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Casrcemax: Ilonawarbe nompowiaua y cagpemerum yYcro8uma 00enexceno je CioriceHum
ymuyajem eKOHOMCKUX, NCUXOTOUWIKUX U OUSUMATHUX (PAKMopa Koju OOUKYJY Huxose
001yKe 0 KYNoSUHU U CnpeMHoCcm oa niame oopeherne npouszgeode u ycayee. [lpeomem o06oz
UCMpPadtcu8arsa NPeocmasbd AHAIU3aA Paxmopa Koju ymuuy Ha cnpemMHoCH nPpUnaoHuKa
eenepayuje Z 0a niame npozpame 3a 6excoaroe, ca nocedHUM POKyCcom Ha NCUXonoulxe,
EKOHOMCKe, COYUOKYIMYPHEe U OUSUMAanie OemepmMuHanme noHawar,a nompowaua. Lue
ucmpaxcugara je oa ce uOeHmMuuxyjy u objacie KwyyHu @akmopu Koju oopelyjy
cnpemnocm 3a niaharwe (WTP) y konmexcmy gpumnec ycayea. Mcmpaosicusauxe xunomese
00HOCEe Ce Ha ymuyaj JHCU8OmHO2 3a0060/bCMEA, Momusayuje, 30pascmeeHos cmared,
npuxooa, YeHogHe 0CemwmUBOCMU, KOPUCHUUKOZ UCKYCMBA, A0jATHOCIU, OUSUMATHUX
KaHana, kao u ymuyaja nopoouye u uugayencepa na WIP. 'V ucmpascusary cy
Kopuwihene Memooe OecKpunmueHe CMAmucmuke, Kopenayuone u 6UecmpyKe
peepecuone ananuze. Pezynmamu nokasyjy oa je cnpemnocm oa ce niamu 3HAYAjHO
YCNI06bEHA  KOPUCHUYKUM — UCKYCMBOM, YEHOGHOM  NepYenyujom, MOMmMueayujom,
npuxoouma u ymuyajem un@uyencepa, 00K cy HeKu Gaxmopu, Kao wmo cy 10jarHocm u
OueUmanHy Kawany, uzeyounu 3nHauaj y Mmynmueapujanmuom moodeny. Hcmpaoicusarse
nomsplyje oa je WIP pesynmam xomniekcHe unmepaxyuje suwe epyna gpakmopa u oa
QUSUTATIHO OKPYJiCere U UCKYCMBEeHU acnekm umajy ceée eehu suauaj y opmuparsy
00yKa nompowaya.

Kwyune peuu: nonawarne nompowaua, cnpemuocm oa ce naamu (Willingness to Pay),
npozpamu 3a gedxcoarse, nepyenyuja peoHocmu, 2enepayuja Z.
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YBO/

~Pacm u pazeoj komnanuje, y Mopy KOHKypeHyuje, 0aHac je OupeKmuo
VCI06/bEH 3HAIbEM KOje Ma KOMNAHUJA UMA O C80JUM NOMPOMmaiuma.
(Matanovi¢ & Markov, 2020, str. 237)
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VY caBpeMeHUM yCIIOBUMA MOCIIOBabha, 00EIeKEHUM UHTCH3UBHOM
KOHKYpPEHIIMJOM M JMHAMHYHHUM IIpOMEHama Yy IpedepeHuujama
MOTPOIIIa4a, Pa3yMEBaE IUXOBOI TOHAIIAbha IPEACTaB/ba KIbYUYHHU
MPEAYCIOB 3a OAPXKMBHM pacT W pa3Boj kommaHuja. [loceOHO ce m3aBaja
TpKUIITE (PUTHEC M PEKPEaTUBHUX YCIyTra, Koje OeJeKu KOHTUHYHUPAHU
pact ycien nosehaHe cBeCTH O 3Hauajy 37paBjba U IIPOMEHE JKUBOTHHUX
CTHJIOBA.

VY TakBOM OKpYy’>K€HY, KOHLIENIT CIIPEMHOCTH IOTpoIllaya Ja Ijare
(Willingness to Pay — WTP) nobuja Ha 3Ha4ajy Kao u3pa3 NepLUNIIPAHE
BpeIHOCTH yciyre. MehyTum, cripeMHOCT 3a Iutahakbe HUje UCKIbYYHBO
yCIIOBJbEHA EKOHOMCKMM (akTopuMa, Beh TpeAcTaBiba pe3yiTar
UHTEpaKIHje  ICUXOJOUIKUX, EKOHOMCKMX U  OMXEBHOpPAIHHUX
JIeTePMUHAHTH.

IToctojeha nureparypa Hajuemhe mocmarpa oBe (akrope
M30JI0BAHO, INTO OrpaHWYaBa CBEOOYXBAaTHO pa3yMeBame IMporeca
¢dopmupama CHpeMHOCTH 3a Iulahame, MOCeOHO Yy KOHTEKCTY YCiyra
MOBE3aHMX ca 37paBibeM. JlomaTHO, HCTpaxuBama Koja ce Oase
reHepanujoM 7 pelaTMBHO Cy OrpaHHueHa, a y JoMahoj HayudHO]
JUTEpaTypy €BUJCHTAH j€ HENOCTAaTaK EeMIMPHjCKHX paZoBa KOjU ce
cucTeMaTuyHo 0aBe cipeMHoIIhy MoTpolaya Ja miaTe yciayre u3 o0nacTu
¢duTHECA M pekpeanyje.

Ilonaszehu ox HaBeneHor, y pagy ce HpUMEmYje HHTErpaTuBHU
IPUCTYIT KOjU OOjeaumbyje TCUXOJOMIKEe, €KOHOMCKE M OMXEBHOpaIIHE
(bakTope y 1IMJby UCIMTUBAMba CIIPEMHOCTH NPUIaJHUKa reHepanuje Z 1a
iate mporpame 3a BexOame. [Ipeamer ucTpaxuBama OJHOCH cC€ Ha
aHaNU3y KJbYYHUX JETEPMUHAHTH KOje YTUUY Ha CIIPEMHOCT MOTpolIadya
Jla TjaTte mporpame 3a BekOame, ca MoceOHUM (OKYCOM Ha MpUIaTHHUKE
resepanyje Z u MehycoOHy MOBE3aHOCT ICHXOJIOIIKHUX, €KOHOMCKHX H
ouxeBuopanHux (akropa. Llup uctpaxuBama je Aa ce UAECHTUDUKY]Y U
eMIIUPHJCKH HUCNHTAJy (AKTOpPU KOjU HMajy Haj3HAYajHUjU yTUIA] Ha
CIPEMHOCT IpPUIIAJHUKA reHepanyje Z Ja Iuiare mporpaMe 3a BexOame,
Kao U J1a ce yTBP/HM MpaBall 1 UHTEH3UTET HBUXOBOT JIJIOBambA.

Hayunu nompuHoc pana omiena ce y pa3BOjy HHTETpaTUBHOT
aHAJTUTUYKOT OKBHpPA 332 UCIMTUBAHKE CIIPEMHOCTH MOTpOIIaYa Aa Iuiate,
KOju 00jenumyje pa3iauuuTe rpymne aerepmuHantu. [loceban 3Hauaj pana
NPOU3WIIa3U U3 MONYyHaBakba YOUSHOI MCTPAKMBAuKoOr ja3a y Jomahoj
JTuTepaTypu, uMajyhu y BUy orpaHuyeH 0poj eMIIUPH)CKUX UCTPAKUBAA
y oBoj obmactu. Ilopen Teopujckor 3Hauaja, pe3yaTaTd HCTpPaKMBamba
MMajy U MpakTH4YHE UMILUIMKAIMje 3a Kpeupame LIEHOBHUX CTpaTeruja u
npuiarolaBame pUTHEC yCIIyra NpunaJHUIUMa reHepanuje Z.
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1. IIPETJIEJ JIMTEPATYPE

[Tonamame morpomaya kao HayyHa o0acT o0yxBara akKTUBHOCTH
noBe3aHe ca n300poM, KyOBHHOM U KOpHUIINeHEeM IMPOU3BOAA U yCIIyra,
IIpU YeMy I0jeIMHIM HACTOje J1a 3a]I0BOJbE MOTpede U U3pa3e CONCTBEHH
unaeHTuTeT. OBa 001acT je KOMIUICKCHA jep MOTPOoIIadyn Bapupajy o1 OHUX
Koju TeK ¢opmupajy mnpedepeHirje 10 OHUX KOjU JIOHOCE CIIOKEHE
(dbunHaHcHjcku 3HaYajHe outyke (Solomon & Russell, 2024).

300r Te pPa3HOBPCHOCTH, pa3yMeBame IOHAIIama IMOTpoIlaya
3axTeBa IIUPH MPHUCTYII, IPU YeMY CE CaBPEMEHa UCTPAKMBAba CBE BHIIE
yCcMepaBajy Ha JUTHTAIHO OKpYyXeme. Y eMy Cy KIbYYHH (DakTopH
MOBEPEHE Y MPOJIAaBIIA, TPAHCIAPEHTHOCT U 0€30€HOCT TpaHCaKIUja, KOju
3Ha4ajHo ytuuy Ha omnyke (Nagvadia & Bhatt, 2021), mTo yka3yje Ha
notpedy MpUMeHe OMIITHX Mojena noHamama (Buisson, 2021). logatau
M3a30B MPENCTaBJba JUHAMUYHOCT IpedepeHinja, Koje ce Membajy TOKOM
BpEMeHa, 4ecTo U 0e3 cBecHe KoHTpoJje morpomada (Rainsberger, 2023).
300r TOra Ce CBE BHIIC MPHUMCHYje OWXEjBHOpAIHA EKOHOMH]ja, KOja
o0jammaBa peanHne ojryke norpomada (Palmer, 2024). ¥V ckiany ¢ tuwm,
OOJTUIM KYTIOBHOT ITOHAIIAka PA3IIUKY]jy Ce MpeMa HUBOY YKIbYUYEHOCTH H
NEPUUITHPAHOM PU3UKY, O]l CJIOKEHUX J10 pyTHHCKUX outyka (Kumar et al.,
2022; Roy & Datta, 2022). Nnak, peakiyje moTpoiiada Hucy YHu(GOpMHeE,
jep 3aBuUce O WHAMBUIYAIHHUX KapaKTEPUCTHKA, HWHTEPIPETALUje
nHpopManja u cuTyaroHnx okonHoctH (JlarmnoBuh & Ocrtojuh, 2023).
300r Tora je y aHaimu3y IOHAllamba HEONXOJAHO YKJBYYHTH MU JyOJbe
TICUXOJIoMIKe (pakTope.

Y TOM KOHTEKCTY, MOTpebe ce MmocMaTpajy Kao XHjepapXujCcKu
OpraHU30BaHEe, O/ OCHOBHHUX Ka COIMjaTHUM U rcuxojomkuM (Mustofa,
2022), npu yemy MOHALIakbe HHUje HCKIbYYHMBO E€KOHOMCKH YCIOBJHEHO
(Trivedi & Mehta, 2019). Kaga ce morpeOe akTuBHpajy, jaBjba Ce€
MOTHBAIIMja KOja ycMepaBa NoHarame ka mubesuma (Mili¢, 2018; Hoyer
et al., 2018), mok mepueniyja MPOU3BOAA AUPEKTHO YTHYE HA HaMeEpe
KyIOBUHE, 1MOCeOHO y OHIajH okpyxemy (Wang et al., 2023). Taxkobe,
MOTPOIIAYKE OJITYKE YECTO Cy pe3yaTaT KOMOMHAIIN]E eMOIIH]a, UHTYHUITH]e
U OrpaHUYEHE paIMOHAIHOCTH, IITO j€ JOBEJIO0 10 pa3BOja HOBHUX
TEOPUJCKUX IpHUCTyNa y objammeny noHamama (Leonov et al., 2023).
Emoryje u cTaBoBM HaCTall y MHTEPAKLUjU ca OPeHI0OM MOT'Y JOBECTH 10
KyIOBHHe, JlojasiHOCTH min npenopyke (Hoyer et al., 2018), a aurutanno
OKpYyXXeH€ J0/laTHO TIl0jayaBa 3Ha4aj] IOBEpeHa U jEIHOCTABHOCTH
kopunthewa (Sepha, 2025). [IpoMene y IpylITBEHOM KOHTEKCTY yTHUY Ha
IIPUOPUTETE MOTpoIIaya, MOCEOHO KPO3 pacT 3Hayaja 3/1paBiba U KBAIUTETa
xuBota (Innova Market Insights, Global Consumer Trends 2025), mto je
yCIOBJBEHO M KynTypHuM okBupoM (Shad et al., 2024). Konauno,
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EeKOHOMCKHM (pakTopH, Kao INTO Cy HNPUXOOUM M OuyeKuBama Oymyhux
MpuMama JUPEKTHO yTUUy Ha notpommky (Praveen & Uraon, 2024). Y Tom
KOHTEKCTY, KOHIIENT CIPEeMHOCTH 3a muiahame ao0uja mocebaH 3HAYa] y
CaBpPEMEHO] JINTEePaTypHu.

