau  pa3Boj WHPOPMAIMOHUX W  KOMYHHKAI[MOHUX
TEXHOJIOTHja y MOCIEAmBUX HEKOJIHKO JCLeHH]ja, MpoHaia3ak 1 cBe Beha
npUCyTHOCT VIHTEpHETa y JKMBOTY CBakor IIOjeMHIA, T€ TTO3HABAIHC
OCHOBHUX MOTYhHOCTH KOje OH HyAH, OMOTyhuiu cy HacTaHak W pasBoj
HOBHUX OOJIMKA ITOC/IOBama. JeaH o/l BUX je U OHJIajH KynoBuHa. OHJajH
KyHOBHMHA WIM KyNnoBUHa myTeMm MHTepHeTa ce Moxe NedUHHCATH Ha
paznuuute HauvHe. OHJIAajH KYNOBHMHA IMPEACTaBJba IpOILEC Yy KOjeM
NOTPOLIAYM KyIyjy oApeheHa 1o0pa uiu yciayre y peasHUM BpeMEHCKUM
OKBHpHMa JUPEKTHO o1 poasiia myrem MuTepHera (CTI Reviews, 2016).
IIpema OECD, oniajH KynoBHMHA je TakaB HauWH KYNOBUHE KOJU C€
CIIPOBOJM TIPEKO pAauyHAPCKUX MpEka, OJHOCHO MOCEOHO AM3ajHHPAHUX
METO/a 3a IpUMame U MOCTaBJbale MOPYHOUHa, MpU YyeMy Iutahambe U
JOCTaBJbabe HAPyYEHUX MPOW3BOJIa WM yCIyra HE Mopa OWTH yBEK
usspireHo onnaju (OECD, 2011).

Kynosuna nyrem VHTepHeTa Moxke OUTH HajOpXKHU, JeIHOCTaBaH U
4YecTO HajjeTMHM]U HaYMH KYMOBHMHE oJpelheHor nmpousBoja, na ce 300r
Tora cmarpa HajnpodurabunHujuM oOnukoMm TprouHe. Kopucre ce
Pa3NUYUTHA MOJENU WM TUMOBU e-TproBuHe. OHJIajH TProBHHA Koja ce
onsuja u3mel)y nBa npeayseha nasusa ce B2B (business-to-business), mrro
3Ha4M J]a Cy y OBOM Mojiely npeayseha u kynuu u npogasiu. OBaj Moaesn
omoryhaBa mpeny3ehuma ma y e€IeKTpoHCKO] ¢opMu 00aBIbajy
TpaHCaKLUje ca CBOJUM AMCTpUOyTepuMa, NMpOJaBIMMa, CHaO/IeBaunMa,
no0aBsbauMMa, KyIuma u Apyrum naptaepuma. C apyre crpaHe, OHJIAjH
TProBHHA Koja ce ojBuja u3mely mpenyseha u norpomaua Hasusa ce B2C
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(business-to-client). To je cBaka TproBuHa MPEKO HHTEPHETA U3Mel)y jenHe
¢dupme 1 Kynua 3a merose au4yHe norpede. [Ipumep 3a oBako mocinoBame
Cy BeO CTpaHHUIIe MAJIOTPOAaBala MyTeM KOjuX ce MPoJiajy TPOU3BOIU HITH
ycayre. Ilpemysehe moxke na Wma 3HayajHE MOTOAHOCTH aKO YMECTO
¢u3nuKe NpOJAaBHHUIIE OTBOPH BHPTYENHY, jep He Mopa jna Iuiaha
3amocIeHe, Ja U3/1Baja 3a TPOIIKOBE ITPocTopa u JIp. 3a oHa npexy3eha koja
MMajy TIOCpPEeTHUKE Y TUCTPUOYIIHjH, PEKIIaMH U TIpoJiaju mpousBoaa, B2C
Huje eduxacan Mmoxen (Zivkovi¢, & Milosavljevi¢, 2008). ITopexn
HaBeleHUX o6nuka, moctoju u C2C mozen Koju 1o JehUHHULUJU
Ipe/ICTaBJba IUPEKTAaH KOHTAKT KyIIla ca APYTHM KYIIIHMa.

TexHonomku pa3Boj, 6p3o mupeme MHTEpHETA U Ca BHUM MTOBE3aH
pacT OHJIajH KyIIOBHHE, IOBEJIH CY JI0 [10jaBe HOBE BPCTE MOTPOIIAYa, a TO
cy omiajH morpomadn. OHJIAjH KYMIOBHHA je TOCTaJIa jeHa OJ TIIaBHUX
aKTHBHOCTH y CaBPEMEHOM IIOCIIOBambY, jep omoryhaBa ga moTpomauu y
OmII0 Koje BpeMe ca OMIo Kor Mecta 00aBe KyIOBHHY IPOM3BOIA/yCIIyTra
koju he 3a710BOJBUTH BUXOBe MoTpede. M3 Tora mpousunasu aa oHIajH
KyIOBHHA TIpYy’kKa HU3 MPEJHOCTH 32 MOTpPOIIaye, Kao IITO Cy JOCTYIHOCT
IMIMPOKOT  acopTMMaHa TIpOW3BOJAa M  yciuyra, HWHpOpManmje o
MPOU3BOIMMA, PA3IMYUTH TOIYCTH, MOTYRNHOCT KyMOBHHE Yy OWMJIO KoOje
BpeMe, Kao M JIOCTYITHOCT BEIHUKOT Opoja pereHsuja 3a Behuny npoussoja.
[Topen cBUX MpPEeTHOCTH KOje MMajy OHJIAjH IMOTPOIIAYH OJI TAKBOT BHJA
KyIOBHHE, UCTUYY ce oxpeheHn HemocTanu ca kojuma ce cycpehy. Kao
jenHa on HajBehux mpenpeka 3a OHJIajH KyIOBHHY j€ OACYCTBO (PU3HUKOT
KOHTAaKTa W OIUIUBMBOCTH IPOM3BOJAA, T€ CTOra IMOTPOILIAYd HEMajy
rapaHnyjy KBaJIWTETa. Y OHJAJH MPOJAaBHHUIIAMA IIOTPOIIAYU MOTY
NepUUMINpaTH BHUCOK pHU3MK U cinabo TMoBepeme 300r IOCTOojama
MOTEHIIMjaJTHe OTIACHOCTH O] XaKEePCKHUX Haraja, Kao M 300T HelocTaTka
KOMYHUKaIyje ,JiuiemM y aune”. ['maBHu (pakTopu KOju HETaTUBHO yTUUY
Ha MIOBEpPEH-E MOTpoLIaya P OHJIAJH KYIIOBUHH CYy: 3JI0yNOTpeda TUYHUX
nojlaTaka, pU3MK O] JOCTaBe MOTPEHIHOT WK omTeheHor mpou3Boja,
kpaha mojartaka ca TulaTHe KapTHIIE, 3aTHM OTEXaH TOCTyIak nospahaja
HEHCIIPaBHOI TPOM3BOJA MM 3aMeHa M OTeXkaH mnoBpahaj HOBLA
(Dunkovi¢, 2016).

[lojenuaun ayTopu cMmaTpajy Ja He IOCTOje 3HayajHE pasiiuke
u3Mel)y TpaAWIMOHATHOT W OHJIAJH TMpolleca JOHOIICHkAa OJUTyKE O
KynoBHHH, HaBojehu na je jenmHa pasnuka u3mel)y Ta JBa HauuHa:
KYIIOBHO OKPY)K€Hhe¢ U MapKeTHHIIKa komyHukanuja (Katawetawaraks &
Wang, 2011). C npyre crpaHe, cMaTpa ce Jia ce OTpoIlIauu KOoju 00aBibajy
OHJIajH KYNOBUHY MOHAIIA]y Apyradyuje oJ TPaIuIMOHATHUX MOTpoIIaya,
Kao W Jla ce MpolecC JOHOLIEHha OUIyKe O KyNMOBMHHU paziukyje. Kox
TPaIUIIMOHATHOT HAaYMHA KYITOBHHE, TIPOIIEC JOHOMIEHha OITyKa CacTOju
ce o et MehycoOHO moBe3aHux (asa, a TO Cy: Mperno3HaBame noTpeoda,
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Tpaxeme HH(pOpMaIMja, IPOICHA AITEPHATHBA, OJJIYKa O KyHOBUHU H
noHarname HakoH kynosuHe (Kotler et al., 2006). Mehytum, Ko oHIajH
MOTpoIaya Taj mporec ce cBoau Ha cienehe dase: u3rpaama moBepema,
KYIIOBHO ITOHAIIIak€e ¥ MOHaIame mocie kyrnosure (Li & Zhang, 2002). Y
OBOM MOJIeNy, MOTpoLIay MPBO Tpaxku MHGPOpPMALKje O MPOU3BOANMA H
yciayrama Koje mpojaBar] npopaje mytem HWHTepHeTta, aHanmsupajyhu
IBEroBe BeO CTpaHUIlEe. 3a MOTpolIaue je BakaH acCHeKT IMOY3JaHOCT
IPOJIaBIa KaKO OM M3rpaaro MOBEPEHE y OHJIAjH MPOJaBIa U HACTABHO
nporec kynosuHe. [loHamame HaKOH KyMOBHHE OJHOCH CE Ha MHTamba
BE€3aHa 3a JI0CTaBy, rapaHIiyjy, IOJUTHKY ITOBpaTa M CIUYHO.

Y  morneny  KymoBHHE — OpeHAMpAaHMX  NPOHM3BONA, KO
TPaAMLMOHAIHOT HAa4YMHA KYNOBHHE, MOTPOLIAY CE MOKE OJUTyYHTH 32
KynoBuHy oxapehenor Openna, jep he Buperm ma ra Oupajy u JIpyru
NOTPOLIAYM, JIOK KOJ OHJIAQjH KYyNOBHUHE TO HHje ciydaj. Y OHJAjH
OKpY’KemY MoTpomad Oupa oapeheHu OpeHa, CX0JHO CBOjUM oTpedama 1
uH(popmMalrjaMa ca Kojuma pacroinaxe o ogpehenom npoussoxay. banepu
Y OHJIAJH MPOMOILIMje MOTY NpUBYhH MaK\py MOTpOIIaya U CTUMYJIHCATH
BUXOBY 3aMHTEPECOBaHOCT 3a oxapeheHe OpeHmoBe. YKOIMKO HE
pacrionaxy ca JOBOJBHOM KOJMYMHOM HH(OpManuja, MoTpomadud he
NpeTPaKUBaTH MyTEM PA3IMYUTUX OHJIAJH KaHaia, Ha IpUMep Tpakuhe
uHpopManrje 0 MPOU3BOIMMA y OHJIAJH KaTajJo3uMa, Ha BeO CTpaHHIIaMma
UTII.

[Ipema mnomanuma PenyOnuukor 3aBoja 3a CTaTHCTHUKY, Y
PenyGmuim Cpbuju je 57% cTaHOBHUINTA U3BPILIMIO Oap jeAHY OHJIAJH
kynoBuHy y 2020. u 2019. ronunu, 1ok 43% cTaHOBHMILITBA HUKAJa HUjE
kopuctmiio HTepHeT y Ty cBpxy. Takole, 6poj moTporraya Koju Kymyjy
OHJIaJH ce moBehaBa u3 rogauHe y roauHy. Ha npumep, y 2011. rogunu
cera 18% motporaya je KOpUCTHIIO OBaKaB HaYMH KYIOBHHE, Aa Ou Beh
on 2017. ronune to yuenthe npenuio npeko 50% (Penybnuuku 3aBoj 3a
cratuctuky PemyOmuke Cp6uje, 2020). OBakBMM HAaYMHOM KYyIOBUHE
00e36ehyje ce moTeHIMjan 3a EKOHOMCKH pacT 3emJbe, a 00e30ehyjy ce u
OpojHE MOrOJHOCTH MOTPOLIaYMMa U MPOJaBLUMa, Kao IITO Cy: HIMPOKa
MOHy/a TpPOW3BOJa W YCIyra, HeMa TMPOCTOPHOT M BPEMEHCKOT
OrpaHUYEHa 32 KYMOBUHY, NPUCTYH TJI00ATHOM TPXKHIUTY, HHCKH
onepaTuBHU TpoinkoBu U cimuno (Kalini¢ & Sternard Zabukovsek, 2015).
Onnaju kynoBuHa omoryhaBa u mnpaheme mnoHamama mnoctojehux
noTpomiava koje he omoryhutu kpenpame Mojena 3a npeasuhame Oymayhe
NOTPaXIE U N300p aJEKBATHUX MApKETHHIIKUX aKTHBHOCTH O] CTpaHe
npoxaBna. Takohe, HaBeJIeHW HAYMH KYIOBHHE IPENCTaB/ha OCHOB 3a
pa3Boj MOBE3aHMX YCJIyra, Kao IITO Cy KypUPCKE U TOIITAHCKE YCIIyre
(Kalini¢ & Rankovi¢, 2016).
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3. KAPAKTEPUCTHUKE TIOTPOLIAYA

MapkeTHI MEHallepy KOMIIaHWja Tpeda Ja mpaTe MpOMEHEe Yy
MOHAIIaky TOTpollaya M Ja npuiarohaBajy aKTUBHOCTH KOMITaHU]jE
HOBOHAcTaiuM TpomeHama. Crora, BeoMa je BaXXHO YTBPIUTH
nemorpadcku  mpodwi1  TOTpoIlada KOjU  HajBUIIE KyIyje IyTeM
WuTepHeTa, ka0 W HHUXOBE HABUKE KOje CE OJHOCE Ha ydYecTalocT
KyIOBHMHE, KOJMYMHY HOBIIA KOjy TpPOILIE y OHJIaJH KYNOBHHU U BPCTY
Mpou3Bo/ia Koju ce Kymyje. OBH mojany cy O]l M3Y3€THOT 3Hayaja 3a
KOMIIaHHWje, jep UM omoryhaBajy aJeKBaTHO IIOCTaBJ/babe MAapKETHHT
crpareruja Ha MIHTepHeTy.

3.1. IEMOI'PA®CKE KAPAKTEPUCTHUKE IIOTPOIHAYA

Hlemorpadcku momanud O OTpoIIadyy Ccy OOjeKTUBHE H
KBAaHTUTATHBHO M3pPa)KCHE KapaKTEPHCTUKE CTAaHOBHUINTBA. Jlako mx je
UICHTH()UKOBATH, TPUKYNUTH, MEPUTH M aHanmu3upatd. Pamum ce o
(dakToprMa KOju MMajy IyropovaH YTHIA] Ha MApKETUHT aKTUBHOCTH W
neUHUILY MHKPOOKPYXKEHEe W MaKpoOKpykemwe mpemyseha (Maricic,
2008). OBu (pakropu mpunanajy rpynu Hajuemhe ucTpakuBanux (akropa
Kaja je y IuTamy OHJIajH KynoBuHa. Benuku 6poj ayropa (Lim et al., 2016;
Putro & Haryauto, 2015; Rehman et al., 2019) je y cBojum cryaujama
UCTPAXXHUBAO YTHULIA] PA3IMUUTHX AeMOrpadckux pakTopa Kao LITO Cy: MOJ,
cTapocT, o0pa3oBame, HUBO JOXOTKAa M OpayHO CTamke Ha TOHAIIAmhe
oHJajH mnoTpomada. Ilpm Tome, HajBehm Opoj ®WHX cMmaTpa Ja
UJCHTU(QUKOBamEe OBUX (paKTOpa MOXE Ja IOMOTHE MpoJaBUuMa Yy
onpehuBamy NWJBHHX TpPXKHUIINTA, IMTO Jajbe 00e30ehyje ocHOB U 3a
npensuhame Oynyhux KynmoBHUX HaBUKA.

VYTunaj nemorpadcekux (akropa Ha MOHallamkbe MOTpoladya Mpu
OHJIaJH KYTOBUHHU HCIHUTYje ce jou oA KacHUX 1990-ux roauna. o tana
WHTepHeT je KopHucTHIIa IPBEHCTBEHO Milal)a reHepaiuja, Koja je umasia
Mamy KymnoBHy Moh oj crapujux ocoba. Hamame ox Ttor mnepuona,
MIOMEHYTE Pa3JIuKe y CTapoCHOj] 100K Mel)y OHJajH MoTpolIiauynma cy ce
cmamuBaie. Takohe, HEKM ayTopu Cy AONUIM 0 3akjbydyka na mutahu
MOTPOIIAYM MPOHAJIa3e BUILIE KOPUCTH 3a OHJIAJH KYMOBUHY O] CTapHjUX
(Stafford et al., 2004; Dholakia & Uusitalo, 2002). Mehytum, 6e3 063upa
Ha IO3UTUBHUjH CTaB Mialje momymanuje npeMa oHJiajH KylloBUHH, CTapUju
MOTPOIIIAYH BHUIIIE KyITyjy y ogHocy Ha mualje (Joines et al., 2003). C mpyre
CTpaHe, MOCTOjeé W HCTpaKMBama y KOjUMa HHje MOTBpheHa 3HauajHa
nmoBe3aHocT u3Mel)y crapocHe 100U M HaMepe MOoTpollaya 3a KyNOBHUHY
nytem MuTepHera (Rohm & Swaminathan, 2004). Mehytum, ynmennna je
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na crapocHa 100 MoOjeIuHIIA YyTHYE Ha HMHTEpPECcOBama, yKyce, Kao H
MoryhHocT kynoBuHe. IloTpomaun y pa3auuuTHM CTapOCHUM Ipynama
¥Majy BeoMa pa3In4yuTe norpede u Kejbe, alld ¥ pa3InuuTe (UHAHCH]CKe
MoryhHOCTH, Tako Ja ce MOTpOIlaYd KOjUu MpUNanajy pasInduTUM
CTapOCHHM TpyliamMa ycMepaBajy Ha Celu(pUIHE KaTeropuje Mpou3Boia u
yciyra.

HuBo noxoTka morpoiaya npeacTaBba BEOMa BaKHY €KOHOMCKO-
neMorpadcky KapakTepUCTHKY 3a pa3IMKOBambE TP)KUIIHMX CErMEHara.
[TpousBohaun mpousBoga M yciayra OOMYHO CETMEHTHPAjy TPXKHILTE Ha
OCHOBY JI0XOTKa, jep cMaTpajy Jia je TO KJbyYHH I0Ka3zaTesb MOryhHoOCTH
KyIlOBama MPOW3BOJA WIHM yCiIyre. Y 3Ha4ajHOM Opojy CIpPOBEISHHX
UCTpaXHBama IPHUCYTaH je IMO3UTHBAH YTHUIA] HUBOA JIOXOTKAa Ha
TeHJIeHInjy onnajH kynoBuHe (Susskind, 2004; Donthu & Garcia, 1999;
Korgaonkar & Wolin, 1999). To ce Mo)e 00jaCHUTH YHEHEHHIIOM Ja Cy
HAJTIOMyJAPHUJU TPEIMETH KyIUbeHH IyTeM HHTepHeTa ,,HOpMaliHa
nobpa”, unja ce Tpaxma nosehasa ca pactom Joxotka. [Ipema nocnenmsum
nojanuma PenyGimdkor 3aBojia 3a CTaTUCTHKY, OTpomaun y PemyOmmim
Cpbuju cy y 2020. roquHu HajBHIIIE KyIOBaJIU YIIPaBo ,,HOpMaiHa qo0pa”
u 10: onehy m cnoprcke mpomsBone (52,3%), cnopTcky omnpemy (26%),
eNlekTpoHuKy 1 Kyhne ypebhaje (20,2%), komnjyrepe, Tabiaere U1 MOOUITHE
tenedone (16,5%), kwure (15%) uta. (PermyOnudku 3aBoj 3a CTATHCTUKY
Peny6nuke Cpouje, 2020).

[TomHa CTpyKTypa je BeoMa BaKHA 3a IUIAHHPAmE MAPKETHHT
aKTUBHOCTH, jep ce M0J0BU Mel)ycOOHO pa3iKyjy y KYlIOBUHU POU3BOJA
U yCIllyra KOjH Cy creun(puyHo hUMa HaMEeHhEeHH, MaKOo MHOT'€ KaTeropuje
mpousBoja Kopucte monjenHako (Milisavljevi¢ et al.,, 2005). IIpema
UCTpaKMBambUMa U3 paHMjer Mepuojia MylIKa MomyJjaiyja BUILIE KyIyje
nyteM MHTepHeTa 1 TpOIIM BHILE HOBLA IIPU OHJIAJH KYIIOBUHH O] )KEHa,
JIOK Cy JKE€HE CKeNITUYHH]je IpeMa OHJIajH KyIIOBUHHU o] My1Kkapaia (Brown
et al., 2003; Rodgers & Harris, 2003; Alreck & Settle, 2002). OBo
noTBplyjy u nogauu Penmy6nnukor 3aBosa 3a cratuctuky u3 2020. ronune,
peMa KojuMa cy MyIIKapiy denthe Oupaiay OHJIAjH KYHNOBHHY y OJHOCY
Ha >keHe. Heku on Haj3HauajHMjUX Haja3a MCTPaKHUBaWkA Yy INOTJIETY
yUYecTaJOCTH KyNOBUHE Mpema nony cy cienehu (PemyGnnuku 3aBox 3a
cratuctuky Pernyomuke Cpouje, 2020):

* Yy mocieama TPU Mecella OHJIAjH KyNOoBUHY je obaBuio 38,7%
mymkapana u 34,2% jxeHa;

* TIpe BUIIIE Of] TPU Mecela (Mambe 01 TOJIMHY JlaHa) OHJIajH KyTIOBUHY
je o6aBmino 12,9% mymkapana u 11% xeHa;

* Ipe BUIIE O] TOAMHY JaHa OHJIQJjH KyHOBHHY je obaBmio 12,5%

Mymkapana 1 6,6% xeHa.
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Kareropuje mpousBoja Koje MyIIKaple U KCHE 3aHUMA]y CY
pazmuuure. Ocobe MyHIKOr [oJia BUIIE 3aHUMajy CcopTBEpU U
SJIEKTPOHUKA, JOK JKEHEe IpUMaT y KyNnoBUHHM 1ajy oachu, xpanu u nuhy.
VY nouetHuM ¢azama pazBoja OHJIAJH TProBUHE, MPOU3BOIU KOje Cy OMIIH
JOCTYITHH 32 KYIIOBHHY ITyTeM MHTepHeTa cy OMiIN BUILIE OpUjEHTHCAHHU Ha
mymikapie (Slyke et al., 2002). Haume, jegan o pasiiora 3aIiito KkeHe HUCY
KynoBaje myTeM VMHTepHeTa je Taj ITO Yy NOHYIW HHje OMII0 MPOU3BOJA
Koje keHe mnpedepupajy. OrpaHnueme y morieay (GU3MUKOr acleKkTa
(memoryhHOCT oAMpUBama WU HCIPOOaBama MPOW3BOJA) MPEACTABIhA
jenaH oJ HelocTaTaka OHJIajJH KyOBUHE, KOJU j€ MOTa0 JOTIPUHETH MAakhEM
Opojy *KeHckux notpomava Ha MatepHeTy. OBO je HAPOYUTO UCKA3aHO KO
OHMX TpyINa MPOU3BOJA KOJU 3aXTEBajy BHINE PA3IMUMUTUX aclieKkara 3a
OLIEHY OJ] CTpaHe KeHCKUX HoTpomavya. MelyTuMm, ynmeHuna je 1a ce ca
pa3BojeM OHJIajH KymoBHHE Opoj jKeHa Koje Kymyjy myTem HHTepHera
MOCIIEAUX TOAMHA 3HA4YajHO MOBehao, Tako Ja KCHCKa IOmmyJiaiyja
MOCTaje CBE 3Ha4YajHUjU CyOjeKT MpU OHJIAjH KyTOBUHHU.