Cnpemuocr 3a miahamwe (Willingness to Pay — WTP) nipeacraBiba
MaKkCHMMaJlaH M3HOC KOjU MOTpOIIay >KelIM U CIpeMaH je Ja M3ABOjU 3a
onpeheHn MPOU3BOJ WM YCIIYTY, P Y€MYy C€ OBaj KOHIENT Hajyemrhe
rocmarpa Kao u3pa3 nepuunupane BpeAHOCTH KOjy MOTpOoLIad IPUITHCY]e
nonyau (Schmidt & Bijmolt, 2019). ¥ oxBupy caBpeMeHHX NpUCTyHa y
MapKeTUHIy W OmxejBuopanHoj exkoHomuju, WTP ce He mocmarpa
UCKJbYYMBO KAa0 EKOHOMCKH Iapamerap, Beh Kao pesyirar WHTepakiuje
u3mel)y mepuemnuuje KBamuTeTa, LEHe, IUYHUX npedepeHnrja Hu
KOHTEKCTyanmHuX (akropa. VcTpaxuBama MOKa3yjy Ja TOTPOIIAdu He
JIOHOCE OJUTyKe O IIeHM Ha MOTIYHO palioHajaH Ha4yuH, Beh ma cy Te
OIUTyKE YECTO MOJ YTHIajeM KOTHUTHBHHX HPUCTPACHOCTH, eMOIHja H
cy6jextuBHe mporeHe Bpennoct (Wertenbroch & Skiera, 2002; Prelec &
Loewenstein, 1998). VYmpaBo 306or Tora, WTP ce y MapkeTHHIIKO]
JTUTEPaTypH CBE BHUIIIE MOCMAaTpPa KA0 MCUXOJIOMIKH KOHCTPYKT KOjU 3aBUCH
O/ MTHIVBUIYyaTHUX KapaKTEPUCTHKA IMOTpoIIada. Y KOHTEKCTY YCIY)KHUX
JIeNIaTHOCTH, MOCce0HO y AOMeHYy (UTHEC U 37paBcTBeHUX yciyra, WTP
nobuja JomaTHy KOMIUIEKCHOCT. 3a pa3liuKy oA (DM3WYKHX TPOHM3BOIA,
ycllyre Cy HeMaTepujaliHe, XeTeporeHe U 4YeCTO Ce 3aCHUBAjy Ha UCKYCTBY
KOPUCHMKA, IITO JIOJaTHO mToBehaBa 3Ha4aj MepHENUrje BPETHOCTH
(Zeithaml, 1988). ¥V obnactu ¢uTHeC MHIyCTpHje, OUIyKa O IUahamy
yclayra 4ecTo 3aBHCH O] KOMOMHAIM]je MOTHUBAaIMOHUX (QakKropa,
NEepUUIHPAHUX 3APABCTBEHUX KOPHCTH, KBAIUTETA YCIyTre M MPETXOTHOT
uckycrBa kopucHuka (Bodet, 2006; Alexandris et al., 2011). Ilocebny
yJIOTy y CaBpPeMEHUM HCTpaXMBamUMa HMa TreHepanuja Z, Koja ce
KapaKTepHIlle BHCOKUM HHBOOM JIUTHTAIHE YKJBYYCHOCTH, H3PAKEHOM
LIEHOBHOM OCETJbMBOIINY M HAIJIaCKOM Ha MCKYCTBEHY BPEJHOCT yCIyTa.
Oga reHepanja JTOHOCH OJIyKe OpiKe, 4eCTO MO YTUIIajeM TUTHUTATHUX
KaHaJla ¥ JPYIITBEHUX MEAM]ja, NMPU 4YeMy Cy MepLelija BpeIHOCTU U
COIMjaTHU YTHUIAJU 3HAYajHE JIeTepMHHaHTe noHammama (Priporas et al.,
2017; Djafarova & Foot, 2022). V cknany ca tum, WTP 3a ¢urhec
porpamMe MOKe C€ MOCMAaTpaTH Kao pe3yiTaT MHTErpaluje BHIIE Tpyra
¢dakTopa: E€KOHOMCKHMX (HOp. HPUXOAU, IIEHOBHA OCETJBUBOCT),
MICUXOJOMKUX (MOTHBaIMja, 3aJ0BOJHCTBO IKHUBOTOM, TEpIICMIIHja
3[paBjba) U COLMjATHO-OMXEBHOpATHUX (YTHILQ] MOPOAMIE, TUTUTAIHU
KaHaJM, MPEeTXOAHO MUCKYCTBO U JojanHocT). OBaj MynTUAMMEH3UOHATHI
npuctyn oMoryhaBa cBeoOyxBaTHHje pa3yMeBame (pakropa Koju OO0IUKY]jy
CIIPEMHOCT MOTPOIIIa4a J1a U3/IBOj€ CPENCTBA 3a GUTHEC YCIIyTe.
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[lonazehn ox mpukasane auTeparype, XHUIIOTE3€ HCTPAXKHUBAMHA
(dbopmynucaHe Cy Ha OCHOBY IPETIIOCTaBKE J1a je CIPEMHOCT 3a Iuiahame
¢duTHEC IpOrpaMa yCcIoBbeHa KOMOWHAIIN]OM €KOHOMCKHUX, TICHXOJIOIIKAX
1 COIMjaTHO-OMXEBUOPATHUX (haKTOpA.

Xo: Cmopemroct 3a muahame mnporpama 3a BexkOame Ko
NMpUIaJHUKAa TeHepanuje 7  JACTepMHUHHCAHa j€  KOMOHWHAIIUjOM
TICUXOJIOIIKHIX, EKOHOMCKHX U COIM]aTHO-OMXEBUOPATHHX (haKTopa.

Xi1: Bumm HUBO >KMBOTHOT 3a/I0BOJHCTBA IMO3UTHBHO yTHYE Ha
CIPEMHOCT MPUIAIHUKA TeHepanuje Z Ja 1miare mporpamMe 3a Bexxoame.

X2: Kox npunannuka reaepanyje Z, BUIIa MOTHBaIja 32 GU3NUKY
aKTUBHOCT (37paBJbe, M3IJIeN, 3a0aBa, colyjann3alyja) MO3UTHBHO YTHYE
Ha CIIPEMHOCT 3a Tutahamke mporpama 3a BexxOame.

X3: [lo3uTHBHA mepUENIja CONCTBEHOT 3APaBCTBEHOI CTamba
MO3UTUBHO yTWYE HA CIPEMHOCT IpPHIIAJHHKA TeHepaluje Z jaa Iuiare
IIporpamMe 3a Bex0ame.

Xs: Kox npunagHuka reHepamnuje Z, BUIIM HHUBO IPHXOJA
MIO3UTUBHO YTHYE Ha CIIPEMHOCT 3a Iahame nporpama 3a BexOame.

Xs: Beha neHoBHa oceT/bUBOCT (IepIieniivja BUCOKE/HUCKE IICHE)
CTaTUCTUYKH 3HAYajHO YyTHUYE HA CIIPEMHOCT MPHIIAHNUKA TeHepanuje Z na
IUIaTe Mporpame 3a BexOame.

Xe¢: Konm mpumagHuka reHepanuje Z, TO3WTHBHO IPETXOTHO
HCKYCTBO Ca IporpaMuma 3a Bex0arme MO3UTHBHO YTHYE HAa CIIPEMHOCT 3a
miahame.

X7: Buimmm HUBO J10jaTHOCTH OpeHJy TO3MTUBHO YTHYE Ha
CIPEMHOCT NMpUIIaJHIKa FreHepaluje Z Jia Iare nporpame 3a Bexxoame.

Xs: Kon mnpunanHuka reHepauuje Z, TMO3UTHBHA Tepleniyja
JTUTUTATHUX KaHaJla KOMyHHKaIje (BeO, IpyITBeHE MpeXKe, aluIuKaIuje)
MO3UTHUBHO yTHUE Ha CIIPEMHOCT 3a Miahame.

Xo: YTunaj peepeHTHUX rpyna u uH¢IyeHcepa NO3UTUBHO yTHYE
Ha CIIPEMHOCT NpUIa/IHUKa FreHepalrje Z aa miare nporpame 3a Bexoame.

Xi0: IlpumagHocT ApyIITBEHO] Tpyod U YTULA] TOPOIUIIE
MO3UTUBHO YTUYY Ha CHPEMHOCT MpHUMaJHUKA TeHepanyje Z aa 1miare
IporpamMe 3a Bex0ame.

2. METOAOJIOT'NJA

UctpaxuBame je CHOpPOBEACHO MPUMEHOM KBAHTHUTATHBHOT
MpHUCTyna, KOpUIIhemeM CTPYKTYpUPAHOT aHKETHOT YIUTHHKA Kao
MHCTPYMEHTa 3a NMPUKYIJbalkhe MOoAaTaka. AHKETHpame je pealln30BaHO
AHOHUMHO, Ha MPUTOAHOM y30pKY UCIIUTAHUKA, IIPU YEMY CY UCIIUTAHUIIN
perpyToBaHH TYTE€M OHJIAJH KaHAJla U JUPEKTHOT KOHTAKTa y OKBHUPY
JOCTyIHE MOMyJaluje, MTO yKa3yje Ha TepPUTOpHUjalTHy OTPaAaHUYEHOCT
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y30pKa Ha mojipyyje ceBepHor aena KocoBa u Metoxuje u Pamkor okpyra.
VYkynHo je o0yxBaheHo 427 ucnuTaHuKa.

VY KOHLIENTYaJIHOM MOJIETY MCTPaKUBamba CIPEMHOCT 3a Iuiahame
mporpama 3a BekOame KO MpHUIaJHUKA TeHepaluje Z TpeAcTaBba
3aBHCHY BapHjaOiy Koja je YCIOBJbCHA JICTIOBAEM YETUPH TpyIie paKTopa:
TICUXOJIOIIKHX,, CKOHOMCKHUX, OMXEBHOPATHHUX U COLUjATHUX. [Icnxomomku
(dakropu oOyxBarajy KHBOTHO 3a/JI0BOJBCTBO, MOTHBALIU]y 3a (U3NUYKY
aKTHBHOCT W TIEpIENIHUjy 3apaBiba. EKOHOMCKH (akTopu OIHOCE ce Ha
HUBO NMPUXOJA U IICHOBHY OCETJHUBOCT. bruxeBnopanuu Gpakropu yKbyuyjy
MPETXOTHO MCKYCTBO, JIOjaJTHOCT OPEHIY M JUTUTAIHY WHTEPAKIH]yY, TOK
conujanHu (akropu 00yxBaTajy yTUIaj peepeHTHUX rpyna, IOPOAUIIC U
JPYIITBEHOT CTaTyca.

YOUTHUK je KOHIMIUpPAH Tako Ja je oOyxBarao BHIIE Tpyra
BapujabM pEIICBAaHTHUX 3a HCTPaXMBAKE IOHAIAka IOTpolIada y
JIOMEeHy mporpama 3a BexOame. [IpBH 1€0 OJHOCHO ce Ha COIMO-
neMorpadcke KapakTepUCTHKE HMCIUTAHWKA, YKJbY4yjyhu mon, crapocr,
HUBO 00pa3oBama, paJHA CTaTyC, BHUCHHY IpUMama, BEIUYHHY
nomahuHCTBa W MeCTO CTaHOBama. JIpyru J1eo yHmUTHUKA OOyXBaTao je
€KOHOMCKE M (pakTope IMmoHamama KOji YTHIy Ha OJUTyKe O KyIIOBUHH, Kao
IITO Cy IJIaTeXHa Moh, KapaKTepHCTUKE MPOU3BOJA, JIOjaTHOCT OpEH.Y,
MPETXOJHO HCKYCTBO, Kao W JpymTBeHH craryc. lloceOHa maxma
nocBeheHa je TICHXOJIONIKUM M COIMOKYJITYPHHM JIeTePMUHAHTaMa,
YKIJbyuyjyhn MOTHBaIMjy, CTaBOBE, MEPIENIH]jy, KYJITYpHE BPEIHOCTH,
MNPUMAJHOCT TPyNH U YTULA] MOpoAuie. Y OKBHPY HCTPaKHMBamba
aHaJM3MpPaHa je ¥ CIPEMHOCT MOTpoIIaya Jia IiaTe IporpaMe 3a Bexoame,
KpO3 BHILIE IICHOBHUX KaTeropuja (mepuunupaHa HHUCKA, BHUCOKa,
MIPEBHUCOKA U CYMIHBO HHCKA 1IeHa). [lopen Tora, ykibydeHe cy u ckaie 3a
Mepeme CyOjeKTUBHOT Ojaroctama M 3aJ0BOJbCTBA JKUBOTOM - Life
Satisfaction Scale (Margolis et al., 2018, p. 4), ka0 u mepeniyje
3apaBcTBeHOr crama EQ-5D-5L ckana (EuroQol Group, 2013), uume je
oMoryheHO HCITUTHBAKE MIMPET KOHTEKCTA Y KOjeM Ce JIOHOCE IMOTPOIIadKe
oanyke. MctpaxkuBame je Takohe 00yXBaTHIIO CTAaBOBE HCIUTAHUKA IpeMa
(hU3UYKO] aKTUBHOCTH, Ka0 M MOTHBAIIMOHE (haKTOpE 32 OaBIHEHE CITIOPTOM
(The Motives for Physical Activity Measure — Revised, MPAM-R) (Miholi¢
1dr., 2015, str. 102).

[TpukynsbeHr nofany aHaJTU3UPAHU CY Y CTaTUCTUYKOM IIpOrpamy
IBM SPSS Statistics-version 26, mpiMeHOM 0JIroBapajyhnx cTaTUCTHUKHUX
MeTo/a, y LMJbY HCIUTHBama OJHOCa u3Mel)y He3aBUCHUX Bapujadiu
(EKOHOMCKHX, TCHUXOJIOIIKUX W COLHUOKYITYpHUX (hakTopa) U 3aBHCHE
Bapujabie, OAHOCHO CIPEMHOCTH MOTpoOlIaya Ja IuiaTe MporpaMe 3a
BexOamwe. [IpumemeHa je JeCKpUNTHBHA CTaTUCTHKA 3a OIKC COIHO-
neMorpadckux —KapakTepucTHka y3opka. lloy3manoct kopumrheHux
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Mepaux ckana (MPAM-R, EQ-5D-5L, Life Satisfaction Scale) npoBepeHa
je momohy Cronbach's alpha xoedunujenTa. 3a UCIIUTHUBAKBE Y3POUHO-
MOCJICIMYHUX OJHOCA M3Mel)y MCTHTaHuX JETePMUHAHTH W CIPEMHOCTH
Ha Tutahame KopuIheHa je KopenaluoHa aHaIn3a | BUIIECTPyKa JIMHEapHa
perpecwuja.

3. OIIUC Y30PKA

EMnupujcko ncTpakuBame CIpoBEICHO je Y IePHOAY O HOBeMOpa
2024. no mapra 2025. romuHe, NMpU 4eMy je YKYIHO ydyecTBoBajio 427
UCIHUTAaHUKA. AHaNIM3a JeMOorpadCKuX KapakTepUCTHKA y30pKa yKasyje Ha
CTPYKTYpY Koja je y ckliaay ca mpoduiaoM KOpHUCHHUKA (pUTHeC yciyra.

IMoana crpykrypa: Y y30pKy je 3abenexeno nemro Behe yuenthe
xeHa (56,2%) y onHocy Ha mymikapie (43,8%). OBaj pe3ynrar je y ckiiaay
ca CaBpEMEHHM HCTPaXUBAmBUMa y 00JAaCTH PEKPEaTHBHOT CIIOpPTa, Koja
yKa3yjy Ha cBe Behly yKJbY4eHOCT )KeHa reHepauuje Z y OpraHu30BaHe
nporpame (U3UYKe aKTUBHOCTH, MPH Y€MYy CYy MOTHBAI[MOHU (HaKTOpH
MPOIIUPEHH Ca €CTETCKUX Ha IIUPH KOHIENT 37paBiba U 100pooutu (well-
being). CrapocHa ctpykrypa: C 003upoM Ha (OKyC HMCTpaKMBama Ha
reHepanujy Z, CTPyKTypa y30pka y Ko0jo] AOMHHHUPA]y HCIUTAHUIU
crapoctu 15-24 rogune (40,7%) u 25-34 rogune (59,3%) npencraBiba
aJIeKBaTHY OCHOBY 3a aHaiu3y. VMcnuTaHULM U3 CTapuje CTapoCHE rpyre
MOTY C€ JIeIMMHUYHO IOCMAaTpaTH U Kao ,,Miahu MHJIEHHjaIu’”’, KOju y
Behoj Mepu mocenyjy €KOHOMCKY CaMOCTAJIHOCT, ajid M Jajbe Jeie
BpeIHOCHE oO0paciie KapakTepUCTHYHE 3a TeHepauujy Z, ITO je
penieBaHTHO 3a aHau3y cupeMHocTy Ha ahawe (WTP). Bucoko yuenrthe
WCIIUTAHHUKA Y CTAPOCHO] TpymH 0 34 ToIMHE yKa3yje 1a y30pak o0yxBaTa
NoTpolIaye Koju ce Hajaze y ¢asu GopMupama AYrOpOYHUX HABHUKA Y
oOmactu (uU3NUKEe AKTUBHOCTH, INPU UYEMY HHBECTHIHM]ja Y 3paBJbe
NpeCTaBIba jelaH O/l IPUOPUTETHUX OOJIMKA AUCKPELIMOHE MOTPOLIHHE.