Kox HuBoa oOpa3oBama, OINIITH 3aKJby4ak je Aa 0Opa3oBaHUjU
MOTPOILIaYN UMajy BUIIIE UCKYCTBA y KOpHUIINEHhY HHTEPHET TEXHOJIOTH]e,
1a CaMUM THUM U BUIIIC IOBEPEHA MPU 00aBJbamky OHJIAjH KynoBuHe. [Ipema
nojanuma Peny6nuukor 3aBoza 3a cTaTucTuky, y Pemy6nunu Cpouju je y
nocneamux Tpu Mecena 2020. ronune 92,9% Bucoko 00pa3oBaHUX JbYIU
kopuctuno Wurepuer, 82,4% cpeame obOpazoBaHux u 52% HIKE U
HeoOpa3oBaHUX Jby/AU. YTIPABO OBA] MO3UTHUBAH YTHUIIA] j€ U MOTBpheH y
paznmuunTM ucTpakuBamuma (Susskind, 2004; Liao & Cheung, 2001).
MebhyTtum, pesynraTH APYTHX HCTPaXMBamka Cy OIOBPIJIA OBaj CTaB U
YIBpAMIM Ja HE IOCTOjU CTAaTUCTMYKM 3HadyajHa Be3a u3Mely HuBoa
obpa3oBama U Hamepe 3a oHiaju kynmoBuHom (Donthu & Garcia, 1999;
Mahmood et al., 2004). OBa ompe4yHa MHUILBCHA MOTY YIYTUTH Ha
3aKJbyyak Jia je KynoBuHa ImyTeM VHTepHeTa jeIHOCTaBHA U Jia 3a by HHje
HEOIXO/aH BUIIM HUBO 00pa30Bama.

Pesynratn ucnuTHBama yTHIaja 1eMOrpad)CKUX KapaKTepHCTHKA
Ha Mepleniujy NoTpolaya Npy OHJIajH KynoBuHu y Muauju, nokasyjy na
TI0JI, CTAPOCT U IPUXOAM MOTpOIIavya HEMAJy yTHIAja Ha IEPIICTIIH]Y, TE J1a
MYILIKapUyd U JKE€HEe CIMYHO MEepUunupajy oHjajH KynoBuny. C apyre
CTpaHe, yTBpheHO je 1a oOpazoBame 1 OpayHu CTaTyC UMajy CTaTUCTUYKHU
3Ha4ajaH yTHIa] Ha MEpLEeNyjy KyIa Ipyu KyloBHHU 1myTeM MHTepHeTa
(Singh & Rana, 2018). ¥V cBom uctpakuBamy Hernandez u capamuuiiu
(2011) anamu3upamu cy Ja JIM COIMOCKOHOMCKE KapaKTEPUCTHKE
MojeIMHAIA - TOAWHE, ITOJT M JOXOAaK YyTHYY Ha HKUXOBO TOHAIIAKE MPH
OHJIajH KYTTOBUHU. AHAJIM3UPAHU [10jeTUHIIM CY UCKYCHU €-TIOTPOIIaYH, Tj.
M0jeIMHIM KOJU YecTo Kymyjy nmyreM WHrepHera. Pesynratu nokasyjy na
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COIIMOEKOHOMCKE KapaKTepUCTHKE HE YTHUy CTATUCTUYKM 3HAYajHO Ha
MOHaIIamke UCKycHOTr e-rotporrada (Hernandez et al., 2011).

AHanM30M coIuoaeMorpa)CKux KapaKTepUCTUKa yTBpHEHO je 1a
[IOCTOJM 3HayajHa pPa3jIMKa y y4ecTaJlOCTH KyNoBUHE H3Mely jkeHa |
mymkapana. Haume, sxene uvemhe kymyjy mytem MHTepHeTa M HBUXOBa
OHJIaJH KYyNOBHWHA je onpeheHa HMIKOM IIEHOM MPOW3BOMAA/YCayra, JOK
MYIIKapuy MpeaHOCT Aajy Op3uHH KynoBuHE. Takole, mpumeheno je na
Jbyau ox 25 no 34 roauHe yecTo OMpajy OHJIAJH KYNMOBHUHY 300T HIDKHUX
1eHa U Behe pa3HOIMKOCTH MPOU3BOIA, @ UCIIUTAHUIU Y CTAPOCHO] JOOU
on 18 no 24 rogune yenrhe npedepupajy TakaB BUJ KynoBUHE 300r Behe
Pa3HOJMKOCTH TPOHM3BOJMA. MoOKe ce MPEeTIOCTAaBUTH Ja 0code Koje
MpHIManajy cTapocHoj no6u o 25 no 34 roaune nmoBehaBajy yuecTalocT
OHJIaJH KYIIOBHHE jep Cy yCMEpeHEe Ha HampeaoBame Y KapujepH, 3aTHM
cTymnajy y OpauHe oJHOCE, IITO pe3yiTHpa noBehany mpodecuoHanHy u
NpUBAaTHY aKTUBHOCT M Mame ciobomgHor BpemeHna (Bauboniené &
Guleviciate, 2015).

VY morneay Hamepe 3a OHJIAJH KYINOBHHY, HE IOCTOjH 3HaJajHa
pas3nuka u3mely Mylkapana 1 )keHa y UCTpaXHBamby KOje je CIIPOBEIECHO
y Kunn. Kog crapocHe cTpykType KMHECKHX MOTpoIlaya yTBpheH je
MHBEp3aH oJHOC M3Mel)y rofgMHa CTapoCTH M HaMepe KyHOBHHE IyTeM
WntepHera. Besa nzmel)y HuBoa nmpuxoia U Hamepe 3a OHJIAJH KYTTOBHHY
j€ IMpEeKTHO MOBE3aHa, CTOra je BepoBaTHU]je Aa he moTpoliauu Koju uMajy
BUIIM HUBO MPHX0/a 00aBJbaTH yNPaBO OBA] HAYMH KYTIOBUHE. Y TMOTJIEay
OpayHOr CTama, OXKECHEHU/YyJAaTH MCIUTAaHULIKM ca JEeUOM HMajy
M3paKEHU]Y HaMEPy OHJIAjH KYTIOBUHE, HETO OHU KOJU Cy OKE€HECHU/YIaTh
0e3 nere nm cami (Gong et al., 2013).

Hemorpadckun mnpodun mnotpomrada y CpOuju mokazyje na
MYIIKaply UMajy HaBUKY ja yerrhe Kymyje myreM MHTepHeTa y nopehemwy
ca >KeHama, T€ J1a OHM y HajBeheM MNpolLEeHTy KyIyjy HEKOJIHKO IyTa
HeZeJbHO. YTBphEHO je 1a crapocHa 100 u Opoj uiaHoBa JoMahMHCTBA Kao
(dakTopu HEMajy CTaTUCTUYKU 3HAauajaH yTHIIA] HA YYECTalIOCT KylOBHHE.
Takobe, 1cTo je 3aKkJby4eHO U Kajia je y MUTamby HUBO 00pa30Bama, ajlu ce
WMaK jaBjba OJIark TOPACT YYECTaJOCTH KYIOBHHE Ca PAacTOM HHBOA
obpa3oBama. [locmarpajyhu nuyHa npumama noTpouada yrepheHo je aa
ca MopacToM JOXOTKa MoTpouadu yeunthe o0aBsbajy OHJIAJH KYNOBUHY
(Ciri¢ et al., 2017). Kaza je ped o KaTeropujama IIpou3BojIa U yCIyra Koju
ce Hajuemthe Kymyjy OHJIajH, Y OBOM HCTPa)KHMBamy IMPBO MECTO MMajy
KIbUT€ M KaTeropuja ocTajio (MCIUTAHULM CY ,,JI0A OCTano” J10JaBalln
rapnepoOy, obyhy, XpaHy). 3aTuUM, IO YYECTaJIOCTH KYIOBHHE CIE/e
eJIeKTPOHCKH ypehaju (mametHu Tenedonu, TB ypehaju, nanton pauynapu
W OoTIpeMa 3a pauyHape), 3aTUM y UCTOM MPOIICHTY CIIEAH CIIOPTCKa oIpemMa
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U KO3METHKA;, XOTEJCKH apaH)XMaHHW, aBHOHCKE KapTe, IMa XOOW aJar,
JIeUrje UTpadyke U Ha Kpajy HaMeITaj.

3.2. OHJIAJH UCKYCTBO IIOTPOLIAYA

HNHTepHeT mocTaje cBe OMTHUJU 32 CBAKOJHEBHHU KHUBOT M CBE j€
Behu Opoj Jbyau Koju y 00aBJbamky CBAKOJHEBHUX aKTUBHOCTH KOPHUCTH
OBy TJI00anmHy padyHapcKy Mpexy. OHIIajH MCKYCTBO IOTpOINada ce
oJlHOCH Ha ()aKTOpe KOjH TOBOPE O y4eCTANIOCTH Kopuiihema MHTepHET],
pHU3HKY (cTpaxa) ol KyrnoBHHE ImyTeM MHTepHeTa, Kao U 0 yJOOHOCTH MpH
koputthemwy MHTEpHETA 011 cTpane norpomrada. CTora, pa3jinyuTe CTyIuje
MOKa3yjy Ja IOCTOjU TMO3MTHBAH YTHIA] MCKycTBa Ha lHTepHeTy Ha
MOHAIIAke TIOTpoIaYa npu oniajH kynosunu. Citrin u capagaunu (2000)
YTBPJIWIIH Cy J1a TOCTOjU MO3UTHBHA Be3a u3Mel)y mpeTxoaHor kopumhema
WuTepHeTa un OHJIAjH KYNIOBHHE, OJJHOCHO IITO MOTPOIIAYX BUIIE KOPHUCTE
Wuteprer npe he MCnoJbuUTH MO3UTHBAH CTaB 3a OHJIAjH KynmoBuHY. [lo
CIIMYHUX pe3yiTata Cy JIOuuIM ucTpaxuBaun y CuHramypy, rae je
yTBpheHO [a MOCTOjU CTAaTHUCTUYKU 3HauajHa Be3a u3Mel)y kopuirhema
WutepHera u crnpeMHOCTH 3a KynoBuHy mnytem HMurephera (Liao &
Cheung, 2001). ITopex Tora, cMaTpajy Ja Op3uHA MpeXe HHje 3Ha4yajHa
OJIpeTHHIIA TIOYETHE CIIPEMHOCTH 3a OHJIajH KyNOBHHY. Bpeme mpoBeneno
Ha VHTepHeTy 3a mpBy OHJIajH KyNOBHHY HMMa IO3MTHBaH edekar Ha
yuectanmoct Oyayhux onnaju kymoBuHa (Jayawardhena et al., 2007;
Etminani-Ghasrodashti & Hamidi, 2020). Yno6Hoct npu kopuinhemy
WuTepHeTa je y AMPEKTHOj BE3U ca HaMepOM KYITOBHHE IyTeM MHTepHeTa
(Mauldin & Arunachalam, 2002), nok ce ctpax ox kopuiithema MuTepHeTa
cMamyje Kako ce mosehasa BpeMe Koje norpouiauu nposeny Ha UutepHery
(Susskind, 2004). MehyTtum, moCTOje W HUCTpaXUBama y KojuMa je
yTBpheHo na Be3a usmel)y uckycrtBa y kopuinhewy VHTEepHETa U OHIAJH
KyIOBHHE HHUje cTaTcTUuky 3HavajHa (Cho, 2004; Nysveen & Pedersen,
2004). Crora, MOXe ce 3aKJbY4YHTH Jla UCKYCHH OHJIajH TIOTPOINA4Y MMa
BEJIMKO TIOBEPEH-¢ y OHJIAjH KYNOBHHY U ocehaj Mamer pusuka y Be3H ca
BeO JIOKAIM]OM y OHJIaJH OKPYXKEHY.

4. HEPHEIIWJA TIOTPOIITAYA

[lepuenmnuja pusuka je jenan oja orpaHuyaBajyhux daxrtopa y
noryeny KymoBuHe myteM WHtepHera. Ctora, BeoMa je BaKHO Ja
KOMIIaHH]€ KOje MOCIyjy Y OHJIajH OKpYKely Ha aJleKBaTaH HauYMH IpaTe
U yIpaBJbajy ca HUBOOM IEPILUIUPAHOT PU3UKA, Kako OU ce Ha Taj HaYMH
3apXKanu nocrojehu m mpUBYKIM MOTEHLMjAIHU OHJAJH moTpomadyn. C
JIpyre CTpaHe, MEepIUNUpaHa KOPUCHOCT M JETHOCTABHOCT YIOTpede y
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MorJiely Kopuihema HOBUX TEXHOJIOTHja, MOXE MO3UTUBHO yTHUIIATH Ha
MOHAIIAKE MOTPOIIaua y OHJIAJH OKPYKEHY.

4.1. HEPIHUIIMPAHA KOPUCHOCT

[lepuunupana KOPHCHOCT OJHOCH C€ Ha HUBO J0 Kojer ocoOa
Bepyje na he oapehena rexHnonoruja kojy Kopuctu 06e36enutu onpeheny
Kopuct. Ta KOpUCHOCT OOMYHO 3aBUCH O] €(PUKACHOCTH TEXHOJOUIKUX
KapaKTepUCTHKA, IIONYT Yyciayra KoOjé OHJIajH IpojaBall Ipyxka
MOTpoIIayuMa M yHampehema TeXHOJOTHje y TpOoIecy MpOoHAIaXKema
npousBozaa (Kim & Song, 2010). IIpu Tome, nmepuumupada KOPUCHOCT C€
cMarpa jeIHOM OJ TJaBHHX NETEPMHHAHTH Yy JePUHHCAY MOHAIIAmba
[OTpOLIaYa y OHJIaJH KyIIOBUHH.

[lepumnupana KOpPUCHOCT KopumiheHa y CMHCIYy OIIITE
nepueniyje MoTpomaya y Be3U ca MHTEPHET TEXHOJOorujoM, nosehara
HaMepy TMOTpomraya Ja Kymne ojapeheHum mpou3Boa WIHM  YCIyry
kopuuithewem Muteprera. icto Tako yTBpheHo je 1a Hamepa rnoTpoliiaya
3a OHJIQJH KYIOBHHY CTATUCTUYKM 3HAYajHO W TO3MTHUBHO IOCpEayje y
oqHocy wu3Mel)y mepumnupaHe KOPHUCHOCTM M OHJAjH IIOHAllamka
notporraga (Rehman et al., 2019). Takohe, y ucTpaxkuBamy Koje je
oOyxBaTuio 175 ucnuraHuKa KOjU MMajy MPETXOIHO UCKYCTBO Y OHJIAJH
KyHOBHHU U KOjU cy crapuju ox 20 romuHa, yTBpheHO je na mOoCToju
MO3UTHBAH U CTaTUCTUYKH 3HAuajaH yTHIA] IEPUUIUpPaHE KOPUCHOCTH Ha
Hamepy onuajH KynoBune (Hasan et al., 2015). JTo ciuuHuX 3ak/bydaka o
MO3UTHBHOM YTHLAjy HAa HaMepy OHJIQJjH KYNOBHHE AOLLIM Cy U JAPYTH
ayTopH y cBojum uctpaxkuBamuma (Cha, 2011; Ling et al., 2011).

Hacynpor HaBeneHOM, @OCTOjeé HCTpaxuBama y KOjUMa je
yTBpheHo /1a neprunupata KOPUCHOCT HeEMa CTaTUCTUYKY 3HavyajaH yTULa]
Ha HaMepy OHJIQjH KyNOBUHE. Y HCTpaxuBamy Koje je od0yxsaruio 200
aKTUBHUX CTyJIeHaTa jeIHOT yHUBep3utera y MHIOHE3WjU KOju paHHje
HUCY MMM MCKYCTBa y OHJIAJH KYNOBUHHM, Kako OW c€ HCTpaxKHiIu
(dakTopu KOjU yTHUy Ha HaMepy y4eHMKa Ja 00aBe OHJIaJH KYIOBHHY,
yTBphEHO je /1a neprunupata KOpUCHOCT HEe yTUY€E CTATUCTHYKU 3HAYajHO
Ha HaMepy OHJIajH KYNOBHUHE OBUX MCIHMTaHUKA. MelyTum, 3akiby4yeHo je
Jla mepUunupaHa KOPUCHOCT HMMa IMO3UTHBAH M CTAaTUCTUYKM 3HAyajaH
YTHUIIa] HA CTaB CTyJ€HATa IIpeMa OHJIaJH KYTIOBHHH, jep OHJIajH KyITOBHHA
oMoryhaBa nmoHyay 6m0 kaja u ca OMJIO KOT MeCTa, CMamyje BpeMe MpH
KyHnoBHHU u 00e30eljyje Behy monymy mpousBoma u yciyra (Juniwati,
2014).

Jlakiie, TO 3HAYM Ja MITO Tpe MOTPOIIAYH CTEKHY CHUTYPHOCT U
NOBEpeHEe Yy MpUMEHYy HH(POPMAIMOHUX TEXHOJIOTHja, Te CXBaTe
MPEeIHOCTH OHJIAJH KynoBuHe (Op3 mpuctyn HMHTepHeT cTpaHunama
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npojasana, MoryhHoct mopehema nmpousBojga u IieHa, Op3 MpoHAlIa3aK
’KeJbEHOT IPOM3BO/Ia), TO fie TOBECTH 10 MO3UTHBHOT CTaBa MpeMa OHJIajH
KYIOBUHU U CAMOM YUHY KYIIOBUHE.

4.2. HEPIUUIIMPAHA JEJJHOCTABHOCT YIIOTPEBE

[Teprunupana jeIHOCTAaBHOCT YIOTpeOe OJHOCH Ce Ha TEePICIIIH]Y
na he kynoBuHa Ha WHTepHeTy wH3a3BaTM MHHUMAJIHE HArope 3a
MojeIMHIA. YTIPaBo Ce MOTEIIKOhe Koje HAacTa]y MPUIMKOM MPETPaKUBakba
Ha VHTepHeTy HaBoje Kao TJaBHAa NpenpeKka 3a OHJIAJH KYMOBHHY
(Ranganathan & Ganapathy, 2002). Haume, Hemoryhnoct kopwuiihema
WutepHera, mnoremkohe y MPHUCTYIy, CIOXEHOCT TEXHOJIOTHjE U
HeNaroJHoCcT Kopuihema padyHapa NpeACTaBibajy MpENpeKe Koje MOry
CTBOPHTH KOJI TIOTPOIIa4ya HETaTHBAH CTaB npema kopuirhemwy MHTEepHETA
3a OHJIajH KYIIOBUHY.

Cha (2011) je yrBpamo nma mepuunupana Jyakoha kopumrhema
MO3UTHBHO yTHYE HA HaMepy OHJIAjH KYINOBHHE M JIa OHJIAJH IPOJAaBLU
Tpeba na mpyxke ePHUKAaCHOCT, MOTOAHOCT W YAOOHOCT Yy CMHCITY
HepIHIpaHe jeTHOCTaBHOCTH Kopuinhemwa. Takole, y ucrpaxkuBamy Koje
je cmpoBeaeno 2019. romuHe yTBpheH je CTaTUCTHYKM 3Ha4YajaH M
MO3UTHBAH YTHIj MEPUUIHUPAHE jeJTHOCTABHOCTH YIOTpeOe 1 HaMepe 3a
OHJIQJH KYyNOBHMHY NOTpoOIIaya, Te€ Ja Hamepa IMOTpoIlavya 3HAYajHO
nocpeayje y oaHocy u3Mmelyy meprunupane jgakohe ymotpeOe U OHIajH
noHamama norpomada (Rehman et al., 2019). Jlo uctux 3akipydaka
nouutd ¢y u apyru aytopu (Ling et al., 2011). To 3nHaum ma makoha
kopuithemba HHPOPMAIMOHUX TEXHOJIIOTHja M CTENEH 3aJ0BOJbCTBA
HCKYCTBOM Y OHJIQjH KYNOBUHHM Tpeba Ja Oyay OCHOB 3a mnpeisubhame
HaMmepe MOTEHIINJaJTHOT OHJIajH MOTpoIIaya.

C nmpyre crtpaHe, MOCTOje W OHA MCTpaXHBama y KOjUMa HUje
JI0Ka3aH CTaTUCTUYKH 3HauajaH yTUIa) epuunupane jakohe ynorpede Ha
OHJIajH KynoBuHY. CamoeUuKacHOCT 1 epIHUNHUpaHa KOPUCHOCT Cy BayKHA
nepueniyja y odjanmbaBamy NOHAIIakha UCKYCHUX OHJIAJH MOTpolIaya,
JIOK jJeTHOCTaBHOCT yMoTpeOe HeMa CTaTUCTHUYKM 3HauyajaH yTHIA] Ha
BUX0BO NoHarrame (Hernandez et al., 2009). /Takite, Moke ce 3aKJbYIUTH
Jla ce BPEMEHOM aKyMyJupajy nHpopmMaluje Koje Cy 3HauajHe 3a OHJIajH
MoTpoIIaye, ’UX0Ba KyTIOBHHA CE€ CBOJIM Ha TayHO ofApelheHe OpeHaoBe, Te
ce cMamyje norpeda 3a oapehenum nHGpOpMalmjama rnpe KyrnoBHHE U caM
Harnop KOju NOTpouIiady YMHH MPH OHJIAJH KYTTOBUHHU.
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4.3. HEPOUIINPAHU PU3UK

[lepuunupann pusuK ce AedUHUIIE KAO0 CYOjeKTHBHO YBEpEHE
MOTpoIIaya Jja CHOCH oJipel)eHu ryOuTaKk y TexXbH 3a oipe)eHuM Ucxo10M
(Pavlou, 2003). Kox oHajH KyIOBHHE PU3HUIHM KOje O MOTPOIIIaY MOTao
Jla TepIunupa cy M3y3€THO 3HA4ajHU y nopehemy ca TpaaulroHaTHUM
HAYMHOM KyrnoBuHe. [lepuunupanu pu3uk ce NMPBOOUTHO HCIHUTHUBAO Y
odrajH OKpYyXKemy MpU HYeMy je HUIACHTH(PUKOBAHO IMET ANMCH3H]a,
yKJbyuyjyhu: TICMXOJOMmIKH, (U3HYKH, COLMjaHH, (UHAHCHJCKH U
BPEMEHCKH pPHU3UK. Y KynoBuHM IyTeM MHTepHera nomare Cy HOBE
JTUMEH3H]e OMaXEHOT PHU3UKa, YKIbYdyjyhu: 0e30€THOCHN PU3UK U PU3HK
on mpuBaTHOCTH. llepuumupaHu pU3MK ce MocMaTpa Kao Tpemnpeka Ka
YCIELIHUM TpaHCaKldjaMa 300T YMICHUIIC Ja MOTPOIIAYd ayTOMAaTCKH
NEPUUINPAjy PU3UK MPUINKOM TPOLCHUBaAma MIPOU3BOIa U YCIIyTa Koje
kynyjy nyrem Hurepuera (Choi & Lee, 2003). Takohe, y Hekum
UCTpaXHBabUMa Cy HHUBO IEPIHUIMPAHOT PU3MKAa M HaMepe KyIOBHUHE
o6puyTo mpomnopimonanau (Shim et al., 2001). Kaga morporraun youe
OWJI0 KOjy BPCTY pHU3MKA TOCTajy CKENTHYHM W TPaKe HAYMH Ja Ta
Mmuaumu3upajy. Ilto je Behu mneprunupaHu pH3WK, MOTpoIIAy je
OTIPE3HM]jH MIPH JTOHOIIEHY OJUTYKE 32 OHJIAjH KyNoBHHY. 1 00pHYTO, IITO
je pU3HUK MamH, TO je Beha ckioHOCT Ka oHjIajH KymoBuuu (Tan, 1999).