AHanu3za TepuTOpHUjaIHE CTPYKTYpe MOKa3yje PEeJaTUBHO LIUPOKY
reorpadcky pacrnopeheHOCT UCIMTAHUKA, Y3 U3pakeHY KOHIEHTpauujy y
onpehenum ommruHama. Hajehw Opoj wucnuTaHuka fJoja3u U3
JlenocaBuha (13,8%), 3atum u3 KocoBcke Mutposuiie (9,1%) u Parmixke
(9,1%), nmok cy 3Ha4ajHO 3acTymybeHe M ommTuHe 3BedaH (6,6%),
I'pauanunua (5,2%) u 3youn [lotok (oxo 6%). JloMHHUPajy HCOUTAHUIM ca
nonpyyja cesepa Kocosa u Metoxuje u Pamkor okpyra, mro ykasyje aa
pe3ysTaTi UCTpaXkKMBama, Ipe CBera OfpakaBajy CTaBOBE U E€KOHOMCKE
KapaKTepUCTUKE TeHepanyje Z y CHenu(pUIHAM COIMO-€KOHOMCKHAM
cpenrnama. OBo omoryhaBa pesieBaHTaH yBUJ Y Pa3Boj (UTHEC TPXKUIITA
BaH BEJIMKUX YpOAHHX IIEHTapa, KOJU Cy Y J0CAJAIIKH0] TUTEPATyPH Y€CTO
HE/IOBOJbHO 3aCTYIIJbEHH.
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Tabesa 1. CTpykTypa y30pKka npemMa HUBOY 00pa3oBama, paiHOM
CTATYCy M IPOCEYHOj BUCHHHU NIPUMAaKba

. Bbpoj KymynatuBHu
Bapujatue HCIUTAHUKA Hp(()'l;e)n ™ MPOUEHTH

™) ° (%)
OCHOBHO 00pa3oBame 1 0.2 0.2

cpenme obpa3oBame 107 25,1 25,3

Huso BHIIIa/BUCOKA CTPYKOBHA 53 124 377
06pazoBama IIKONIa ’ ’

(akynrer 172 40,3 78,0

Marmucrap/mMacrep 91 21,3 99,3

JIOKTOP HayKa 3 0,7 100,0

He3aroceH/a 136 31,9 31,9

Pagun 3arocicH/a Ha onpeljeHe 169 396 714
BpeEMe ’ ’

crarye 3arocIien/a Ha HeoapeheHo 15 26.9 08.4
BpeMe ’ ’

Npeny3eTHUK (BIACHUK 7 16 100.0
COIICTBEHOI OM3HKCA) ’ >
0e3 mpuMama 3 75 75

(0 muHapa) ’ ’

TMpoceuna 10 20.000,00 gunapa 90 21,1 28,6

BHCHHA 01 20.000,00 no 40.000,00 29 6.8 354
JMHapa ’ ’

MECETHuX o1 40.000,00 110 60.000,00 104 244 507
npUMama JMHapa ’ ’

o1 60.000,00 1o 80.000,00 73 18.3 72.0
JMHapa ’ ’

80.000,00 u BuIIe XMIbaaa 94 220 100.0
JMHapa ’ ’

W3Bop: Uctpaxusame ayTopa.

AHanuza CTpyKType y30pKa npukazaHa y Tabenu | npyxa yBUI Y
npodua caBpeMEHOr MOTpoIIaya IMporpaMa 3a BexkOame H3 peroBa
resepanuje Z.

Oo6pa3zoBuu mpodpuia: Pesynraru mokazyjy  JTOMHHAIH]Y
UCIHUTaHUKa ca 3aBpiieHuM (akynrerom (40,3%) m mactep crynujama
(21,3%), mTo ykasyje Ha TO Ja je y30paK y BEJIMKO] MEPH CacTaBJbEH O]1
BHCOKOOOPA30BaHUX MJIaIuX ocoba. Y JuTepaTypu je 4ecTo UCTaKHyTa
MOBE3aHOCT M3Mel)y HuBoa 00pa3oBama U CBECTU O 3Hauajy 37paBJba, PU
YyeMy BUIIIM CTEIeH 00pa3oBama MoXKe JonpruHeTH Behoj nHpopMucaHocTi
0 mpemHOCTHMAa (DM3WYKE AKTHBHOCTH M WHTEH3WBHHUjEM BPETHOBAGY
nporpama 3a BexOame Kao MHBECTHIIMje, @ He MCKJ/bYUMBO Kao TPOIIKA.
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Pagnu craryc u mpodecuoHanHa aumHamuka: [lpema pesynrarmma,
HajBehu Jeo ucnuTaHuka 3amociieH je Ha oxapeheno Bpeme (39,6%), nok
3Ha4ajan ygaeo ymHe u HezamocieHu (31,9%). OBakBa CTpyKTypa je
KapaKTepUCTUYHA 3a TeHepalujy Z, Koja ce y BEJIMKOM Opojy Halla3H y
MOYeTHUM (a3aMa KapHjepHOT pa3Boja WM TPaH3UIIH]Ee Ka CTaOUITHUjeM
3anociewmy. AHajau3a mnpuxoga: JluctpuOynuja MeceUYHUX MpUMarba
MOKa3yje M3pakeHy XeTeporeHocT. Mako ce 3Ha4yajaH /1€0 MCIHMTaHUKA
Haja3u y HIKUM Kateropujama mpuxona (mo 20.000 nunapa — 21,1%),
roToBo mnetuHa ucnutanuka (22%) octBapyje mpuxoae usHan 80.000
nuHapa. [locebHo je 3HauajHo aa Buiie o 40% ucnuTaHuKa UMa MPUXOJIS
u3Han 60.000 tuHapa, MWTO yKa3yje Ha MOCTOjamke CerMeHTa Koju umMa Behu
(bUHAHCUjCKU TOTEHIMjall 3a Kopullhewme ImpeMujyM (QurHec yciayra u
MIEPCOHATIM30BaHUX MporpaMa BexOama. CrienupuuHOCT OBE TeHEpaluje
OrJie/la C€ Y UNHLEHUIM J1a, NaKO 3Ha4YajaH Je0 UCIIUTaHWKA UMa PeIaTUBHO
HUCKa JIMYHA TMpUMama, 4YecTo pacrojaxke BehoM nucKpennoHOM
MOTPOIKOM, Oyayhu na Aeo TpoOIIKOBa €r3uCTEHIMje AETH Y OKBUPY
MOpOAMYHOT ToMahWHCTBA Wi UMa (PUHAHCH]CKY TTOJIPIIKY MTOPOIHIIE.

VY30pak ce MOXke onucaTi kao 00pa3oBaH U €KOHOMCKHU Pa3HOJIUK.
Naxo pannu craryc ykasyje Ha oapeheny GpreKkCHOMITHOCT U HeCTaOUITHOCT
y 3aIloCley, BUCOK HUBO 00pa3oBama U MPUCYCTBO CErMEHTa ca BUIINM
MpUXOIMMa yKa3yjy Ha MOCTOjambe 3Ha4yajHe rpyle UCIHTAaHUKa KOjU Cy
MOTEHILIMjaTHO CIpPEMHU Ja u3[Boje Beha cpeacTBa 3a KBAJIUTETHE
CIIOPTCKE TpOrpame.

[Toman o 6payHOM CTaTyCy M CTPYKTYpH JoMahuHCTBa mpyxajy
VBUJ Yy KMBOTHH CTWJI HMCIUTAHWKA, MITO je PEIEBaHTHO 3a aHAIH3y
HBHUXOBUX MOTPOIIAYKMX HaBUKa y obnactu ¢uTHec yciyra. Pesynraru
MO0Ka3yjy JOMHUHAIU]y HEyJaTUX U HEOKEHCHUX HMCIUTAHUKA, KOJU YMHE
55,3% y3opka. YoueHa CTpyKTypa MOKasyje /a 3HadajaH JIe0 UCIIUTaHUKa
npunazaa >kKMBOTHOJ (ha3u y KOjoj Cy MPHOPUTETH YCMEPEHH Ka JIMYHOM
pa3Bojy W MHIMBUAYAJHUM aKTHUBHOCTHMA. Y TIOIIENY CTPYKType
noMahuHcTBa, BehrHa UCIIMTAHUKA KUBHU Y BUILIEUJIaHUM JJoMahuHCTBUMA
(mpexo 70% y 3ajeHUIM ca TPH WK Bullle wiaHOBa). OBaj MojlaTak ykasyje
Ha crenuuyaH COM0-eKOHOMCKH MOJIEN KapaKTepUCTHUYaH 3a TeHepalnjy
Z y mocMarpaHoM Y30pky. JKHBOT y OKBHUpY 3ajeIHUYKOr joMahHHCTBa
MOXE YTHUIATH Ha CTPYKTYpY JIMYHE TOTPOIIE, MPU UYeMY JIEIbeHhe
TpomIKoBa y JAoMahMHCTBY MOTEHIMjaJHO oOcTaB/ba Behum jeo
PacCIIONIOKUBUX CPE/ICTaBa 3a JAMCKPEIMOHY HOTPOIIkY, Y KOjy C€ MOTy
CBpPCTaTH U yClIyre U3 001acTu pekpeanuje u putHeca.
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4. PE3YJITATU UCTPA’KUBAIbA U IMCKYCHUJA

VY 1iIby IPOLICHE ICUXOMETPHjCKUX KapaKTEPUCTHKA TPUMEHEHUX
CKajla, W3BpIICHA je aHajlu3a HWHTEPHE KOH3UCTEHTHOCTU IPHMEHOM
Kponb6axoBor anda xoedpunujenra. Jlobujene BpeJHOCTH 3a CBE CKaje
npemantyjy npar ox 0,8, mro ykasyje Ha BHCOK HHBO WHTEpHE
KOH3MCTEHTHOCTH M TOTBplyje MOy3AaHOCT KOpHITNEHUX MEpHHUX
uHCcTpyMeHara. HaBeneHnu pe3ynrary onpasaaBajy Aajby IPUMEHY cKajla y
OKBHPY CTAaTUCTUYKE aHAJIH3E.

Tabesa 2. JleckpMNITUBHA CTATUCTUKA IOCMATPAHUX Bapujadiiu

Bapujatae N Min. Max. Mean Std. Deviation
WTP? - meceunn
H3HOC y AMHAPHMA 427 1 5 3,0212 1,096
LlenoBHa 0CeTBUBOCT | 47 425 19250 5167,0141 2610,98868
IIpoceuna BucuHa
Meceunnx npumama | 427 0 5 29112 1,62723
3a10BO/BCTBO
JKHBOTOM 427 1 5 3,2021 0,45576
Motnsannja 427 1 5 3,8119 0,73834
31paBcTBeHO CTalbe | 4)7 1,33 3,17 2,0683 0,35652
Kopucauuxo
HCKYCTBO 427 1 5 3,9227 0,81586
Jlojammoct 427 1 5 3,9091 0,73929
Jururaanu KaHajau 427 1 7 3,8103 0.63276
Hoponumua /
coumjannm yrunaju | 427 1 5 3,2096 1,12117
Hndayencepu 427 1 5 3,0141 1,17627

W3Bop: Uctpaxusame ayTopa.

VY uctpaxuBamy cy KopuiiheHe JBe pa3IMuuTe Mepe IMoBe3aHe ca
[ICHOM: IICHOBHAa OCETJBMBOCT Kao IICHXOJIOIIKA Meplenuuja IeHe,
KOHKpeTaH HOBYaHM HM3HOC, M crnpeMHOCT Ha ruiahame (WTP) mepena
JIMKepTOBOM METOCTENEHOM CKaJIOM, Ka0 M3HOC KOJU Cy HCHUTAHHIH
CIpEMHHM Jla M3/[BOje Ha MeceuHoM HMBOY. Ha Taj HaumH omoryheHo je
carneaBame Kako Cy0jeKTUBHUX CTABOBA O LIEHH, TAKO U PeaTHe IUIaTeKHE
CIPEMHOCTH MOTpoIIaya.

Pesynrati nmeckpunTHBHE CTAaTHUCTUKE TpuKa3aHu y Taberu 2
yKa3yjy Ha pellaTUBHO KOH3HCTEHTaH oOpa3all UCIHMTAaHUKa y IOTIeay

3 WTP — MakcHMalIH{ MECEYHH M3HOC KOjH Cy HOTPOINIAuM / MCIMTAHHIU CIPEMHH Ja
U37IBOjE 3a IMPorpam 3a BexOame.
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TICUXOJIOIIKUX, OWUXEBHOPATHUX M COIIMOCKOHOMCKHX BapHujabiIu Koje
yTU4y Ha COIPEMHOCT 3a Miahame ycinyra y odnactu Gpu3nyke akTUBHOCTH.

ITpoceuna BpeaHocT Bapujabie 3a70BOJBCTBO kUBOTOM (M = 3.20,
SD = 0.46), yka3yje Ha yMEpPEHO IO3WTHUBHY TEPIENIH]y KBAIUTETA
KHBOTA, JIOK jeé MOTHBAIIM]ja UCITUTAHUKA peslaTHBHO BHcoka (M = 3.81, SD
= 0.74), mro cyrepuile IMOCTOjalbe YHYTpPaUIkbUX TMOACTULIaja 3a
aHra)XKOBambe y aKTMBHOCTHMA Koje JONpUHOCE yHampehemwy 31paBiba H
OmuITer Garocrama.

Kopucauuko uckyctso (M = 3.92, SD = 0.82) u nojanHoct (M =
391, SD = 0.74) yka3zyjy Ha BHCOK HHBO 3aJ0BOJHCTBA IOCTOjehrM
yciayrama, INTO UMIUIMIUpA Ja KOPHCHUIM HMAjy pa3BHjeHE HaBHUKE
kopuithema 1 pelnaTuBHO cTabuiIHe mpedepeHiyje.