[lepuunupany puU3MK IMOBE3aH Ca OHJAJH TPrOBHHOM CE€ MOXKE
HOJCUTH Ha: PU3KK YCIIOBJLCH MOHAIIAKEM U PH3HK OKpyxkema (Park et
al., 2004). Pusuk o moHamama MPOW3JTa3u OJ OHJIAJH MpojaBaia Koju
MMajy TIpUIUKY Ja ce MOHAIIajy Ha Pa3IMuyuTe HauMHEe UCKOopHIllhaBameM
IWCTaHIle W OE3KOHTAKTHHX KapaKTEPUCTHKA OHJIAjH TPTOBUHE, Ka0 M
HeMOryhHOCTH aJieKBaTHOT npahema CBUX TpaHCaKIIMja 0]l CTpaHe ApIKaBe.
Takohe, y moMeHyTy TpyIly pH3UKa C€ YKIJbYUYyjy U PU3UK OF IPOHU3BO/IA,
NICUXOJIOIIKA PU3MK M PHU3UK meppopMaHcu mpojaBua. Pusuk wu3
OKpY’K€Ha Y3pOKOBaH je HENpeIBUINBOM KapakTepucTukoM MHTepHera,
Kao M3BOpa 3a 00aBJbamke TPrOBUHE, KOjH j€ N3BaH KOHTPOJIE MPOAaBala 1
norpomaya. ¥ oBy IpyIly c€ YKJbY4Uy]y U (PMHAHCH]JCKU PU3HMK U PU3UK
MIPUBATHOCTH.

JIu u capagHunM cy Takohe mocmarpaid pH3HK Yy TMPETXOIHO
HaBe/leHOM KOHTeKcTy. OHHU Cy JIOLIUIM JI0 3aKJbydKa Ja je NepUUuIupaHu
PU3MK KOjU C€ Be3yje 3a OHJIajH TpaHCaKllMje HEraTWBHO IOBE3aH ca
NEpUUINUPAHOM KOPUCHOCTHM, a Jla Taj PU3MK HEraTUBHO yTHYE Ha
MOHAIIamke TOTpOIIavya y OHJIAJH KymoBWUHHU. McTo Tako, cmarpajy aa
OHJIaJH MOTPOIIAYH MOTY OMTH HECUTYPHHU KaJia 00aBJbajy TpaHCAKIIMje Ha
WuTepHery 300T HEONMUIUBMBOCTH Tpou3Boa/yciyra. Ctora, 3aKbydyjy
Jla NepLUUIHPaH PU3MK ITPOU3BO/Ia/yCclyra UMa MO3UTUBHY KOpeJalnjy ca
NepUUIHUPAaHIM PH3UKOM TpaHCaKIMja, a Ja HETaTWBHO yTHYe Ha
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MOHaIIamke morpouraya. Takohe, IPEeTHOCTaBUIN Cy J1a je MepUUIUpaHu
PHU3UK IPOU3BOJA HETATUBHO [IOBE3aH ca NePLUUNUPAHOM KOPUCHOCTH, aJln
TO y BbBUXOBOM UCTpaXXHBamwy HUje nokazano (Leeetal., 2001). [Topex Tora,
cMaTpa ce Ja PU3MK IPOM3BOJA, PU3MK MOTOJHOCTH U PU3MK IOJIUTHKE
MOBpaTKa UMajy 3Ha4yajaH U MO3UTHBAH YTHIIAj HA MOHAMIAKE MOTPOIIaYa
y OHJajH KynoBuHu. Hako mnorpomauu xene nga wu30erHy moryhu
(UHAHCHJCKU PU3UK, Y OBOM HCTPaKMBamby TaKBa BpPCTAa pU3MKA HHjE
3Ha4yajHa U MMa HeraTHBHE e(eKTe Ha IOHAIllamke MoTpouada. Pusuk of
HEHCIIOpYKE MMa 3Ha4yajaH W HeraTHBaH yTUIAj Ha MOHAIIAkEe OTpoIIaya
y kynoBunu myteMm Wutepuera (Wai et al., 2019). To 3na4yu 1a oHiIajH
npomaBuu Tpeba na MUHHMH3HMPA)y PH3HK O] TOJHTHUKE IOBpaTKa
yTBphUBamEM jaCHUX MOJUTUKA U IPOLEeIypa, Kao U Jla ce MPUApKaBajy
TaKO HaBEeIEHUX CTaHAAPJIa, JOK C€ PU3UK O MPOHU3BOJA MOXKE CMABUTH
IIPUKa3UBakbEM jaCHUX HH(pOpMaIHja O IPOU3BOAUMA.

HcrpaxkuBame Koje je cripoBeieHo y Mpany OWIIO je OpHjeHTHCaHO
Ha YTUIA] NEpUUIMpPAHMX PHU3MKA Ha CTaB IMpeMa OHJIAJH KyHOBMHHU.
VYTBpheHo je na GUHAHCHjCKU PU3UK (PU3HK O]l TYOMTKAa HOBLA U IPYTHUX
(uHaHCHjCKUX acleKaTa) HEraTMBHO yTHYE Ha CTaB MOTpoOIIaya Mpema
OHJIajH KyITOBUHU. MICTO Tako yTBphEeHO je 1a pu3uK Ja ce mopyonHa Hehe
UCIOPYYUTH CTATUCTHYKM 3HAa4ajHO M HEraTMBHO YTHYE Ha CTaB
MoTpoIIaya mpemMa OHiajH KynmoBWHH. OHU Cy MOLUIA OJ XHIIOTE3E 1a
PHU3UK Be3aH 3a IPOM3BO/IE MMa HEraTHBaH YTHIIA] HAa CTaB IIOTpoLIaya, ajlu
Yy UCTPAXXUBaBY TO HHjE MOTBphEeHO. JoI jeTHa 01 MPETIIOCTaBKH BbUXOBOT
UCTpaXMBama je Omiia Ja YKOJIMKO IOCTOjH MOTOAHOCT 3a MOTpOoIIaye
(npujataH BeO cajT 1 1oOpa MOApIIKA MOTPOLIauiMa MPHJINKOM KYTIOBHUHE)
na he To MMaTH MO3UTHMBAH yTHIAj HA CTaB MpeMa OHJIAJH KYIOBHHHU.
Mehytum, Ta xumore3a je Takohe oxaOadeHa, jep HHje MOTBpheH
CTATUCTUYKHU 3Havajan ytunaj (Javadi et al., 2012).

Ha HuMBO mepuumnupaHor pu3nKa JUPEKTaH WM TOCPEAaH yTHIIA]
MOTYy UMaTH pa3IuuuTH (aKTOpH Kao ITO cy: Jemorpadceke
KapaKTepUCTHUKE, KapaKTEePUCTHKE TPOHM3BOJAa W OHJAJH HCKYCTBO
notpouraya. TOKOM roiMHa, akyMyJIMPaHO UCKYCTBO U 3HaH€ MOTpolIaya
ce nosehaBa, Te ce BUXOBAa KyIIOBHUHA yCMepaBa Ha ojipelyeHe OpeHi0Be U
Ha Taj HAUUH CE CMambyje HUBO PU3UKa U OTpeda 3a BETMKOM KOJIUYMHOM
nH(popmalyja npe KynosuHe. [lepuunupanu pusuk ce pasivkyje Kaaa ce
Kao KpUTepujyM auepeHIupama rnocMarpa moja noTtpomada. Hauwme,
KEHe onaxajy Behu pH3MK y OJHOCY Ha MyIIKapue y OpojHuUM
cuTyanujama (Hrp. MHAHCH)CKH acleKT), Ila TaKO U IIPU OHJIAJH KyTIOBUHH
(Stern et al., 1993). V nopehemwy ca myImikapiiuma, »xeHe nMajy Behn HUBO
NEepUUINPAHOT PU3UKa, jep cXBaTajy Moryhe mocieauie KynoBuHe myTeM
WnTepHera, a Thuuy ce Moryher ryOuTka NpUBATHOCTH TOKOM OHJIajH
kynosuHe. C Jpyre cTpaHe, Mpemnopyka IMpujaTejba yTUIATA je
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CTaTUCTHYKHU 3HAYajHO HA jKEeHE Ja nmoBehajy cBOje akTUBHOCTH y OHJIAjH
KyIOBHHHU, JOK TO HHje OMO ciydaj kox Mymkapama. [Ipum Tome, oBe
MPENopyKe Cy YTHIIAJe JIa C€ HUBO MEPLUUITUPAHOT PU3MKA CBE/IC HA HUKH
HUBO KOJ ’K€Ha, HeTO IITO je TO OO ciryyaj Ko Mymikapana. OBo 3Ha4H 1a
MIPOJIABIY YHja je MIOHY/1a yCMEPeHa Ha j)KeHe Tpeba a Texe Jla CBely HUBO
HEePIUITUPAHOT PU3HKA KOJ ’KEHa Ha IITO HIDKU HHUBO, 1A YaK M YCIOBUMA
Kaja cy XeHe uemhu u uckycHuju kopucHuuu Mutepuera (Garbarino &
Strahilevitz, 2004). Takohe, Tpeba HarjJaCMTH Ja HHUBO IEPLUIUPAHOT
pU3MKa MOXKE 3aBHCUTH OJf KapakTepUCTHKa TMpou3BoAa. Pusuk je
reHepanHo Behu 3a mpou3Bojie KOju 3axTeBajy Behe aHTa)KoBame U UMajy
onpehenu crenen nuune Baxxnoctu (Pires et al., 2004).

3AK/bYYAK

EnextpoHcka TproBuHa Op30 Mema HAYMH JKUBOTA U IMOCIOBambA
JbyIM IIMPOM cBeTa. YOp3aH pa3Boj MH(OPMAIOHO-KOMYHHUKAIIMOHUX
TEXHOJIOTHja UMa YTHIIA] Ha CBAaKOJHEBHUILY JbY/M, KAO M Ha MOCIOBAHE
npenyseha. Y mnocnoBamy opraHMsanyja ca KpajibuM IOTPOIIAYMMa,
npoxaja myteM WHTepHeTa APAacCTHYHO PAcTe y IOCIEAUX HEKOJIUKO
roguHa. Ce Behu Opoj moTpolnaya, Kako U3 pa3BUjEHUX 3eMalba, TaKo U
U3 3eMajba Yy pa3Bojy ce HaBHKaBa M mpwiarojaBa HOBOM KaHAITy
kynosuHe. Crora, pasymeBame (akropa KOju yTHUy Ha IOHAlllamke
MOTpOIIaYa y OHJIajH KYIIOBHHH j€ MPEeIMET HHTEPECOBamba KaKo BEITMKOT
Opoja uCTpakuBaya, TakKo U OpraHu3aluja.

Ha nmonamame notpomayda npu KylnoBUHHU yTH4e HU3 (pakTopa Koju
CYy BpEMEHOM €BOJIyHMpald ca I0jaBOM HOBHUX TpeHaoBa. CBe Beha
TIOITYJIAPHOCT U HIMPEHE KYMOBHHE IyTeM MHTepHeTa mocTakio je 1aa ce
BEJIMKH OpO0j MCTpakMBamba YCMEPH Ka pasyMeBarby OHUX JE€TEpPMUHAHTU
KOj€ 3HauajHO yTUYY Ha IOHallame norpouiayda. [loHamame norpoiaya ce
Mema y KOpak ca pa3BojeM TEXHOJIOTHje U HUje ra Moryhe nmpeaBuaeT1 kao
mTo je To Ounmo moryhe mpe macoBHOr kopuiihema WHTepHera, jep
MOTPOIIAYM BUILIE HUCY TOJHUKO JIOjaJIHU TPAAMLMOHAIHUM OpeHI0BHMA
kao panuje. Ha ocHOBY cuHTe3e pe3ynTaTa eMIUPH]CKUX UCTPaKUBamba
KOja Cy CIpoBeJieHa Y OBOj 00J1acT MOTY ce UJAeHTU(UKOBAaTH oapeheHe
rpyne ¢akTopa KOju yTU4y Ha IOHAIIamke MOTpoIllaya y OHJIajH KyIOBHHH,
a Haj3Ha4YajHMUje Cy: KapaKTepUCTHUKE MOTpoIIaya, MepLemniyja norpouaya
(meprpmupana BpeJHOCT OpeH I, MePIUMUPaHa KOPUCHOCT, MEPIUMHAPaHa
JEIHOCTAaBHOCT ymoTpede, NEPIHMIUPAHH PHU3HK), KapaKTEPHUCTHKE
npousBoaa (uH(MOpMAIMja O MPOU3BOAY, II€HA MPOM3BOJA, KaTeropwuja
NPOM3BO/A), KapaKTepHCTHKe mpoaaBna (mu3ajH BeO cajTa, permyTtanuja
OpeH/a, KOPHCHHYKH CEPBHUC, 3aIlTUTA MPHBATHOCTH M CHTYPHOCTH),
dakTopu OKpykema (KynTypa, CyOjeKTMBHE HOpPME, HEHU3BECHOCT,
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KOHKYPEHIIH]a, IPaBHA CTPYKTYpa, TPTOBHUHCKA OIPaHUYCHHa), IPYILITBCHE
MpeXKe, Kao U yCMeHa KOMyHHKaIlija y OHJIajH okpyskemy (e-WOM).

Y oBOM pany mocebaH akIleHAT jeé CTaBJbeH Ha KapaKTEPUCTUKE
OHJIajH MOTpOIIaya Kao rpyne Gpakropa Koja 3Ha4ajHO yTHUE Ha TIOHAIIAHE
MoTpolIaya y OHJIajH OKpyXkemy. To moapa3ymeBa ycpencpehenoct Ha
neMorpadcke npoduiie, ICUXOJIOUIKe U MCUXorpadcke KapaKTepUCTHKE,
Kao M ynorpeOy TEXHOJIOTHje, C TOCEOHMM aKLUEHTOM Ha TOJ, CTapocT,
oOpa3oBame, Mpuxoj, OpayHO cTame, HUBO Kopuirhema MHTepHeTa n
MCKYCTBO y OHJIajH KynoBHHU. [lepMaHeHTaH 3ajaTak KOjH ce CTaBJba Mpe]
MapKeTHHI MEHallepe KOMIIaHWja je Ja IMpare NMPOMEHE Yy MNOHallamby
MoTpoIIaya ¥ Ja npuiarol)aBajy akTHBHOCTH KOMIIAHHj€ HOBOHACTAIIUM
npomeHama. Ctora, BeoMa je BaXHO YTBPAUTH AeMOrpa)CKu Mpopuil
MOTpOIIaYa KOju HajBHIIE KyITyje myTeM MHTepHeTa, Kao U ’bUXOBE HaBUKE
KOj€ ce OJJHOCE Ha y4YeCTaJIOCT KYIOBHHE, KOJIWYMHY HOBLIA KOjy TpOLIE Y
OHJIajH KYIIOBUHH M BPCTy IPOM3BOJa Koja ce kymyje. OBe nHpopmarmje
Cy OJl U3y3eTHOT 3Hayaja 3a KOMIIaHHWje, jep UM oMoryhaBajy aJeKBaTHO
MOCTaBJbamkhe MAPKETUHT CcTpaTeruja Ha HTepHeTy.

[Topen Tora, mocebaH M3a30B 3a OpraHHU3alje KOje MpPUMEHY]Y
OHJIajH MPOJIajy IpeCTaBiba CTBapame MoBepema norpomraya. [losepeme
y OpeH] je BakaH eJeMeHT oaHoca u3Mmely norpoinava u npeayseha, jep
MOTPOIIAYN TEXe Ja BUIIE KOpUCTe Moy3naHe OpeHmgoBe. Ha ocHOBy
HaBEJCHUX YHMILCHHMIIA, 3aKJbydyje ce Jla je Mepleryja pu3nKa jeJan of
orpannyaBajyhux ¢akropa y mnorieny kynoBuHe mnyrtem IHTepHera.
Crora, BeoMa je BaXXHO Jla KOMIIaHH]j€ KOje MOCIy]y y OHJIajH OKPYXEHY
Ha aJIeKBaTaH HA4YMH TpaTe W YIpPaBJbajy Ca HUBOOM MEPUUMUPAHOT
pu3uKa, Kako OM ce Ha Taj HaYMH 3aJpXald NocTojehM W MpUBYKIN
MTOTEHIM]jaJTHU OHJIAJH MTOTPOIIAYH.

C npyre ctpaHe, oBakaB HauMH MOCIIOBamba MPY>Ka HU3 MPETHOCTH
3a MOTpoIIaye, Kao ITO Cy KOPHUCHOCT U jJeAHOCTaBHOCT yIOTpeode, IITO
JI0BO/IM Takohe 110 kpajie KynosuHe myteM MuTepHerta. [lopen HaBeneHUX
(dakTopa, mpenopyka 3a Oyayha UCTpakuBama je Ja ce y aHaIu3y yKJbyde
U Ipyre Bapujalie U eJIeMEeHTH KOjH OIlpeliesby]y MOHaIlamke MoTpolIaya
Y OHJIaJH OKPYKEHY.
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Abstract: The aspiration and goal of any company operating in an online environment
are to be successful, competitive, and profitable. Current trends in the development of
internet trade must be followed to achieve these goals. Companies must continuously
adjust their businesses to new trends that change from year to year. Given the growing
importance of this type of purchase, it has become imperative to identify factors that
influence consumer behavior in the online environment. Therefore, this article has as aim
to analyze the buying etiquette of online consumers when purchasing products and
services from aspects of different consumer characteristics and their perception of risk
and the benefits they have from this way of buying.
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INTRODUCTION

In modern living conditions, more and more people buy many
products and services over the Internet, but there are certain products that
sell better in physical stores. Also, online consumers are provided with
more information and given a choice based on product comparisons and
prices, greater choice, convenience, easier to find interesting goods and
services. In doing so, modern consumers seeking convenience and speed
in carrying out transactions find greater satisfaction when shopping
online. On the other hand, certain factors negatively affect the
performance of internet purchases. Lack of trust is one of the most
frequently analyzed topics in the field of marketing literature (He et al.,
2008; Rehman et al., 2019). Therefore, consumers want to have more
detailed information about the product and find relevant information
before purchasing through oral communication to reduce perceived risk
and build confidence in this way of purchasing.
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Given the growing importance and volume of online trade over the
last few years, a mounting number of factors are being singled out that
influence consumer behavior. The popularity and spread of online
shopping have prompted numerous authors to direct their research toward
understanding those determinants that significantly influence the behavior
of online consumers. Consumer behavior is changing in step with the
development of technology and cannot be predicted as before mass
internet use because consumers are no longer as loyal to traditional brands
as they used to be. The following article will show and explain the results
of a survey of numerous authors according to the results of previous
literature regarding the profound effect of different consumer
characteristics and their perceptions of consumer behavior in the online
environment.

1. SPECIFICITIES OF THE ONLINE ENVIRONMENT

The development of information technology in the era of
globalization brings a change in many aspects of life. The Internet is a
new-age medium which has been rapidly evolving in recent decades.
Since the 1990s, the Internet has begun to take on all the characteristics of
modern mass media, and today it is the most widespread means of
communication and information. For this reason, the Internet is like a
medium, present in almost all spheres of modern people’s lives. It can be
called the "network of all networks" because it is a global computer
network that has become an irreplaceable element that significantly
influences an individual's daily existence in a relatively short time. In
addition to being used to exchange data, many other services are enabled
over the Internet these days, such as education, financial transactions,
leisure, search and operation, purchase, etc.

According to the latest data from the global business data platform
,,otatista”, about 4.66 billion people actively use the Internet, which is
about 59% of the world's population. In this way, mobile devices are the
predominant channel for Internet access, as mobile Internet users make up
91% of all Internet users (Statista, 2021). According to the Statistical
Office of the Republic of Serbia, the number of web users in the Republic
of Serbia is increasing year after year. Namely, in 2020, 78.4% of
respondents actively used the Internet in the last three months compared
to the survey period, while 17.4% of respondents never used the Internet.
Also, the number of users increased by 2% compared to 2019 and 6.8%
compared to 2018 (Statistical Office of the Republic of Serbia, 2020).

The Internet gradually developed into a channel of sales and/or
distribution from primarily communication media and then into a
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platform for managing relations with consumers and virtual communities.
The digital nature of the Internet has made it possible to track all
interactions in the online environment, which gives a whole new
dimension to critical areas of marketing. This all leads to the conclusion
that there is necessarily a holistic management of Internet marketing
activities at the level of all elements of the marketing mix (Previsi¢, &
Ozreti¢ Dosen, 2004). However, interactions in an online environment
carry much more risk and uncertainty than the same activities in an offline
environment. Communication no longer depends only on two people, but
now a technical factor is involved, internet infrastructure, factors that are
not under the control of both sides, and it is harder to gather all the
important information to build trust. Therefore, the holistic approach to
Internet marketing and its inclusion in marketing strategy significantly
contribute to the success of companies' marketing activities in the virtual
environment (Tiago et al., 2007).

Compared to the traditional marketing environment, the biggest
changes in the online environment are related to the new position of
consumers. Simultaneously, the Internet has reduced the dominance of
companies and other organizations and increased consumer dominance.
Although the technology provides much greater insight into consumer
behavior, consumers use the same technology to control interactions with
companies and organizations, putting new challenges before marketing
experts. In addition, consumers become value creators in an online
environment (Dann, & Dann, 2011). New consumer roles in the online
environment affect all aspects of Internet marketing, from market research
and consumer behavior to managing all marketing mix elements and
consumer relationships.

The growth of the Internet has altered the lives of individuals, but
it has also affected the way companies operate. This implies that the
traditional way of doing business becomes inefficient compared to
electronic business. In this way, companies can connect very quickly and
in a short time with customers, suppliers, and competent institutions.
Likewise, the accelerated development of the Internet has presented
consumers with an opportunity to buy products and services simply and
quickly from the comfort of their own homes. Therefore, most companies
choose to own a web store in addition to the traditional store so that they
can serve as broad a market as possible. Some companies don't have
physical branches but have been operating online from the beginning. In
such Dbusiness conditions, consumers are becoming increasingly
demanding, all because of the possibility of having an almost unlimited
selection of thousands of pieces of information and data in one place. In
addition, marketing experts continue to make maximum efforts to respond
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to changes in the modern environment in which they create and deliver
new products and benefits to consumers.

2. CONSUMER BEHAVIOR IN THE ONLINE
ENVIRONMENT

The accelerated development of information and communication
technologies over the last few decades, the invention and growing
presence of the Internet in each individual's life, and knowledge of the
basic possibilities it offers, have enabled the creation and development of
new forms of business. One of them is e-shopping. Online purchases or
shopping over the Internet can be defined in different ways. Online
shopping is an activity in which consumers buy certain commodities or
services in real-time directly from an Online retailer (CTI Reviews,
2016). According to the OECD, purchasing products over the Internet is a
way of shopping carried out through computer networks or specially
designed methods for receiving and placing orders, whereby payment and
delivery of ordered products or services do not always have to be done
online (OECD 2011).

Shopping over the Internet can be very quick, simple, and often
the least expensive way to buy a specific item, making it the most
profitable trade form. Different models or types of e-commerce are used.
The online trade between the two companies is called B2B (business-to-
business), which means that the companies are both buyers and sellers in
this model. This model enables companies to conduct transactions
electronically with their distributors, vendors, suppliers, customers, and
other partners. On the other hand, the online trade between companies and
consumers is called B2C (business-to-client). It's every online trade
between a company and a customer for its own needs. An example of this
is retailers' websites, through which products or services are sold. A
company can have significant benefits if it opens a virtual store instead of
a physical store because it does not have to pay employees, set aside the
cost of space, etc. For companies with intermediaries in the distribution,
advertising, and sale of products, B2C is not an efficient model (Zivkovié,
& Milosavljevi¢, 2008). In addition to these forms, there is a C2C model
that, by definition, represents the customer's direct contact with other
customers.