30paBCTBEHO CTamke WCIHWTAaHUKA IIOKa3yje HIDKE IPOCEYHE
Bpennocty (M = 2.07, SD = 0.36), mto MOXXe yKa3UBaTH Ha TOCTOjambe
onpeheHUX 3IPaBCTBEHUX OrpaHWYCHa WM TMEPIENIHjy MoTpede 3a
yHanpehemeM 3ApaBCTBEHOT CTaryca, LITO MOTEHIUjalHO Jenyje Kao
MOTHUBAIMOHH (hakTop 3a Kopunrheme ycinyra (pu3nike aKTHBHOCTH.

VY momieny KOMyHUKAallMOHMX KaHalla, AUTUTaNHU KaHanmu (M =
3.81, SD = 0.63) umajy 3Ha4ajHy YJIOTy y HH)OpPMHUCAKY U JTOHOIICHY
OJUTyKa, JIOK Cy COLIMjalIHM yTHLaju, Kao mro cy nopoxuna (M = 3.21, SD
= 1.12) u undnyencepu (M = 3.01, SD = 1.18), npucyTHH, ajilu yMepeHOT
WHTEH3UTETa, IITO yKa3yje Aa APYIITBEHH (HaKTOpU HMMajy MOIPIIKY Y
OJUTYYHBAaY, alTd HE IOMUHUPA]Y TIPOIISCOM.

IToceGHo je 3nauajHo uctahu Bapujadiy npuxoxa (M =291, SD =
1.63), koja yka3zyje Ha cpelmhu HUBO €KOHOMCKOI CTaTyca MCIUTAHUKA U
peNaTUBHO  H3paXEHY XETePOreHOCT y IMomieny  MaTepHjalHUX
moryhHoctu. OBa Bapujabna TpencTaB/ba BakaH JIETEPMHUHAHT
CIPEMHOCTH 3a Tulahame, ¢ 003MpOM Ha TO Ja E€KOHOMCKH pecypcH
IUPEKTHO YTHYy Ha MOTYhHOCT W BOJbY 3a H3/BajalbeM HOBYAHUX
cpezcrasa.

Ha kpajy, Bapujabna 11eHOBHE OCETJHMBOCTH TOKa3yje MPOCEUHY
BpenHocT ox1 5.167,01 nuHapa y3 penaTuBHO BUCOKY BapHjabmiiHocT (SD =
2.610,99), mro ykaszyje Ha 3Ha4yajHE pasiuke Mmel)y ucnuraHuImMa y
noraey CrnpeMHOCTH 3a Iulahame. OBa XETEpOreHOCT MOXe OUTH
MoclenuIa pasiiuka y TMPHUXOMy, MOTHBAIMjH, 3IPABCTBEHOM CTamy M
nepueniuju BpeaHoctu ycuyre. Ilopen Tora, mpocedHa BpegHOCT
Bapujadie cupemHocT na ce riatu (WTP), mepene JlukepToBoM ckaiom,
uzHocu 3,02 (SD = 1,10), mTo yka3yje Ha yMEpPEeH HHUBO CIPEMHOCTH
WCTIWTaHUKA Ja W3[IBOje CPENCTBAa 3a TOocMarpaHe yciyre. PematmBHO
BHUCOKAa BpPEOHOCT CTaHAapAHE JeBHMjalldje yKa3yje Ha H3paXKeHy
BapHjabUITHOCT y O/IFOBOPHMA, OJHOCHO Ha MIOCTOjamke 3HaYajHUX pas3jinKa
Mel)y ucnuraHunMa y norsiey nepiuunupaHe CpeMHOCTH Ha miiahame.
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To cyrepuiie ga, mako nmpoceyHa BpeAHOCT yKa3yje Ha HeyTpaJlaH J10 OJaro
MO3UTHBAH CTaB, MIOCTOjé CErMEHTH UCIIUTAHUKA KOjH CYy BUCOKO CIIPEMHHU
Ja TUIaTe, Kao0 U OHH KOjHU MOKAa3yjy HUCKY CIIPEMHOCT.

Tat6ena 3. Kopesranmona MaTpuna nocMarpanux sapujaomuam?

Bapuja6ue VI V2 V3 V4 V5 V6 VI V8 V9 ‘:)1 ‘;1
33 30 11 37 42 34 37 08 16
WIFP Ly s ’%8 9 3 6 9 3
Vi , 00 00 01 00 08 ,00 .00 00 .06 .00
0 0 7 0 9 0 0 0 5 1
33 0,16 | 20 J0 11,06 | 24
Heronna 3 ! 1 4 00, 0 5 P 02
0CeT/bUBOCT 1 7
V2 00 03 00 00 20 03 02 ,17 ,00 .57
0 7 8 0 5 5 3 9 0 3
Hpoceuna Bucuna 39 g L0206 (; s 29 20 22 02 02
MeCeqHHX 4 1 5 507 0 6 1 8 5
fpuMara 00 03 6l L1822 00 00 00 56 61
V3 0 | 7 1 2 1 0 0 0 5 2
3210BOBCTBO AL 16 02 36 5329 23 25 19 IS
5 4 5 9 4 5 8 8 4 4
KUBOTOM
va 01 00 .61 00 00 00 .00 00 .00 00
7 8 1 0 0 0 0 0 0 1
37 20 06 36 03 45 46 46 25 21
MoTtuBanuja 1 1 5 9 7 2 5 2 1 8
V5 00 00 .18 00 44 00 .00 00 .00 .00
0 0 2 0 2 0 0 0 0 0
3apaBcTBeno 08 06 o5 5303 1304 13 1316
’ ’ ’ 4 7 7 7 2 4 8
crame 2 1 9
V6 08 20 22 00 44 00 33 00 00 .00
9 5 1 0 2 5 1 6 5 0
KopHemmuxko 4210029 29 45 1359 65 27 34
9 2 0 5 2 7 © 6 8 0 2
HCKYCTBO
hes 00 03 0 0 ,0 00 , 00 ,00 ,0 00
0 5 0 0 0 5 0 0 0 0
34 120 23 46 04 59 7316 20
Jlojaanocr 3 0 6 8 5 7 6 8 2 2
V8 00 02 00 00 00 .33 00 , 0 .0 .00
0 3 0 0 0 1 0 0 1 0
Nururammm 37 06 22 25 46 13 65 73 0 22
—— 6 5 1 8 2 2 8 8 0 6
Vo 00 17,00 00 00 .00 00 0 03 .00
0 9 0 0 0 6 0 0 8 0
08 00 02 19 25 13 27 .16 .0 .80
9 0 8 4 1 4 0 2 0 9

4V mnpBoM peay mnocMmarpaHuX BapHja0iM NpUKasaHa je BPEAHOCT [IMPCOHOBOT
Koe(HUIHjeHTa, JI0K je y APYroM pery NpHKa3aHa CTaTHCTHYKa 3HAYajHOCT.
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Topouma/commmja 24,56 00 ,00 ,00 ,00 ,00 ,03 00
HU yTl/lllajPl ’ ’ ’ ’ > s ’ > ’ / >
1 1
V10 5 5 0 0 5 0 8 0
,16 (;2 02,15 0,21 | 16 | )34 20 )22 80 1
Huduayencepu 3 ’ 7 5 4 8 8 2 2 6 9
Vi1

00,57  ,1 ,00 ,00 ,00 ,00 ,00 ,00 ,00
1 3 2 1 0 0 0 0 0 0
W3Bop: UcTpaxkuBame ayTopa

Pesynraru kopenaunoHne ananuse npukazanu y Tabenu 3 ykasyjy Ha
MIOCTOjabe CTAaTUCTUYKH 3HAYajHUX MOBE3aHOCTH U3Mel)y cpeMHOCTH Ha
miahame (WTP) u BehmHe mocmarpanux Bapujabiau, IITO IMOTBphyje
KOMIUIEKCHOCT ~(pakTopa KOjU YTHUy Ha I[IOHAIIamke INpPUNAIHUKA
reneparuje Z.

Hajjava mosutuBHa moBe3anoct ca WTP youena je xon
KopucHUYKOT uckycTBa (r = 0,429; p = 0,000), mTo ykasyje 1a UCIIUTaHUIU
KOjU MIMajy TTO3UTHBHHja MIPETXOHA MCKYCTBA Ca MPOrpaMrMa 3a BexOame
nokasyjy Behy crnpeMHOCT Jja U3/1BOje HOBYaHa cpeiacTBa. CIMYHO TOMe,
3HaYajHa MO3UTHBHA TIOBE3aHOCT yTBpl)eHa je M KO JUTUTAIHUX KaHaua (T
=0,376; p = 0,000), motusauuje (r = 0,371; p = 0,000) u nojanHoctu (r =
0,343; p = 0,000), mTo ymyhyje Ha 3ak/by4ak Ja Cy IICHUXOJIOIIKH H
OUXEeBHOpPATIHU (PAKTOPU BAXKHU JETEPMUHAHTH CIIPEMHOCTH Ha Ijahame.
[Tpuxon ucnuTanuka, Takohe Mokazyje yMEepeHy U CTaTUCTHYKH 3HAYajHY
no3utuBHy nosesanoct ca WTP (r = 0,304; p = 0,000), o je y ckiany ca
E€KOHOMCKOM TEOpHjoM M yKasyje na Beha ¢QuHaHCHjcKa CrOcOOHOCT
noBehaBa CIpeMHOCT Ha H3/Bajame cpeacraBa 3a yciyre. LleHoBHa
OCETJPUBOCT MMa 3Ha4YajHy MO3UTHBHY noBe3anoct ca WTP (r=0,333;p =
0,000), mTo ykasyje Ha TO Ja MepIeNiuja IIeHe Urpa BaXHY YIOTY Yy
dbopmupamy omtyke o iahamy. Ca qpyre cTpase, 3a10BOJbCTBO KUBOTOM
nokasyje cialy, ajqy CTaTUCTHYKU 3Ha4ajHy mose3aHocT (r = 0,115; p =
0,017), nok 3apaBCTBEHO CTamkhe€ HUJE€ CTATUCTUYKK 3HAYAJHO TIOBE3aHO ca
WTP (r = -0,082; p = 0,089) mro ykasyje Ha TO Jja OBe Bapujabie HEMajy
3Ha4YajaH JMpEKTaH yTHIla] Ha CHOpeMHOCT 3a Iutahame. YTuuaj
uH}IyeHcepa nokasyje cinady, alnyu CTAaTUCTUYKU 3HaYajHy IMOBE3aHOCT (T =
0,163; p = 0,001), nox yTuIA] MOPOAUIE U COLMjATHUX TpyIa HHje
cratucThuku 3HaydajaH (r = 0,089; p = 0,065). Ilopen Tora, youeHe cy
M3Y3€THO jake Mel)ycoOHe moBe3aHoCTH u3Mely MmojequHuX He3aBUCHUX
Bapujabiu, mocebHo u3mely qurutanHux kaHasua u jiojaaHoctu (r=0,738),
kao u u3mely nopoguiie / conujanuux ytunaja u uadayencepa (r = 0,809),
IITO yKa3yje Ha IOCTOjame Tpynucama BapujabiaM y OKBHPY IIHPUX
JTUMEH3H]ja TIOHAIIakha MOTPOoIaya.

[Ipuka3ana KopenalMOHAa aHajdM3a IPEACTaBba NPEIMMUHAPHU
YBUJ Y TOBe3aHOCT u3Mel)y mocmarpaHuX BapujaOlu U CIOPEMHOCTH 3a
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miahame nporpama 3a BexOame. MehyTtum, Oynyhu na cy ucrpakupadke
xunore3e (GOpMyJIMCaHE y CMHUCIY YTHIaja HE3aBUCHUX Bapwjabiau Ha
3aBUCHY Bapujallly, KOHAYHA OIICHA MpHXBaTama WM OA0aIUBamba
XHIIOTE3a 3aCHUBA C€ Ha Pe3y/ITaTHMa BUIIECTPYKE PErPeCHOHE aHAn3e,
Koja omoryhasa npolieHy nojeAMHAYHOT JOMPUHOCA CBAKOT MPEIUKTOPA Y3
KOHTPOJIy OCTaJINX BapHjadiiv y MOJIEIY.

Tecrupame xunoresa Xi — Xio

TabOesa 4. Perpecnona ananusza

Bapujaoae WTP — cnpemHocT Aa ce miaTu*
R=0,593; R?=0,352 F=22,573 Sig.=0,000
Sig. Beta Tolerance VIF
IlenoBHa oceT/LUBOCT* * 0,000 0,250 0,939 1,065

IIpoceuna Bucuna

R 0,000 0,180 0,883 1,132
3210B0/HCTBO KHBOTOM ™ * 0,008 0,103 0,578 1,729
MortuBanuja** 0,001 0,174 0,608 1,645
3apaBcTBeHO cTame** 0,015 0,119 0,653 1,531
KopucHn4yko ucKycTBo** 0,000 0,205 0,462 2,163
JlojanmocT** 0,953 -0,004 0,413 2,423
JlaruTajaHn KaHaam** 0,157 0,095 0,349 2,868
"OPOI;T]:Z:;’“TE““" 0,027 0,157 0.314 3,188
HUndayencepu** 0,011 0,181 0,309 3,237

*3aBHCHA Bapujada
**He3aBHUCHE Bapujadiie
W3Bop: Uctpaxusame ayTopa.

Pesynratu BulecTpyke perpecoHe aHaiu3e npukazanu 'y Tabenu
4 moxkasyjy Aa MoJie] MMa 3aJ10BoJhaBajyhy ooOjarnmanajyhy moh. BpegHnoct
koedpurjenta nerepmuHaimje (R? = 0,352) mokasyje ma oxo 35,2%
BapHjaHCce 3aBUCHE Bapujaoie (cripeMHOoCT na ce tiatu — WTP) moxke 6utn
00jallllbeHO YKJbYYEHHM HE3aBUCHMM Bapujabnama. lcroBpemeHo,
BpenHoct F-craructuxe (F = 22,573; p = 0,000) ykazyje Ha TO 1a je Momen
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y IEIUHM CTAaTHCTUYKH 3Ha4dajaH, OJHOCHO Ja CKyNl IOCMaTpaHux
MPEANKTOPa 3HAYAJHO TOMPHUHOCH 00jalllibehy CIPEMHOCTH 3a Tutahame.