Technological development, the rapid spread of the Internet, and
the associated growth of online shopping have given rise to a novel kind
of consumer, which is an online consumer. Online shopping has become
one of the main activities in modern business, as it allows consumers to
purchase commodities at any time that will meet their needs. Therefore,
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online shopping provides several advantages for consumers, such as the
availability of a broad range of products and services, product
information, various discounts, the ability to shop at any time, and the
abundance of reviews for most products. Certain deficiencies they face
stand out for all the advantages online consumers have from this type of
shopping. One of the biggest obstacles to online purchasing is the absence
of physical contact and the tangibility of the product, and therefore
consumers have no quality assurance. In online stores, consumers can
perceive high risk and low confidence due to the potential risk of hacking
attacks and a lack of "face-to-face” communication. The main factors
with unfavourable effect on consumer confidence in online shopping are
misuse of personal data, risk of delivery of the wrong or damaged
product, theft of payment card data, the aggravated procedure of returning
a faulty product or substitute, and aggravated refund (Dunkovi¢, 2016).

Some authors believe that the traditional and online shopping
decision-making processes are not distinctly different, stating that the
only difference between the two is purchasing environment and marketing
communication (Katawetawaraks, & Wang, 2011). On the other hand,
online consumers are thought to behave differently from traditional
consumers, and the decision-making process about future purchases
differs. In the conventional way of buying, the five-stage buying decision
process consists of the following phases: need recognition, information
search, assessment of alternatives, purchase decision, and behavior after
purchase (Kotler et al., 2006). However, this process comes down to the
following phases: building trust, purchasing behaviour, and post-purchase
behavior (Li, & Zhang, 2002). In this model, the consumer first searches
for information about the products and services that the seller sells over
the Internet, analyzing its websites. It is an important aspect of the
retailer's reliability for consumers to build confidence in the online
retailer and continue the shopping process. Post-purchase behaviour refers
to issues related to delivery, warranty, return policy, etc.

Regarding purchasing branded products, in the traditional way of
buying, the consumer may opt to buy a particular brand, as they will see
that it is chosen by other consumers, whereas online shopping is not the
case. In an online environment, the consumer opts for a particular brand
based on their needs and information about a specific product. Banners
and online promotions can attract consumer attention and stimulate their
interest in particular brands. If they don't have enough information,
consumers will search through different online channels. For example,
they will search for product information in online catalogues, websites,
etc.
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Giving an insight into data from the Statistical Office, in the
Republic of Serbia, 57% of the population made at least one online
purchase in 2020 and 2019, while 43% of the people never used the
Internet for this purpose. Also, the number of consumers who shop online
IS increasing year after year. In 2011, for example, only 18% of
consumers used this type of purchase, so that as early as 2017, this
participation exceeded 50% (Statistical Office of the Republic of Serbia,
2020). This way of purchasing provides the potential for the country's
economic growth and offers numerous benefits to consumers and sellers,
such as a broad range of products and services, no spatial and time limits
for purchases, access to the global market, low operating costs, etc.
(Kalini¢, & Sternard Zabukovsek, 2015). Online shopping also enables
monitoring of the behaviour of existing consumers, that will allow the
creation of models for predicting future demand and selecting suitable
marketing activities by the seller. Also, the specified purchase method is
the basis for developing related services, such as courier and postal
services (Kalini¢, & Rankovi¢, 2016).

3. CONSUMER CHARACTERISTICS

Company marketing managers should monitor changes in
consumer behavior and adapt the company's activities to new changes.
Therefore, determining the consumer's demographic profile is of utmost
importance as is defining who buys the most over the Internet and their
habits regarding the frequency of purchases, the amount of money they
spend on online shopping, and the type of product to buy. This data is of
paramount importance to companies because it enables them to set
marketing strategies on the Internet adequately.

3.1. DEMOGRAPHIC CHARACTERISTICS OF CONSUMERS

Consumer demographic data are objective and quantitatively
expressed characteristics of the population. They're easy to identify,
collect, measure and analyze. These are factors that have a long-term
impact on marketing activities and define the micro-environment and
macro-environment of the company (Marici¢, 2008). These factors belong
to a group of the most commonly researched factors related to online
shopping. Many authors (Lim et al., 2016; Putro, & Haryauto, 2015;
Rehman et al., 2019) investigated how different demographic elements
like gender, age, educational background, income status, and marital
status impact the behavior of online consumers. In addition, most believe
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that identifying these factors can help retailers determine target markets,
further providing the basis for predicting future purchasing habits.

The impact of demographic factors influencing the way consumers
act during online shopping has been questioned since the late 1990s. Until
then, the younger generation used the Internet primarily, which had less
purchasing power than older people. During that period, the
aforementioned age differences among online consumers decreased. Also,
some authors have concluded that younger buyers find more benefits to
electronic shopping than the elderly (Stafford, Turan, & Raisinghani,
2004; Dholakia, & Uusitalo, 2002). However, regardless of the younger
population's more positive attitude towards online shopping, older
consumers buy more than younger ones (Joines, Scherer, & Scheufele,
2003). On the other hand, some researches have not confirmed a notable
link between age and consumer intent to shop over the Internet (Rohm, &
Swaminathan, 2004). However, the fact is that an individual's age affects
interests, tastes, and the ability to buy. Consumers in different age groups
have very different needs and desires and different financial possibilities,
so consumers belonging to other age groups are focused on specific
categories of products and services.

The level of consumer income is a very important economic and
demographic characteristic for distinguishing market segments.
Manufacturers of products and services typically segment the market
based on income, as they perceive it as a crucial signal of the potential for
successful product and service adoption. A significant number of studies
have shown a positive impact of income levels on the tendency toward
online shopping (Susskind, 2004; Donthu, & Garcia, 1999; Korgaonkar,
& Wolin, 1999). This can be elucidated by noting that the majority of
online purchases consist of typical, everyday consumer goods, increasing
demand with income growth. According to the latest data from the
Republic Statistical Office, consumers bought in 2020 the most “normal
goods”: clothing and sports products (52.3%), sports equipment (26%),
electronics and home appliances (20.2%), computers, tablets and mobile
phones (16.5%), books (15%) etc. (Statistical Office of the Republic of
Serbia, 2020).

Gender structure is very important for planning marketing
activities because the sexes differ in purchasing products and services
specifically intended for them, although many product categories are used
equally (Milisavljevic et al., 2005). Research from a previous era
indicates that men tend to make more online purchases and allocate a
higher expenditure to online shopping compared to women. Conversely,
women exhibit a greater degree of skepticism towards online shopping in
comparison to men (Brown, Pope, & Voges, 2003; Rodgers, & Harris,
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2003; Alreck, & Settle, 2002). This is confirmed by data from the
Republic Statistical Office for 2020. In 2013, men chose online shopping
more often than women. Some of the most important findings of the
survey regarding the frequency of purchases by gender are as follows
(Statistical Office of the Republic of Serbia, 2020):

e In the last three months, online shopping was done by 38.7% of
men and 34.2% of women;

e More than three months ago (less than a year ago), online
shopping was done by 12.9% of men and 11% of women;

e More than a year ago, online shopping was done by 12.5% of men
and 6.6% of women.

The product categories that men and women are interested in are
different. Men tend to show greater interest in software and electronics,
whereas women tend to gravitate towards online shopping for clothing,
groceries, and beverages. During the initial phases of online commerce
development, the available products catered more to male preferences.
(Slyke, Comunale, & Belanger, 2002). Namely, one of the reasons
women didn't shop online was because there were no products on offer
that women preferred. The limitation in terms of the physical aspect
(inability to touch or try a product) is one of the deficiencies of online
shopping, which could have contributed to fewer female consumers on
the Internet. This is especially pronounced in those product groups that
require multiple different aspects of the rating by female consumers.
Nevertheless, it is a reality that the growth of online shopping has led to a
substantial increase in the number of women participating in online retail
in recent years. This shift has made women an increasingly significant
demographic in the realm of online shopping.

In terms of education, the overall consensus is that individuals
with higher levels of education tend to possess greater familiarity with
internet technology and consequently, exhibit more confidence when it
comes to online shopping. According to statistics from the Statistical
Office in the Republic of Serbia for the last three months of 2020, 92.9%
of highly educated individuals utilized the Internet, along with 82.4% of
those with moderate education levels, while 52% represented individuals
with lower or no formal education. This particular positive impact has
been confirmed in various studies (Susskind, 2004; Liao, & Cheung,
2001). However, the results of other surveys refuted this view and found
no statistically significant link between the level of education and intent
to do online shopping (Donthu, & Garcia, 1999; Mahmood, Bagchi, &
Ford, 2004). These conflicting opinions can lead us to conclude that

110 Journal Ekonomski pogledi, ISSN 1450-7951



Perception and sociodemographic profile of consumers in the online
environment

internet shopping is simple and does not require a higher level of
education.

An investigation into how demographic factors shape consumer
perceptions in the context of online shopping has revealed that gender,
age, and consumer income exert no discernible influence on these
perceptions. This suggests that both men and women similarly perceive
online shopping, regardless of their age or income level. On the other
hand, education and marital status were statistically significant factors in
customer perception when shopping over the Internet (Singh, & Rana,
2018). In a study conducted by Hernandez and colleagues in 2011, the
researchers investigated whether the online shopping behavior of
experienced e-consumers, those who frequently make online purchases, is
influenced by their socioeconomic attributes such as age, gender, and
income. The findings from the study revealed that the socioeconomic
characteristics of these experienced e-consumers did not have statistically
significant impacts on their online shopping behavior (Hernandez et al.,
2011).

Analysis of sociographic characteristics found a significant
difference in shopping frequency between women and men. Namely,
women shop more often over the Internet, and their online shopping is
determined by the lower price of products/services, while men give
priority to the speed of their purchase. It has also been observed that
people aged 25 to 34 frequently opt for online shopping due to the allure
of more affordable prices. and greater product diversity, and respondents
aged 18 to 24 more often prefer this type of shopping because of
increased product diversity. It can be assumed that people aged 25 to 34
elevate the regularity of making online purchases because they are
focused on career advancement, then engage in marital relations, resulting
in increased professional and private activity and less leisure time
(Bauboniené, & Gulevicite, 2015).

In a recent survey conducted in China, it was found that there is no
notable contrast between men and women when it comes to their
inclination to engage in online shopping. However, an interesting trend
emerged when examining the age distribution of Chinese consumers. It
was observed that as individuals grow older, their propensity to make
online purchases tends to decrease. Additionally, a direct correlation was
identified between income levels and the likelihood of online shopping.
Specifically, consumers with higher incomes demonstrated a greater
inclination to engage in this mode of purchasing. In terms of marital
status, married/married respondents with children have a more
pronounced intention of online shopping than married/married without
children or single people (Gong, Stump, & Maddox, 2013).
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The demographic profile of consumers in Serbia shows that men
have a habit of shopping more often over the Internet than women and
shop several times a week. It found that the age and number of household
members as factors did not significantly impact the frequency of
purchases. The same has been concluded regarding education levels, but
there is still a slight increase in the frequency of purchases with rising
levels of education. Looking at consumers' personal incomes, consumers
were more likely to make online purchases (Ciri¢, Vladisavljevi¢, &
Birinji, 2017). When it comes to the categories of products and services
most commonly purchased online, in this survey, the first place has books
and a category of other (respondents "under the other" added clothing,
footwear, food). Then, at the frequency of purchases, electronic devices
(smartphones, TVs, laptops and computer equipment) followed by sports
equipment and cosmetics in the same percentage; hotel arrangements,
plane tickets, then hobby tools, children's toys and finally furniture.

3.2. ONLINE CONSUMER EXPERIENCE

The Internet is becoming increasingly important for everyday life,
and many people use this global computer network in their daily
activities. The online consumer experience refers to factors that speak to
the frequency of Internet use, the risk (fear) of shopping over the Internet,
and consumers' comfort in using the Internet. Therefore, various studies
have shown a positive impact of the Internet experience on consumer
behavior in online shopping. A study by Citrin and associates (2000)
revealed a favorable correlation between previous Internet use and online
shopping, i.e., the more consumers use the Internet, the more likely they
are to express a positive attitude toward online shopping. Similar results
came from researchers in Singapore, where it was found to have a
statistically significant link between Internet use and a strong affinity for
making online purchases (Liao, & Cheung, 2001). In addition, they
believe network speed is not a significant benchmark for initial readiness
for online shopping. In addition, they believe network speed is not a
significant benchmark for initial enthusiasm for online shopping. The
initial duration spent on the internet while making the first online
purchase has a constructive impact on the subsequent frequency of online
shopping, as highlighted by research conducted by Jayawardhena et al. in
2007 and by Etminani-Ghasrodashti and Hamidi in 2020. The comfort of
using the Internet is directly related to the intention of shopping over the
Internet (Mauldin, & Arunachalam, 2002), while the fear of using the
Internet decreases as the time consumers spend on the Internet increases
(Susskind, 2004). However, some studies have found that the link
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between internet use experience and online shopping is not statistically
significant (Cho, 2004; Nysveen, & Pedersen, 2004). Therefore, it can be
concluded that an experienced online consumer has tremendous
confidence in online shopping and a sense of less risk associated with a
website in an online environment.