Pesynratu BHIIECTpYKE PETrpecHOHE aHAJIM3€ IMOKa3yjy Ja BHIIE
HE3aBUCHUX BapHjallii UMa CTATUCTHYKU 3HAa4ajaH YTHIIA] HA CIIPEMHOCT
MpUMaJHUKa TeHepalyje Z na Iuiare mporpaMe 3a BekOame. Hajjaum
MMO3UTHUBAH YTHUIIA] OCTBapyje 1eHoBHa oceT/buBoCT (B = 0,250; p <0,001),
IITO TOKa3yje Ja MepIeniuja I[eHe NpeAcTaB/ba jelaH Off KJbYYHUX
(dakTopa MPUIMKOM JIOHOIICHa OIyKe O Tuahamy. 3Ha4ajaH TO3UTHUBAH
yTULIAj OCTBapyjy M KopucHHuYko uckyctBo (B = 0,205; p < 0,001),
unpayencepu (f = 0,181; p = 0,011), Bucuna npuxoxa (B = 0,180; p <
0,001) u moruBammja (B = 0,174; p = 0,001), mro motBphyje ma Ha
CIPEMHOCT 32 T1ahame UCTOBPEMEHO JIeTyjy €KOHOMCKH, TICHXOJIOIIKA H
ouxeBunopanau (akropu. [lopen HaBeqeHOT, 3310BOJHCTBO KHUBOTOM (f =
0,103; p = 0,008) u 3mpaBcTBeHO cTame (B = 0,119; p = 0,015), Takohe
MOKa3yjy CTaTUCTHUYKH 3Ha4ajaH TIO3UTUBAH YTHIA], HAKO Mamber
uHTeH3uteTa. OBHM pe3ydaTratd TOTBphyjy ga ommuTe Onarocrame |
NepLenIifja CONCTBEHOT 3/IpaBJba MOTY TONPHHETH Behoj CIPEeMHOCTH 3a
W3/IBajambe CpelicTaBa 3a mporpame ¢pusnyke aktuBHOCTH. C Ipyre cTpaHe,
nojamHocT Opennay (B =-0,004; p = 0,953) u nururanau kanamm (= 0,095;
p = 0,157) Hucy ce mokasaiay Kao CTAaTUCTHYKU 3HAYajHU MPEIAUKTOPH Y
OKBHpY 3ajeTHIUKOT Moziena. To MoXke yKa3uBaTH Ha TO J1a j€ lbUXOB YTHIIA]
MOCpeZIOBaH JApyruM BapujabliamMa HIM Ja TyOe 3Ha4ya] Kaga ce
HMCTOBPEMEHO KOHTPOIMIIE JelioBambe ocramux (akropa. IlocebHo je
WHTEPECAHTAH PE3YJITAT KOjH CE OJIHOCH Ha ITOPOIHILY U COIUjaJIHE YTUIIAje
(B=-0,157; p=10,027). Maxo je yTHIlaj CTATUCTUYKU 3HA4Ya]aH, (bETOB CMEP
Jj€ HeraTuBaH, IITO YKasyje Aa Behu yTHI1a] COIMjaTHOT OKpYy’Kemba He Mopa
HYy)KHO TmoBehaBatu crpemMHocT 3a Iulahawme, Beh y oxapeheHum
OKOJTHOCTUMa MOXK€ JIeJIOBaTH oOrpaHnyaBajyhe Ha WHAWBUIYAIHO
JIOHOIIIEHHE OJTyKa.

Kana je peu o myntukonanneapHocTH, BpeaHoctu VIF ¢dakrtopa cy y
MPUXBATJHUBUM TpaHHIlaMa (CBE HCMOJ S5), IITO yKa3zyje Ha TO Jla He
MIOCTOJM 3HauyajaH MpoOJIeM MYJITHKOJIMHEApPHOCTH M Ja Cy J00ujeHH
pe3ynTaTy moy3/IaHH.

ITonasehu ox pesynrara BHIIECTpYKE PErPECHOHE aHAU3E, MOXKE
Ce TPUCTYNHUTU TECTHpAmy MOCTABJbEHUX HMCTPAKUBAYKUX XHIIOTE3A.
bynyhu na cy xumnorese ¢opmylucaHe y CMHUCIY YyTUIaja HE3aBUCHHUX
BapHjadiM Ha CIPEMHOCT MpHUMaJHUKA TeHepaluje Z aa mniare nmporpame
3a BexOame, HUXOBO IMpUXBaTambe WIM ON0AlMBamE€ 3aCHUBA CE Ha
CTaTUCTUYKO] 3HAYajHOCTH M  CMepy JelioBamkba  PErpecHuOHUX
KoeduirjeHara.

Xunore3a X1 ce NMpuxBara, jep je yTBpHEHO aa 3aJ0BOJHCTBO
KMBOTOM OCTBapyjeé CTaTHCTHYKM 3HayajaH TO3UTUBAH YTUIA] Ha
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cpeMHOCT 3a ahame mporpama 3a BesxxOame (f = 0,103; p=0,008). OBaj
pe3yiTar ykasyje Aa Cy HCIUTAHWIH KOJU Cy 3aJI0BOJbHUJU CBOjUM
KHBOTOM y Behoj MepH clipeMHU J1a U3/1BOje CPE/ICTBA 32 aKTUBHOCTH KOj€
JONPUHOCE OYYBamy U YHanpehemy KBaIUTeTa )KUBOTA.

Xunore3a X2 ce mpuxBara, Oynyhu ma MoTuBamnuja mokasyje
CTAaTUCTUYKH 3HAYajaH MO3UTHUBAH YTHUIA] HA CIPEMHOCT 3a miahame (f =
0,174; p = 0,001). To moTBphyje Aa BUITKM HUBO MOTHUBAIH]E 32 PUINUKY
aKTUBHOCT noBehaBa BepoBaTHONY M3/1Bajaa GUHAHCH]CKUX CPE/ICTaBa 3a
nporpame BexoOama.

Xumnorte3a X3 ce npuxBara, jep je yrBpheHo Ja 31paBCTBEHO CTambE
MIPEJCTaBJba CTATUCTUYKH 3HA4ajaH MO3UTHBAH MPEITUKTOP CIPEMHOCTH 32
wiahawe (f = 0,119; p = 0,015). HaBemenu pesynrar mnoxasyje na
MO3UTHBHHUja TEPUENIHja COTCTBEHOT 3JPaBCTBEHOI CTama IOMPHHOCH
Behoj CIpeMHOCTH HCIHUTAaHWKA Ja WHBECTUPAJy y MHporpame (puanyke
aKTHBHOCTH.

Xumnore3a X4 ce mpuxBara ¢ 003UpoM Ha TO J1a MPOCEYHa BUCHHA
MECEUHUX TNpUMamka MMa CTATHUCTUYKH 3HAyajaH TMO3WTHBAH YTHUIA] Ha
cupeMHocT 3a mnahame (B = 0,180; p = 0,000). PesynTar je y ckiagy ca
€KOHOMCKOM JIOTUKOM TIpeMa Ko0joj BehM pacroyioXUBH HPUXOAH
nosehaBajy MOryhHOCT U CIIPEMHOCT TIOTpOIIIada Jja KOPUCTE yCIyre Koje
HUCY €T3UCTEHIIN]jATHOT KapaKTepa.

Xumnore3a X5 ce MpPUXBaTa, jep EHOBHA OCETJHUBOCT OCTBApYyje
Hajjauu mo3uTHBaH ytuiaj y mozaery (B = 0,250; p = 0,000). OBaj pe3ynrar
noTBplyje fa meplerniyja eHe npeacTaBiba jefjaH ol KIby4HUX QakTopa y
dhopMmupamy CIPeMHOCTH 32 Miahamke mporpaMa 3a BexOame.

Xumnore3a X6 ce npuxsara, Oyayhu 1a KOpUCHUYKO UCKYCTBO HMa
CTAaTUCTUYKH 3HAYajaH MO3UTHUBAH YTHUIA] HA CIIPEMHOCT 3a miahame (f =
0,205; p = 0,000). To yka3yje na MO3UTHBHA MPETXOAHA HMCKYCTBa ca
¢utHec yciayrama moBehaBajy BepoBaTHOhy IIOHOBHOI H3/Bajama
CpeZCTaBa 3a CIMYHE MPOorpame.

Xunore3a X7 ce oadaimyje, jep JI0jaTHOCT OpeHIy HE TOKasyje
CTAaTUCTUYKM 3HauyajaH yTHIa] Ha cipeMHOCT 3a miahamwe (B = -0,004; p =
0,953). JoOujenu pesyaTar ykasyje 1a MIpUBPKEHOCT OpEH Iy cama 1o ceOun
HUje I0BOJbHA J]a 00jaCHU CIIPEMHOCT NMPUTIaJAHUKA TeHepalyje Z aa riare
mporpame 3a BexOame KaJa Ce HCTOBPEMEHO KOHTPOJHINY OCTalie
Bapujabie y Mozeny.

Xunore3a Xs ce ogdamnyje, c 003upoM Ha TO J1a JUTUTAIHA KaHAIN
KOMYHUKAIFje He MOKa3yjy CTaTUCTUYKU 3HauajaH yTUIA] HA CIIPEMHOCT
3a ahame (f = 0,095; p = 0,157). Nako cy AuruTaiHu KaHATW 3HAYajHU
3a HHPOPMHCAkHE U KOMYHUKAIIU]Y Ca MOTPOIIAunMa, pe3ylITaTH MOKa3yjy
Jla BbUXOB JUPEKTaH yTUIIA] Ha CIPEMHOCT 3a Mahame HUje TOTBpheH.
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Xunore3a X9 ce mpuxBara, jep yTuiaj uH]IyeHcepa MoKasyje
CTAaTUCTUYKH 3Ha4YajaH MO3UTHUBAH e(deKaT Ha CIIPEeMHOCT 3a Iuiahame (f =
0,181; p = 0,011). Onaj pesynrar mnoTBplyje 3HAYaj IUTHTATHUX
ayTOPUTETa y OONMKOBamY CTAaBOBa M KYIOBHHX OJJIyKa IPHIIAJIHUKA
renepanuje Z.

Xunore3za Xio ce oxdaiyje, jep Mako MOPOIUIA M COLUjATHU
yTHIIAju TIOKa3yjy CTaTHCTUYKU 3HadajaH edekar (f = -0,157; p = 0,027),
ETOB CMEp j€ HEraTWBaH, LITO j€ CYNPOTHO IOCTaBJ/BEHO] XHMIIOTE3U O
MO3UTUBHOM yTHIajy. CTOra ce He MOKe MOTBPAUTH IPETIocTaBKa Aa Behu
yTHIA] TMOPOAWIIE W COLMjaJHOT OKpY)Xema IoBehaBa CHpeMHOCT 3a
iahame nporpaMa 3a Bexxoame.

Ha ocHOBy pe3ynTara BUIIECTPYKE PErpecHOHE aHAIN3e MOXE Ce
3aKJBYUHTH Ja C€ IMOYETHA XUIoTe3a Xo npuxsara. [Ipukazanu pesynratu
MIOKa3yjy J1a je CIpeMHOCT MPHIaHNKa TeHepanuje Z 1a riaTe mporpame
3a BeXKOame JeTepMUHUCaHa KOMOMHAIIN]OM TICUXOJIOIIKUX, EKOHOMCKHX U
couujanHo-OuxeBuopanHux  (Qaxrtopa. Haj3HayajHMjU  TO3UTHBHH
NPEIUKTOpPU Cy IIEHOBHA  OCETJBUBOCT, KOPHUCHHYKO  HCKYCTBO,
uH(}IyeHCcepy, BHCHHA MECEYHHX NpUMama M MOTHBaLHUja, HOK CYy
3aJJ0BOJBCTBO )KMBOTOM U 3[PaBCTBEHO CTamE MOKA3aJId MO3UTUBAH, aJH
MambU CTaTUCTUYKY 3Ha4YajaH yTuiaj. MicroBpeMeHo, COlMjaTHu yTUajH Cy
MOKa3ajy CTAaTHCTUYKW 3HAdajaH HeratuBaH edekar. Mako mojenuHe
Bapujaliie, MOMYT JIOjaTHOCTH M AWTHTAIHUX KaHajla HHCY IIOKa3ale
CTaTUCTHYKM 3HA4YajaH yTUIAj, PE3yITaTH y LEIWHW NOTBphyjy nma ce
CIpeMHOCT Ha miahame He Moxe o0jacHUTH jeaHuM ¢akrtopom, Beh
MIPECTaBIba PE3YATAT 3ajeTHUYKOT JIeTTIOBamha EKOHOMCKHX, TCUXOIOIIKIX
U COLIMjaJTHO-OMXEBUOPATHUX JI€TEPMUHAHTH.

JloOujeHn pe3ynratd ykaszyjy Jia c€ CIPEeMHOCT TpHUIagHUKa
resepauuje Z 3a 1ulahame ¢QurHec mporpama ¢opmHpa  Kao
MYJITHIMMEH3UOHATHA ~ KOHCTPYKT, KOjH TIPEBa3WJIa3H HCKJbYIHBO
€KOHOMCKY JIOTUKy W 3aCHHMBAa C€ Ha HWHTEpaKUUjHu ICHXOJIOIIKHX,
€KOHOMCKHX U COLIMjalTHO-OnXeBuopaiHux ¢akropa. Hasenenu pesynratu
notBphyjy caBpeMeHe NpUCTyNe KOHLENTY CIPEMHOCTH 3a Iulahame,
mpeMa KOjuMa OyKe TIOTpolllaya HHUCY pe3yiTarT paloHallHEe
KaJKynanuje IeHe, Beh mepuenmuje BPEOHOCTH U CYOjeKTMBHUX
oueknBama (Schmidt & Bijmolt, 2019; Wertenbroch & Skiera, 2002).