4. CONSUMER PERCEPTION

The perception of risk is one of the limiting factors in internet
shopping. Therefore, it is very important that companies operating in an
online environment adequately monitor and manage the perceived risk
level to retain existing and attract potential online consumers. On the
other hand, the perceived usefulness and simplicity of new technologies
can positively affect consumer behavior in the online environment.

4.1. PERCEIVED USEFULNESS

Perceived usefulness denotes the extent to which an individual
believes that a particular technology they are using will provide them with
some advantages. This perception primarily hinges on the effectiveness of
technological features, such as the services offered by online retailers and
enhancements in technology for product discovery, as suggested by Kim
and Song in 2010. Consequently, perceived usefulness is considered a
pivotal factor influencing consumer behavior in the realm of online
shopping. When we examine perceived usefulness in the context of
general consumer perceptions regarding internet technology, we find that
it amplifies consumers' intentions to purchase specific products or
services using the internet. Research by Rehman et al. in 2019
underscores that consumers' intent to make online purchases plays a
statistically significant and positive mediating role in the connection
between perceived usefulness and online consumer behavior. Moreover,
an investigation involving 175 respondents, all of whom possessed prior
online shopping experience and were over 20 years old, unearthed a
noteworthy and statistically meaningful influence of perceived usefulness
on the intention to engage in online shopping, as indicated by Hasan,
Harun, and Rashid in 2015. These findings align with those of other
scholars who have also discovered the affirmative impact of perceived
usefulness on online shopping intent in their respective studies, including
Chain 2011 and Ling et al. in 2011.

In contrast, some studies have found that perceived usefulness has
no statistically significant impact on the intent of online shopping. A
survey of 200 active students from an Indonesian university who had no
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previous experience in online shopping to investigate factors influencing
students' intent to do online shopping found that perceived usefulness did
not statistically significantly affect the intent of online shopping by these
respondents. However, it was deduced that students' attitudes toward
online shopping are positively influenced in a statistically significant
manner by their perception of the usefulness of the online shopping
experience, as online shopping enables offers at any time and from
anywhere, reduces shopping time, and provides a greater offer of products
and services (Juniwati, 2014).

Hence, it can be inferred that as consumers develop a sense of
security and confidence in using information technologies and grasp the
advantages of online shopping (such as convenient access to retailer
websites, product and price comparisons, and swift product availability),
they are more likely to cultivate a favourable disposition towards online
shopping and engage in the act itself.

4.2. PERCEIVED EASE OF USE

Perceived ease of use pertains to the belief that engaging in online
shopping will require minimal exertion on the part of an individual. The
difficulties that arise when searching on the Internet are cited as the main
obstacle to online shopping (Ranganathan, & Ganapathy, 2002). Namely,
the inability to use the Internet, access difficulties, the complexity of
technology, and the unease of using computers are obstacles that can
create a negative attitude towards consumers utilizing the internet for
online shopping.

Cha (2011) discovered that the perception of online shopping as
being easy to use has a favourable influence on the intention to shop
online. Consequently, online retailers should strive to enhance efficiency,
convenience, and overall ease of use on their online platforms.
Furthermore, a 2019 survey established a statistically significant and
positive connection between perceived ease of use and the intention of
consumers to shop online. Notably, the intention of consumers plays a
substantial mediating role in the association between perceived ease of
use and the online shopping behaviour of consumers, as indicated by
Rehman et al. in their research. Other authors came to the same
conclusions (Ling et al., 2011). This means that the ease of using
information technologies and the degree of satisfaction with the online
shopping experience should be the basis for predicting the intentions of a
potential online consumer.

Conversely, investigations have not provided conclusive evidence
regarding the statistically significant influence of perceived ease of use on
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online shopping. Instead, factors like self-efficacy and perceived
usefulness have emerged as pivotal perceptions in elucidating the conduct
of seasoned online shoppers, while the aspect of ease of use has no
statistically significant impact on their behaviour (Hernandez, Jimenez, &
Martin, 2009). Therefore, it can be concluded that over time, information
that is important for online consumers accumulates, their purchases come
down to specific brands, and reduces the need for certain information
before buying and the same effort that the consumer makes when
shopping online.

4.3. PERCEIVED RISK

Perceived risk is characterized as the personal belief held by a
consumer, indicating their sense of potentially incurring a particular loss
while striving to achieve a specific outcome (Pavlou, 2003). In online
shopping, the risks that a consumer could perceive are highly significant
compared to the traditional way of buying. Perceived risk was initially
examined in an offline environment, identifying five dimensions:
psychological, physical, social, financial, and time risk. New dimensions
of perceived risk have been added to internet purchases, including
security and privacy risks. Perceived risk is regarded as a barrier to
seamless transactions since consumers tend to instinctively associate risk
with the assessment of products and services they purchase via the
internet, as noted by Choi and Lee in 2003. Also, in some studies, the
level of perceived risk and intention of purchase is inversely proportional
(Shim et al., 2001). When consumers spot any risk, they become skeptical
and look for a way to minimize it. The greater the perceived risk, the
more cautious the consumer, is when making decisions about online
shopping. On the flip side, when the perceived risk is diminished, there is
a heightened inclination towards online shopping (Tan, 1999).

The perceived risk linked to online commerce can be categorized
into two main components: behavioral risk and environmental risk, as
outlined by Park et al. in 2004. Behavioral risk emanates from the
potential for online retailers to exhibit varying conduct or actions by
exploiting the distance and contactless characteristics of online trading
and the inability to monitor all transactions by the state adequately. Also
included in this risk group are product risk, psychological risk, and the
risk of the seller's performance. The inherent unpredictability of the
Internet introduces risk stemming from the digital environment, which
lies outside the influence of both retailers and consumers. This category
encompasses financial and privacy-related risks.
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Lee and associates (2001) also looked at the risk in the above
context. They concluded that the perceived risk associated with online
transactions is inversely associated with perceived usefulness and that this
risk negatively affects consumer behavior in online shopping. Likewise,
they believe that online consumers may be unsafe when making online
transactions because they involve products or services are intangible in
the digital realm.

Therefore, they conclude that perceived product/service risk
positively correlates with perceived commerce risk and negatively affects
how consumers behave when shopping online. They also assumed that the
perceived risk of the product was negatively associated with perceived
usefulness, but this was not proven in their research (Lee et al., 2001).
Furthermore, it is believed that product risk, convenience risk, and return
policy risk exert a substantial and favorable influence on consumer
behavior in the context of online shopping. Although consumers want to
avoid possible financial risk, this type of risk in this study is not
significant and has adverse effects on consumer behavior. The risk of
non-delivery has a significant and negative influence on consumers'
online shopping habits. (Wai et al., 2019). This means that online retailers
should minimize the risk of return policies by establishing clear policies
and procedures and adhering to such standards. In contrast, the risk of
products can be reduced by displaying clear information about them.

Javadi and associates (2012) conducted research that was oriented
in regard to the influence of perceived risks on attitudes toward online
shopping. Financial risk (risk of losing money and other financial aspects)
negatively affected consumers' attitudes towards online shopping. It also
found that the order's risk would not be delivered statistically significantly
and negatively affected consumers' attitudes towards online shopping.
They came from the hypothesis that product risk exerts an adverse
influence on consumer attitudes, but the research has not confirmed this.
Another assumption of their study was that if there were a convenience
for consumers (a pleasant website and good customer support when
shopping), it would positively impact attitudes towards online shopping.
However, this hypothesis was also rejected, as no statistically significant
impact was confirmed (Javadi et al., 2012).

The degree of perceived risk can be shaped, either directly or
indirectly, by a multitude of factors, including demographic traits, product
attributes, and the online familiarity of consumers. Over the years,
consumers' accumulated experience and knowledge increases, and their
purchase is directed to specific brands, thus reducing the level of risk and
need for a large amount of information before purchase. Perceived risk
differs when the criteria for differentiation are considered the gender of
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the consumer. Namely, women perceive a higher risk than men in many
situations (e.g., financial aspects), and thus in online shopping (Stern,
Dietz, & Kalof, 1993). In contrast to men, women tend to exhibit an
elevated level of perceived risk, primarily due to their heightened
awareness of the potential consequences associated with online shopping,
particularly concerning the risk of privacy breaches. Conversely, the
recommendation of friends affected women statistically significantly to
increase their online shopping activities, while that was not the case with
men. In addition, these recommendations influenced the level of
perceived risk to be reduced to a lower level in women than in men. This
means that sellers whose offer is aimed at women should seek to reduce
the degree of perceived risk in women to as low a level as possible, even
when women are more frequent and experienced Internet users
(Garbarino, & Strahilevitz, 2004). Additionally, it's essential to highlight
that the extent of perceived risk can vary depending on the attributes of
the product in question. Risk tends to be elevated for products that
demand more significant involvement and hold a certain level of personal
significance. (Pires et al., 2004).

CONCLUSION

E-commerce is fundamentally reshaping the way people live and
do business worldwide. The accelerated advancement of information and
communication technologies has an impact on people's daily lives and the
business of the company. In the business of end-consumer organizations,
internet sales have risen dramatically in the last few years. A growing
number of consumers, both from developed countries and developing
countries, are becoming accustomed to adapting to the emerging avenue
for shopping. Therefore, understanding the factors that influence
consumer behaviour in online shopping is subject to interest from many
researchers and organizations.

Consumer behaviour is influenced by many factors that have
evolved with new trends. The growing popularity and expansion of online
shopping have prompted a large number of researches to focus on
understanding those determinants that significantly affect consumer
behaviour. Consumer behaviour is changing in step with the development
of technology. It is impossible to predict it as before the mass use of the
Internet because consumers are more loyal to traditional brands than
before. Based on the synthesis of the results of empirical research
conducted in this area, certain groups of factors affecting consumer
behaviour in online shopping can be identified. The most significant are
consumer characteristics, consumer perception (perceived brand value,
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perceived utility, perceived ease of use, perceived risk), product
characteristics (product information, product price, product category),
seller characteristics (website design, brand reputation, customer service,
privacy, and security protection), environmental factors (culture,
subjective norms, uncertainty, competition, legal structure, trade
restrictions), social networks, as well as electronic Word of mouth (e-
WOM).

In this paper, particular emphasis is placed on the characteristics
of online consumers as a group of factors that significantly influence
consumer behavior in the online environment. This includes focusing on
demographic profiles, psychological and psychographic characteristics,
and the use of technology, with a special emphasis on gender, age,
education, income, marital status, internet usage level, and online
shopping experience. The permanent task placed before the marketing
managers of companies is to monitor consumer behavior changes and
adapt the company's activities to new changes. Therefore, it is very
important to determine the demographic profile of consumers who buy
the most online, as well as their habits relating to the frequency of
purchases, the amount of money they spend on online shopping, and the
type of product being purchased. This information is vital for companies,
as it allows them to set up marketing strategies on the Internet properly.

In addition, a particular challenge for organizations implementing
online sales is creating consumer trust. Brand trust is a crucial element of
the relationship between consumers and businesses, as consumers tend to
use trusted brands more. Based on these facts, it is concluded that risk
perception is one of the limiting factors in terms of online shopping.
Therefore, it is very important that companies operating in an online
environment adequately monitor and manage the perceived risk level to
maintain existing and attract potential online consumers.

On the other hand, this way of doing business provides many
advantages for consumers, such as utility and ease of use, leading to the
ultimate purchase via the Internet. In addition to the above factors, the
recommendation for future research is to include other variables and
elements that define consumer behavior in the online environment.
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