IToceOHO je BakHO Ja ce MNCHUXOJOMIKH (DakTopH, Kao IITO Cy
MOTHBAIIM]ja U MEPIEIIN]ja 3paBiba, U3/[Bajajy Kao 3HaYajHU MPEAUKTOPH,
ITO yKa3yje Ja ce olyka o miahamy (UTHEC ycCiIyra y BEJIUKO] MEpH
3aCHUBA Ha YHYTPAIIFUM MOKpETadrMa U TIEPIETIINjU JTHIHE JOOUTH, a He
camo Ha ¢uHaHcHjcko] MoryhHocTH. OBO je y ckilaay ca OMXejBHOpaIHO-
€KOHOMCKMM TIPUCTYIIOM KOjU Harjamasa YJIOTy €MOIMja, HaBUKa |
OrpaHUYEHE PAlMOHAIHOCTH y MpoLecy JAoHoIema omiyka (Prelec &
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Loewenstein, 1998; Leonov et al., 2023). Ca apyre crpane, Anekcuh
(2025) HaBomW, ,,0001CUB/bA]J, EMOYUJE U YELOKYNAH YIMUCAK KOJU NOMPOUUAY
cmuie UHMepaxKyujom ca KOMRAanujom / GpeHooM u3y3emHo €y 8AX*CHU, AKO
He U npecyoHu 3a OoHouwere Kynoguux ooayka* (crp. 381). Pesynraru
yKa3yjy Ha cnenu(uyHy yJIory COILHUjaIHO-OMXEBHOPATHUX (haKTOpa KO
re’epanuje Z, npu yeMy cy uHIIyeHCepH HACHTU(PUKOBAHU Kao 3Ha4YajaH
MPEIUKTOP COPEMHOCTH 3a Iuiahame, JOK TUPEKTaH YTUIA] AUTHTATHUX
KaHaJla KOMyHUKaluje Huje motBpheH. To mokasyje na 3a NMpUTATHUKE
reHepalyje Z Huje mpecy/IaH caM KaHajl KOMyHUKaIuje, Beh kpenuommrer
W YTHUIA] U3BOPA KOJU IyTEM TOT KaHaJIa MpeHOocH uHopManuje. Y ToOM
CMHCITY, TOOUjEHU PE3yTaTh Cy y CKJIaay ca pe3yiaTarhuMa MPeTXOTHUX
UCTPaKMBamka Koja MOKa3yjy Ja ce MPOIEC JOHOIICHA OMIyKa KOA OBE
TeHepalyje CBE BHIIE IMPEMEIITa W3 TPATUIHMOHAIHOT COIHjaTHOT
OKpYyXKema Ka JUTUTAIHO MocpenoBaHuM obnuuuMa ytunaja (Priporas et
al., 2017; Djafarova & Foot, 2022). ¥V mpakTU4HOM CMHCIY, pE3yITaTH
yKa3yjy Jia CTpaTeryje 3aCHOBaHE UCKJbYYHMBO Ha IIEHOBHO] KOHKYPEHIIH]H
HUCY JIOBOJbHE 3a IMpHUBJIAYCHE TNpUNAJHUKA TreHepauuje Z, Beh je
HEOMXOJAHO HUCTOBPEMEHO [eJIOBakb€ Ha MEpUENIHjy BpEAHOCTH,
MOTHUBAIH]y ¥ JUTUTAIHO UCKYCTBO KOPUCHHUKA.

[TocebHO cy HHTEepeCaHTHH PE3YJITaTH KOjH C€ OIHOCE Ha of0aueHe
xunoreze. Mako je nojasiHOCT OpeHay ToBe3aHa ca chpemHomrhy 3a
wahame, noOWjeHM pe3ynTaTH TMOKasyjy Ja Koja TeHepanuje Z cama
MPUBPKEHOCT OpeHIly HHje IOBOJbAH OCHOB 33 W3/IBajalbeé HOBYAHHUX
CpelcTaBa, jep Behy Ba)XHOCT IpH/Iajy IEPLUUNHUPAHO] BPEIHOCTU YCIyTe,
KOPUCHUYKOM MCKYCTBY U JJMYHO] MOTHBALIMJU HETO CaMOj MPUBPKEHOCTH
Openny. IIpminkom noHomewma oanyke Behy yinory mmajy nepuunupaHa
BPEIHOCT YCIIyTe, TMYHO UCKYCTBO U HHMBHIyadHa MOoTHBanMja. CIMIHO
TOME, JAWTUTATHU KaHAJIM KOMYHMKAllje HUCY TIOKa3alu JUpPEeKTaH
CTaTUCTUYKM 3Ha4yajaH yTHIa] Ha CIPEMHOCT 3a miahame, ITO Cyrepulle
Jla OHM MMajy Tpe cBera MH(GOPMATUBHY U KOMYHHKAIIMOHY YJOTY, JIOK
caMy OJUTYKy O mahamwy oOlMMKyjy Apyru GakTopu, Kao MITO CYy UCKYCTBO
kopuIhema yciyre 1 Ipernopyke peJeBaHTHUX U3Bopa. Takohe, HeraTnuBaH
yTHIIa] TIOPOAMLIE U COLUJAIIHUX TpyIla MPEeACTaB/ba HEOUYEKUBAH PE3YIITaT,
KOJU MOXE€ YyKa3uBaTW Ha M3PaXEHY CaMOCTAJHOCT IpUIaJHUKA
re’epaiyje Z y JOHOLIEHY O/UIyKa O (PUTHEC aKTMBHOCTHMMA, KaO M Ha
YUEHUIY Ja Behu yTHIla] HEMOCPEIHOr OKpyXelma HE Mopa HYKHO
JOBECTU N0 Behe CchpeMHOCTH 3a W3/Bajalkbeé HOBUAHUX CpEACTaBa 3a
nporpame BexOama.

104 Exonomcxu nozneou, ISSN 1450-7951



Tcuxonowixe, ekoHOMCKe U OUXEGUOPATHE OCMEPMUHAHME CRPEMHOCU 3d
niahare npoepama 3a sedcoarbe Koo eenepayuje Z

3AK/bYYAK

Pesynraru cripoBeeHOT HCTpakuBama yyhyjy Ha 3aKJbydak 1a je
CIPEMHOCT MPHUMNaJHMKA TeHepauuje Z Ja miaTe mporpame 3a BekOame
yCIIOBJb€HA KOMOWHAITMjOM EKOHOMCKHUX, TICHXOJOIIKUX W COIMjaTHUX
dakropa. [locebHO ce wW3ABajajy MOTHBAIMja, KOPHUCHUYKO HCKYCTBO,
[IEHOBHA OCETJbUBOCT, BHCHHA TpUXOJa M YTHUIQ] MH(]IyeHcepa, KOju
3Ha4YajHO OOJIMKY]y CIpEeMHOCT 3a ahame. Ca Ipyre cTpaHe, JIOjaTHOCT
OpeHIy W JWTUTAIHM KaHald HUCY MOKa3ald CTAaTUCTUYKHU 3HauyajaH
YTHIIA], OK CYy MOPOAMIIA U COLMjaTHU YTUIAJU UCIIOJBUIIM CTAaTUCTUYKU
3Ha4ajaH, anu HeratuBaH edekar. [Ipukazanu pesynratu noTephyjy aa je
OJUTy4YMBambE MOTPOIlIaya KOMILJIEKCHO U MYITHIUMEH3UOHAIIHO, T€ Ja ce
HE MOXE CBECTH Ha je/IaH JOMUHAHTaH (PaKTop.

N3 noOujeHux pesynaTara MPOU3HIA3M HEKOJIMKO MPAKTUYHUX
npernopyka. IIpe cBera, CopTcKu 00jeKTH KOjU Yy CBOjOj TIOHYIU HMajy
mporpamMe 3a Bexxoame Tpeda a ycMepe cBoje akTUBHOCTH Ha capajiiby ca
peneBaHTHUM HH(GITyeHCepUMa U yHarpeheme KOPUCHUYKOT UCKYCTBA, Y3
ONlp’KaBamke€ IMPHUCYCTBA HA JUTUTAIHUM KaHAJMMa Kao MOJPIIKE
koMyHuKaiju. Takole, BaxHO je mpuiarohaBame IEHOBHE TOJUTHKE U
Kpeupame IMOHy/Aa Koje Y3UMajy y O03Up pa3IMduTe HHUBOE MPHUXOAa W
[IEHOBHE OCETJPMBOCTHU TOTpoInada. /logaTHo, yHanpeheme KOpUCHHIKOT
UCKyCTBa M moBehambe MOTHBAIIMOHUX €lleMeHaTa y ImporpamMmuma MOxKe
nonpunetn Behoj cmpemHocTH 3a mahame u Behem aHraxoBamy
KOpUCHHKA.

Nnak, oBo ucTpaxuBame uMa u oapeheHux orpanuuema. [lpe
CBera, y30pak je€ OrpaHMYeH Ha MpHUMaJHUKEe TeHepanuje Z, UITO
orpaHWYaBa reHepan3allijy pe3yiarara Ha JIpyre crapocHe rpyre. Takohe,
HCTPaXXMBAE j€ 3aCHOBAHO HA CaMOIPOLIEHH HCIHUTAaHHUKA, IITO MOXKE
yTHUIIAaTH Ha cyOjeKTHBHOCT oaroBopa. bynyha ucrpaxusama mory Outu
yCMepeHa Ha MPOIIUpPEnE y30pKa Ha pa3inuuTe geMorpadceke rpyrme, Kao
U Ha IPHUMEHY JIOHTUTYAMHAIHOT MpHUCTyNna Koju 6u omoryhuo npaheme
IIPOMEHA y MOHAllIalky MOTpolIaya TOKOM BpeMeHa. JlogaTHo, y HapeTHOM
nepuoay 6uhe yxipyueH Behu Opoj OMXeJBHOpATHUX U IMCUXOJOIIKHX
Bapujabmu paau OyOsber pasyMmMeBamka MEXaHHW3aMa KOju YTHYy Ha
CIpeMHOCT 3a Tuiahame mporpamMa 3a Bex0ame.
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Abstract: Consumer behavior in contemporary conditions is characterized by the complex
influence of economic, psychological, and digital factors that shape purchasing decisions
and the willingness to pay for certain products and services. The subject of this research
is the analysis of factors influencing the willingness of Generation Z members to pay for
fitness programs, with a particular focus on psychological, economic, socio-cultural, and
digital determinants of consumer behavior. The aim of the study is to identify and explain
the key factors determining willingness to pay (WTP) in the context of fitness services. The
research hypotheses relate to the influence of life satisfaction, motivation, health status,
income, price sensitivity, customer experience, loyalty, digital channels, as well as the
influence of family and influencers on WTP. The study employed descriptive statistics,
correlation analysis, and multiple regression analysis. The results indicate that
willingness to pay is significantly influenced by user experience, price perception,
motivation, income, and influencer impact, while some factors, such as loyalty and digital
channels, lost significance in the multivariate model. The research confirms that WTP is
the result of a complex interaction of multiple groups of factors and that the digital
environment and experiential aspects are becoming increasingly important in shaping
consumer decisions.

Keywords: consumer behavior, willingness to pay (Willingness to Pay), fitness programs,
value perception, Generation Z.
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In contemporary business conditions, characterized by intense
competition and dynamic changes in consumer preferences, understanding
consumer behavior represents a key prerequisite for the sustainable growth
and development of companies. The fitness and recreational services
market is particularly prominent, experiencing continuous growth due to
increased awareness of the importance of health and changes in lifestyles.

In such an environment, the concept of consumers’ willingness to
pay ( WTP) gains importance as an expression of the perceived value of a
service. However, willingness to pay is not determined exclusively by
economic factors, but rather represents the result of the interaction of
psychological, economic, and behavioral determinants.

Existing literature most often examines these factors in isolation,
which limits a comprehensive understanding of the process of forming
willingness to pay, especially in the context of health-related services.
Additionally, research on Generation Z is relatively limited, and in
domestic scientific literature there is an evident lack of empirical studies
that systematically address consumers’ willingness to pay for services in
the field of fitness and recreation.

Based on the above, this paper applies an integrative approach that
combines psychological, economic, and behavioral factors in order to
examine the willingness of Generation Z members to pay for exercise
programs. The subject of the research is the analysis of key determinants
influencing consumers’ willingness to pay for exercise programs, with a
particular focus on Generation Z members and the interconnection of
psychological, economic, and behavioral factors. The aim of the study is to
identify and empirically examine the factors that have the most significant
impact on the willingness of Generation Z members to pay for exercise
programs, as well as to determine the direction and intensity of their effects.

The scientific contribution of the paper lies in the development of
an integrative analytical framework for examining consumers’ willingness
to pay, which combines different groups of determinants. The particular
importance of the paper stems from addressing the identified research gap
in the domestic literature, given the limited number of empirical studies in
this field. In addition to its theoretical significance, the research results also
have practical implications for creating pricing strategies and adapting
fitness services to Generation Z.
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1. LITERATURE REVIEW

Consumer behavior as a scientific field encompasses activities
related to the selection, purchase, and use of products and services,
whereby individuals seek to satisfy their needs and express their own
identity. This field is complex because consumers vary from those who are
only beginning to form preferences to those who make complex and
financially significant decisions (Solomon & Russell, 2024).

Due to this diversity, understanding consumer behavior requires a
broader approach, with contemporary research increasingly focusing on the
digital environment. Within it, key factors are trust in the seller,
transparency, and transaction security, which significantly influence
decisions (Nagvadia & Bhatt, 2021), indicating the need for the application
of general behavior models (Buisson, 2021). An additional challenge is
represented by the dynamic nature of preferences, which change over time,
often without the consumer’s conscious control (Rainsberger, 2023).
Therefore, behavioral economics is being increasingly applied, as it
explains actual consumer decisions (Palmer, 2024). Accordingly, forms of
purchasing behavior differ according to the level of involvement and
perceived risk, ranging from complex to routine decisions (Kumar et al.,
2022; Roy & Datta, 2022). Nevertheless, consumer reactions are not
uniform, as they depend on individual characteristics, interpretation of
information, and situational circumstances (Latinovi¢ & Ostoji¢, 2023).
Therefore, it is necessary to include deeper psychological factors in the
analysis of behavior.

In this context, needs are viewed as hierarchically organized, from
basic to social and psychological needs (Mustofa, 2022), whereby behavior
is not exclusively economically conditioned (Trivedi & Mehta, 2019).
When needs are activated, motivation emerges, directing behavior toward
goals (Mili¢, 2018; Hoyer et al., 2018), while product perception directly
influences purchase intentions, especially in the online environment (Wang
et al., 2023). Furthermore, consumer decisions are often the result of a
combination of emotions, intuition, and bounded rationality, which has led
to the development of new theoretical approaches in explaining behavior
(Leonov et al., 2023). Emotions and attitudes formed through interaction
with a brand can lead to purchase, loyalty, or recommendation (Hoyer et
al., 2018), while the digital environment further reinforces the importance
of trust and ease of use (Sepha, 2025). Changes in the social context affect
consumer priorities, particularly through the growing importance of health
and quality of life (Innova Market Insights, Global Consumer Trends
2025), which is also conditioned by the cultural framework (Shad et al.,
2024). Finally, economic factors such as income and expectations of future
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earnings directly affect consumption (Praveen & Uraon, 2024). In this
context, the concept of willingness to pay gains particular importance in
contemporary literature.

Willingness to Pay (WTP) represents the maximum amount that a
consumer is willing and prepared to spend on a particular product or
service, whereby this concept is most commonly viewed as an expression
of the perceived value that the consumer attributes to the offering (Schmidt
& Bijmolt, 2019). Within contemporary approaches in marketing and
behavioral economics, WTP is not viewed exclusively as an economic
parameter, but as the result of the interaction between perceptions of
quality, price, personal preferences, and contextual factors. Research shows
that consumers do not make pricing decisions in a completely rational
manner, but that these decisions are often influenced by cognitive biases,
emotions, and subjective value assessments (Wertenbroch & Skiera, 2002;
Prelec & Loewenstein, 1998). Precisely for this reason, WTP is
increasingly viewed in the marketing literature as a psychological construct
that depends on individual consumer characteristics. In the context of
service activities, particularly in the domain of fitness and healthcare
services, WTP acquires additional complexity. Unlike physical products,
services are intangible, heterogeneous, and often based on the user’s
experience, which further increases the importance of value perception
(Zeithaml, 1988). In the field of the fitness industry, the decision to pay for
services often depends on a combination of motivational factors, perceived
health benefits, service quality, and previous user experience (Bodet, 2006;
Alexandris et al., 2011). A special role in contemporary research is played
by Generation Z, which is characterized by a high level of digital
involvement, pronounced price sensitivity, and an emphasis on the
experiential value of services. This generation makes decisions more
quickly, often under the influence of digital channels and social media,
whereby value perception and social influences are significant
determinants of behavior (Priporas et al., 2017; Djafarova & Foot, 2022).
Accordingly, WTP for fitness programs can be viewed as the result of the
integration of several groups of factors: economic (e.g., income, price
sensitivity), psychological (motivation, life satisfaction, health perception),
and socio-behavioral (family influence, digital channels, previous
experience, and loyalty). This multidimensional approach enables a more
comprehensive understanding of the factors that shape consumers’
willingness to allocate funds for fitness services.

Based on the reviewed literature, the research hypotheses were
formulated on the assumption that willingness to pay for fitness programs
is conditioned by a combination of economic, psychological, and socio-
behavioral factors.
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Ho: Willingness to pay for exercise programs among Generation Z
members is determined by a combination of psychological, economic, and
socio-behavioral factors.

Hi: A higher level of life satisfaction positively influences the
willingness of Generation Z members to pay for exercise programs.

H2: Among Generation Z members, higher motivation for physical
activity (health, appearance, entertainment, and socialization) positively
influences willingness to pay for exercise programs.

Hs: A positive perception of one’s own health status positively
influences Generation Z members’ willingness to pay for exercise
programs.

H4: Among Generation Z members, higher income levels of
positively influence willingness to pay for exercise programs.

Hs: Greater price sensitivity (perception of high or low price) has a
statistically significant effect on the willingness of Generation Z members
to pay for exercise programs.

He: Among Generation Z members, positive prior experience with
exercise programs positively influences willingness to pay for exercise
programs.

H7: Higher levels of brand loyalty positively influences the
willingness of Generation Z members to pay for exercise programs.

Hs: Among Generation Z members, a positive perception of digital
communication channels (websites, social media, and applications)
positively influences willingness to pay.

Ho: The influence of reference groups and influencers positively
influences the willingness of Generation Z members to pay for exercise
programs.

Hio: Belonging to a social group and family influence positively
influence the willingness of Generation Z members to pay for exercise
programs.

2. METHODOLOGY

The research was conducted using a quantitative approach,
employing a structured survey questionnaire as the instrument for data
collection. The survey was carried out anonymously on a convenience
sample of respondents, whereby the respondents were recruited through
online channels and direct contact within the available population,
indicating the territorial limitation of the sample to the area of the northern
part of Kosovo and Metohija and the RaSka District. A total of 427
respondents were included.
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In the conceptual research model, willingness to pay for exercise
programs among Generation Z members represents the dependent variable,
influenced by four groups of factors: psychological, economic, behavioral,
and social. Psychological factors include life satisfaction, motivation for
physical activity, and perceived health status. Economic factors refer to
income level and price sensitivity. Behavioral factors include prior
experience, brand loyalty, and digital interaction, while social factors
encompass the influence of reference groups, family, and social status.

The questionnaire was designed to include multiple groups of
variables relevant to the study of consumer behavior in the context of
exercise programs. The first part referred to the respondents’ socio-
demographic characteristics, including gender, age, level of education,
employment status, income level, household size, and place of residence.
The second part of the questionnaire included economic and behavioral
factors influencing purchase decisions, such as purchasing power, product
characteristics, brand loyalty, prior experience, as well as social status.
Special attention was devoted to psychological and socio-cultural
determinants, including motivation, attitudes, perception, cultural values,
group affiliation, and family influence. Within the research, consumers’
willingness to pay for exercise programs was also analyzed across multiple
price categories (perceived low, high, too high, and suspiciously low price),
enabling the application of the concepts of perceived value and price
sensitivity. In addition, scales for measuring subjective well-being and life
satisfaction — Life Satisfaction Scale (Margolis et al., 2018, p. 4), as well
as the EQ-5D-5L scale (EuroQol Group, 2013) for the perception of health
status, were included, enabling the examination of the broader context in
which consumer decisions are made. The research also included
respondents’ attitudes toward physical activity, as well as motivational
factors for engaging in sports (The Motives for Physical Activity Measure
— Revised, MPAM-R) (Miholi¢ et al., 2015, p. 102).

The collected data were analyzed using the statistical software IBM
SPSS Statistics,version 26, using appropriate statistical methods to
examine the relationships between independent variables (economic,
psychological, and socio-cultural factors) and the dependent variable,
namely consumers’ willingness to pay for exercise programs. Descriptive
statistics were used to describe the socio-demographic characteristics of the
sample. The reliability of the applied measurement scales (MPAM-R, EQ-
5D-5L, Life Satisfaction Scale) was tested using Cronbach’s alpha
coefficient. Correlation analysis and multiple linear regression were used
to examine relationships between the analyzed determinants and
willingness to pay.
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3. SAMPLE DESCRIPTION

The empirical research was conducted from November 2024 to
March 2025, with a total of 427 respondents. The analysis of the
demographic characteristics of the sample indicates a structure consistent
with the profile of fitness service users.

Gender structure: The sample shows a slightly higher
participation of women (56.2%) compared to men (43.8%). This result is
consistent with contemporary research in the field of recreational sports,
which indicates the increasing involvement of women from Generation Z
in organized physical activity programs, with motivational factors
expanding from aesthetic to a broader concept of health and well-being.
Age structure: Given the study’s focus on Generation Z, the sample
structure, dominated by respondents aged 15-24 (40.7%) and 25-34
(59.3%) provides an adequate basis for analysis. Respondents from the
older age group can partially be considered “younger millennials,” who
possess a higher level of economic independence, but still share value
patterns characteristic of Generation Z, which is relevant for the analysis
of willingness to pay (WTP). The high share of respondents aged up to 34
indicates that the sample includes consumers who are in the phase of
forming long-term habits in the field of physical activity, where investment
in health represents one of the priority forms of discretionary consumption.

The analysis of the territorial structure shows a relatively wide
geographical distribution of respondents, with a pronounced concentration
in certain municipalities. The largest number of respondents comes from
Leposavi¢ (13.8%), followed by Kosovska Mitrovica (9.1%) and Raska
(9.1%), while the municipalities of Zvecan (6.6%), Gracanica (5.2%), and
Zubin Potok (approximately 6%) are also significantly represented.
Respondents from the northern part of Kosovo and Metohija and the RaSka
District predominate, indicating that the research results primarily reflect
the attitudes and economic characteristics of Generation Z in specific socio-
economic environments. This provides relevant insight into the
development of the fitness market outside large urban centers, which have
often been insufficiently represented in previous literature.

Table 1. Sample structure by education level, employment status, and
average income

Number of Cumulative
Variable respondents Percg/ntage percentage
) ) (%)
Education primary education 1 0.2 0.2
Level
secondary education 107 25.1 253
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higher vocational school 53 12.4 37.7
University degree 172 40.3 78.0
master's degree 91 21.3 99.3
Doctoral degree 3 0.7 100.0
unemployed 136 31.9 31.9
Employment Fixed-term employed 169 39.6 71.4
Status Permanently employed 115 26.9 98.4
entrepreneur .(owner of own 7 1.6 100.0
business)
No income (0 dinars) 32 7.5 7.5
up to 20.000,00 dinars 90 21.1 28.6
A
VEIBE T from 20.000,00 to 40.000,00 2 58 354
Monthly dinars ) i
Income from 40.000,.00 to 60.000,00 104 244 507
dinars
from 60.000,.00 to 80.000,00 73 183 780
dinars
80.000,00 dinars and above 94 22.0 100.0

Source: Author's research.

The analysis of the sample structure presented in Table I provides
insight into the profile of modern consumer of exercise programs among
Generation Z members.

Educational profile: The results show a dominance of respondents
with a university degree (40.3%) and master’s degree (21.3%), indicating
that the sample largely consists of highly educated young individuals. The
literature often highlights the connection between the level of education
and awareness of the importance of health, where higher education may
contribute to greater awareness of the benefits of physical activity and a
stronger tendency to perceive exercise programs as an investment rather
than merely a cost. Employment status and professional situation:
According to the results, the largest share of respondents is fixed-term
employed (39.6%), while a significant proportion is also unemployed
(31.9%). Such a structure is characteristic of Generation Z, which is largely
in the early stages of career development or in transition toward more stable
employment. Analysis of income: The distribution of monthly income
shows pronounced heterogeneity. Although a significant share of
respondents falls into lower income categories (up to 20.000,00 RSD —
21.1%), almost one-fifth of respondents (22%) report incomes of 80.000,00
RSD and above. It is particularly important that more than 40% of
respondents report incomes above 60.000,00 RSD, indicating the existence
of a segment with higher financial potential for using premium fitness
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services and personalized training programs. The specificity of this
generation is reflected in the fact that, although a significant portion of
respondents has relatively low personal income, they often have greater
discretionary spending capacity, as part of living expenses is shared within
the family household or supported by family assistance.

The sample can be described as highly educated and economically
diverse. Although employment status indicates a certain level of flexibility
and instability in employment, the high level of education and the presence
of a higher-income segment indicate a significant group of respondents
who are potentially willing to allocate greater resources to high-quality
sports programs.

Data on marital status and household structure provide insight into
respondents’ lifestyle, which is relevant for analyzing their consumer habits
in the field of fitness services. The results show a dominance of unmarried
respondents, who make up 55.3% of the sample. The observed structure
indicates that a significant part of respondents is in a life stage where
priorities are focused on personal development and individual activities.
Regarding household structure, the majority of respondents live in multi-
person households (over 70% in households with three or more members).
This data indicates a specific socio-economic pattern characteristic of
Generation Z in the observed sample. Living in a shared household may
influence the structure of personal consumption, where cost-sharing within
the household potentially leaves a larger portion of available resources for
discretionary spending, which may include recreational and fitness
services.

4. RESEARCH RESULTS AND DISCUSSION

In order to assess the psychometric characteristics of the applied
scales, an analysis of internal consistency was conducted using Cronbach’s
alpha coefficient. The obtained values for all scales exceeded the threshold
of 0.8, indicating a high level of internal consistency and confirming the
reliability of the measurement instruments used. The presented results
justify the further use of the scales in the statistical analysis.

Table 2. Descriptive statistics of the observed variables

Variables N Min. Max. Mean Std. Deviation
WTP3 - monthly
amount (RSD) 427 1 5 3.0212 1.096
Price sensitivity 427 425 19250 5167.0141 2610.98868

3 WTP - The maximum monthly amount that respondents are willing to pay for
participation in an exercise program.
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Average monthly

income 427 0 5 2.9112 1.62723
Life satisfaction 427 1 5 3.2021 0.45576
Motivation 427 1 5 3.8119 0.73834
Perceived Health
status 427 1.33 3.17 2.0683 0.35652
User experience 427 1 5 3.9227 0.81586
Loyalty 427 1 5 3.9091 0.73929
Digital channels 427 1 7 3.8103 0.63276
Family/social
influences 427 1 5 3.2096 1.12117
Influencers 427 1 5 3.0141 1.17627

Source: Author's research.

In the study, two different measures related to price were used: price
sensitivity as a psychological perception of price and a specific monetary
amount, and willingness to pay (WTP), measured on a five-point Likert
scale as an attitudinal indicator of payment intention on a monthly basis.
This approach enabled the examination of both subjective attitudes toward
price and the actual payment willingness of consumers.

The results of the descriptive statistics presented in 7able 2 indicate
a relatively consistent pattern of respondents across psychological,
behavioral, and socio-economic variables that influence willingness to pay
for physical activity services.

The average value of the life satisfaction variable (M = 3.20, SD =
0.46) indicates a moderately positive perception of quality of life, while
respondents’ motivation is relatively high (M = 3.81, SD = 0.74),
suggesting the presence of internal incentives for engaging in activities that
contribute to health improvement and overall well-being.

User experience (M = 3.92, SD = 0.82) and loyalty (M =3.91, SD
=0.74) indicate a high level of satisfaction with existing services, implying
that users have developed habitual usage patterns and relatively stable
preferences.

Respondents’ health status shows lower average values (M = 2.07,
SD = 0.36), which may indicate the presence of health limitations or a
perceived need to improve health status, potentially acting as a motivating
factor for the use of physical activity services.

Regarding communication channels, digital channels (M =3.81, SD
= 0.63) play a significant role in information acquisitions and decision-
making, while social influences such as family (M = 3.21, SD = 1.12) and
influencers (M = 3.01, SD = 1.18) are present but of moderate intensity,
indicating that social factors support decision-making but do not dominate
the process.
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It is particularly important to highlight the income variable (M =
2.91, SD =1.63), which indicates a medium level of respondents’ economic
status and relatively pronounced heterogeneity in financial capabilities.
This variable represents an important determinant of willingness to pay, as
economic resources directly influence the ability and willingness to
allocate financial funds.

Finally, the price sensitivity variable shows an average value of
5,167.01 RSD with relatively high variability (SD = 2,610.99), indicating
significant differences among respondents’willingness to pay perceptions.
This heterogeneity may be a consequence of differences in income,
motivation, health status, and perception of service value. Additionally, the
average value of the willingness to pay (WTP) variable measured on the
Likert scale is 3.02 (SD = 1.10), indicating a moderate level of respondents’
willingness to allocate funds for the observed services. The relatively high
standard deviation indicates pronounced variability in responses, i.e., the
existence of significant differences among respondents regarding perceived
willingness to pay. This suggests that, although the average value indicates
a neutral to slightly positive attitude toward payment, there are segments
of respondents who are highly willing to pay, as well as those who show
low willingness.

Table 3. Correlation matrix of the observed variables ¢

Variables Vi V2 V3 V4 V5 V6 VI V8 V9 ‘;1 vil
33 30 11 37| . 42 34 37 08 .16
WTP L '%8 9 3 6 9 3
Vi

.00 00 .01 00 .08 .00 .00 .00 .06 .00
0 0 7 0 9 0 0 0 5 1

Price .33 10 .16 20 10 .11 06 | .24

1 : 06 : 02
sensitivity 3 ! 4 ! 1 2 0 > ! 7
V2 00 .03 00 00 20 03 02 7 00 57
0 7 8 0 5 5 3 9 0 3
Average 30 000206 o290 200 22 .02 02
monthly 4 1 5 5 0 6 1 8 5
neome 00 03, 6l 8 22 00 00 00 .56 .61
V3 0o | 7 1 2 1 0 0 0 5 2
Life A1 a6 .02 3653 29 23 25 09 IS
o 5 4 5 9 4 5 8 8§ 4 4
satisfaction
va 01 .00 61, .00 00 00 .00 .00 .00 .00
7 8 1 0 0 0 0 0 0 1
o 37 20 06 .36 03 45 46 46 25 21
Motivation | | 5 9 1 7 ) 5 ) | 2

4 The first row of observed variables shows the values of the Pearson coefficient, while
the second row shows the statistical significance levels.
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V5 .00 .00 18 .00 / 44 .00 .00 .00 .00 .00
0 0 2 0 2 0 0 0 0 0
. N N .53 .03 .13 .04 13 13 .16
Health _(;8 '(16 .(;5 4 7 ! 7 7 2 4 8
Ve .08 .20 22 .00 44 / .00 .33 .00 .00 .00
9 5 1 0 2 5 1 6 5 0
User 42 .10 .29 .29 45 13 1 .59 .65 27 .34
. 9 2 0 5 2 7 6 8 0 2
experience
V7 .00 .03 .00 .00 .00 .00 / .00 .00 .00 .00
0 5 0 0 0 5 0 0 0 0
34 11 .20 .23 46 .04 .59 1 .73 .16 .20
Loyalty 3 0 6 8 5 7 6 8 2 2
\% ] .00 .02 .00 .00 .00 .33 .00 / .00 .00 .00
0 3 0 0 0 1 0 0 1 0
Digital 37 .06 22 .25 46 .13 .65 .73 | .10 22
communicatio 6 5 1 8 2 2 8 8 0 6
n channels .00 17 .00 .00 .00 .00 .00 .00 / .03 .00
V9 0 9 0 0 0 6 0 0 8 0
Family and .08 .00 .02 .19 .25 .13 .27 .16 .10 1 .80
social 9 0 8 4 1 4 0 2 0 9
influences .06 .24 .56 .00 .00 .00 .00 .00 .03 / .00
V10 5 1 5 0 0 5 0 1 8 0
Influencer .16 02 .02 15 21 .16 .34 .20 22 .80 1
. 3 5 4 8 8 2 2 6 9
impact 7
Vil .00 57 .61 .00 .00 .00 .00 .00 .00 .00

1 3 2 1 0 0 0 0 0 0
Source: Author's research.

The results of the correlation analysis presented in Table 3 indicate
the existence of statistically significant relationships between willingness
to pay (WTP) and most of the observed variables, confirming the
complexity of factors influencing the behavior of Generation Z members.

The strongest positive relationship with WTP was observed for user
experience (r = 0.429; p = 0.000), indicating that respondents with more
positive previous experiences with exercise programs show a higher
willingness to allocate financial resources. Similarly, a significant positive
relationship was also found for digital communication channels (r = 0.376;
p = 0.000), motivation (r = 0.371; p = 0.000), and loyalty (r = 0.343; p =
0.000), suggesting that psychological and behavioral factors are important
determinants of willingness to pay. Respondents’ income also shows a
moderate and statistically significant positive relationship with WTP (r =
0.304; p = 0.000), which is consistent with economic theory and indicates
that greater financial capacity increases willingness to allocate funds for
services. Price sensitivity has a significant positive relationship with WTP
(r =0.333; p = 0.000), indicating that price perception plays an important
role in shaping payment decisions. On the other hand, life satisfaction
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shows a weak but statistically significant relationship (r=0.115; p=0.017),
while health status is not statistically significantly related to WTP (r = -
0.082; p = 0.089), indicating that these variables do not have a significant
direct impact on willingness to pay. The influence of influencers shows a
weak but statistically significant relationship (r = 0.163; p = 0.001), while
the influence of family and social groups is not statistically significant (r =
0.089; p = 0.065).

The presented correlation analysis provides a preliminary insight
into the relationship between the observed variables and willingness to pay
for exercise programs. However, since the research hypotheses were
formulated in terms of the influence of independent variables on the
dependent variable, the final assessment of the acceptance or rejection of
the hypotheses is based on the results of multiple regression analysis, which
enables the evaluation of the individual contribution of each predictor while
controlling for the other variables in the model.

Testing of Hypotheses H1-H10

Table 4. Regression analysis

Variable WTP — willingness to pay*
R=0,593; R*=0,352 F=22,573 Sig.=0,000
Sig. Beta Tolerance VIF
Price Sensitivity** 0.000 0.250 0.939 1.065
Average Monthly
I s 0.000 0.180 0.883 1.132
ncome

Life Satisfaction** 0.008 0.103 0.578 1.729
Motivation** 0.001 0.174 0.608 1.645
Health status** 0.015 0.119 0.653 1.531
User Experience** 0.000 0.205 0.462 2.163
Loyalty** 0.953 -0.004 0.413 2.423
Digital Channels** 0.157 0.095 0.349 2.868
Family/Social 0.027 0.157 0.314 3.188

Influences** ’ e ’ '
Influencers** 0.011 0.181 0.309 3.237

*dependent variable
**independent variables
Source: Author's research.
The results of the multiple regression analysis presented in Table 4

show that the model has satisfactory explanatory power. The value of the
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coefficient of determination (R? = 0.352) indicates that approximately
35.2% of'the variance in the dependent variable (willingness to pay — WTP)
can be explained by the included independent variables. At the same time,
the value of the F-statistic (F =22.573; p = 0.000) indicates that the model
as a whole is statistically significant, meaning that the set of observed
predictors significantly contributes to explaining willingness to pay.

The results of the multiple regression analysis show that several
independent variables have a statistically significant influence on
Generation Z members’ willingness to pay for exercise programs. The
strongest positive influence is exerted by price sensitivity (f = 0.250; p <
0.001), indicating that price perception represents one of the key factors in
the decision-making process regarding payment. Significant positive
influences are also exerted by customer experience ( = 0.205; p < 0.001),
influencers (B =0.181; p=10.011), income level ( =0.180; p <0.001), and
motivation (B = 0.174; p = 0.001), confirming that willingness to pay is
simultaneously influenced by economic, psychological, and behavioral
factors. In addition, life satisfaction (f = 0.103; p = 0.008) and health status
(B = 0.119; p = 0.015) also show a statistically significant positive
influence, although of lower intensity. These results confirm that general
well-being and the perception of one’s own health can contribute to a
greater willingness to allocate funds for physical activity programs. On the
other hand, brand loyalty (B = -0.004; p = 0.953) and digital channels (B =
0.095; p = 0.157) did not prove to be statistically significant predictors
within the joint model. This may indicate that their influence is mediated
by other variables or that they lose significance when the effects of other
factors are simultaneously controlled. Particularly interesting is the result
related to family and social influences (B = -0.157; p = 0.027). Although
the effect is statistically significant, its direction is negative, indicating that
a greater influence of the social environment does not necessarily increase
willingness to pay, but may, under certain circumstances, act as a constraint
on individual decision-making.

With regard to multicollinearity, the values of the VIF factors are
within acceptable limits (all below 5), indicating that there is no significant
problem of multicollinearity and that the obtained results are reliable.

Based on the results of the multiple regression analysis, it is
possible to proceed with testing the proposed research hypotheses. Since
the hypotheses were formulated in terms of the influence of independent
variables on Generation Z members’ willingness to pay for exercise
programs, their acceptance or rejection is based on the statistical
significance and direction of the regression coefficients.

Hypothesis Hi is accepted, as it was determined that life
satisfaction exerts a statistically significant positive influence on
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willingness to pay for exercise programs (f = 0.103; p = 0.008). This result
indicates that respondents who are more satisfied with their lives are more
willing to allocate funds for activities that contribute to maintaining and
improving their quality of life.

Hypothesis H: is accepted, since motivation shows a statistically
significant positive influence on willingness to pay (p = 0.174; p = 0.001).
This confirms that a higher level of motivation for physical activity
increases the likelihood of allocating financial resources to exercise
programs.

Hypothesis H3 is accepted, as it was established that health status
represents a statistically significant positive predictor of willingness to pay
(B=10.119; p=0.015). This result indicates that a more positive perception
of one’s own health status contributes to a greater willingness of
respondents to invest in physical activity programs.

Hypothesis Hs is accepted, considering that the average level of
monthly income has a statistically significant positive influence on
willingness to pay (B = 0.180; p = 0.000). The result is consistent with
economic logic, according to which higher disposable income increases
consumers’ ability and willingness to use services that are not of an
existential nature.

Hypothesis Hs is accepted, because price sensitivity exerts the
strongest positive influence in the model ( = 0.250; p = 0.000). This result
confirms that price perception represents one of the key factors in shaping
willingness to pay for exercise programs.

Hypothesis He is accepted, since customer experience has a
statistically significant positive influence on willingness to pay (B = 0.205;
p = 0.000). This indicates that positive previous experiences with fitness
services increase the likelithood of allocating funds again for similar
programs.

Hypothesis H7 is rejected, because brand loyalty does not show a
statistically significant influence on willingness to pay (B = -0.004; p =
0.953). The obtained result indicates that attachment to a brand alone is not
sufficient to explain Generation Z members’ willingness to pay for exercise
programs when the other variables in the model are simultaneously
controlled.

Hypothesis Hs is rejected, considering that digital communication
channels do not show a statistically significant influence on willingness to
pay (B = 0.095; p = 0.157). Although digital channels are important for
informing and communicating with consumers, the results show that their
direct influence on willingness to pay has not been confirmed.

Hypothesis Ho is accepted, because the influence of influencers
shows a statistically significant positive effect on willingness to pay (p =
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0.181; p=0.011). This result confirms the importance of digital authorities
in shaping the attitudes and purchasing decisions of Generation Z members.

Hypothesis Hio is rejected, because although family and social
influences show a statistically significant effect (B =-0.157; p = 0.027), its
direction is negative, which is contrary to the proposed hypothesis of a
positive influence. Therefore, the assumption that a greater influence of
family and the social environment increases willingness to pay for exercise
programs cannot be confirmed.

Based on the results of the multiple regression analysis, it can be
concluded that the initial hypothesis HO is accepted. The presented results
show that Generation Z members’ willingness to pay for exercise programs
is determined by a combination of psychological, economic, and socio-
behavioral factors. The most significant positive predictors are price
sensitivity, customer experience, influencers, monthly income level, and
motivation, while life satisfaction and health status showed a positive but
less statistically significant influence. At the same time, social influences
showed a statistically significant negative effect. Although certain
variables, such as loyalty and digital channels, did not show a statistically
significant influence, the overall results confirm that willingness to pay
cannot be explained by a single factor but represents the result of the joint
action of economic, psychological, and socio-behavioral determinants.

The obtained results indicate that Generation Z members’
willingness to pay for fitness programs is formed as a multidimensional
construct that goes beyond purely economic logic and is based on the
interaction of psychological, economic, and socio-behavioral factors.
These results confirm contemporary approaches to the concept of
willingness to pay, according to which consumer decisions are not the result
of rational price calculations but of value perception and subjective
expectations (Schmidt & Bijmolt, 2019; Wertenbroch & Skiera, 2002).

It is particularly important that psychological factors, such as
motivation and health perception, stand out as significant predictors,
indicating that the decision to pay for fitness services is largely based on
internal drivers and the perception of personal benefit rather than solely on
financial capability. This is consistent with the behavioral-economic
approach that emphasizes the role of emotions, habits, and bounded
rationality in the decision-making process (Prelec & Loewenstein, 1998;
Leonov et al., 2023). On the other hand, Aleksi¢ (2025) states, “the
experience, emotions, and overall impression that a consumer acquires
through interaction with a company/brand are extremely important, if not
crucial, for making purchasing decisions” (p. 381). The results indicate the
specific role of socio-behavioral factors among Generation Z, with
influencers being identified as a significant predictor of willingness to pay,
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while the direct influence of digital communication channels was not
confirmed. This shows that for Generation Z members, the communication
channel itself is not decisive, but rather the credibility and influence of the
source transmitting information through that channel. In this regard, the
obtained results are consistent with the findings of previous studies
showing that the decision-making process of this generation is increasingly
shifting from the traditional social environment toward digitally mediated
forms of influence (Priporas et al., 2017; Djafarova & Foot, 2022). In
practical terms, the results indicate that strategies based exclusively on
price competition are not sufficient to attract Generation Z members;
instead, it is necessary to simultaneously influence value perception,
motivation, and the digital user experience.

Particularly interesting are the results related to the rejected
hypotheses. Although brand loyalty is associated with willingness to pay,
the obtained results show that among Generation Z, attachment to a brand
alone is not a sufficient basis for allocating financial resources, as they
attach greater importance to the perceived value of the service, customer
experience, and personal motivation than to brand attachment itself. When
making decisions, perceived service value, personal experience, and
individual motivation play a greater role. Similarly, digital communication
channels did not show a direct statistically significant influence on
willingness to pay, suggesting that they primarily have an informational
and communication role, while the payment decision itself is shaped by
other factors, such as service usage experience and recommendations from
relevant sources. Furthermore, the negative influence of family and social
groups represents an unexpected result, which may indicate a pronounced
independence of Generation Z members in making decisions about fitness
activities, as well as the fact that a greater influence of the immediate
environment does not necessarily lead to a greater willingness to allocate
financial resources for exercise programs.

CONCLUSION

The results of the conducted research lead to the conclusion that
Generation Z members’ willingness to pay for exercise programs is
conditioned by a combination of economic, psychological, and social
factors. In particular, motivation, customer experience, price sensitivity,
income level, and the influence of influencers stand out as factors that
significantly shape willingness to pay. On the other hand, brand loyalty and
digital channels did not show a statistically significant influence, while
family and social influences exhibited a statistically significant but
negative effect. The presented results confirm that consumer decision-
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making is complex and multidimensional and cannot be reduced to a single
dominant factor.

Several practical recommendations emerge from the obtained
results. First of all, sports facilities that offer exercise programs should
direct their activities toward cooperation with relevant influencers and the
improvement of customer experience, while maintaining a presence on
digital channels as support for communication. It is also important to adapt
pricing policies and create offers that take into account different levels of
income and consumers’ price sensitivity. Additionally, improving customer
experience and increasing motivational elements within programs may
contribute to greater willingness to pay and higher user engagement.

However, this study has certain limitations. First of all, the sample
is limited to Generation Z, which restricts the generalizability of the
findings to other age groups. Additionally, the research is based on self-
reported data, which may introduce subjectivity into the responses. Future
research could expand the sample to include diverse demographic groups
and apply a longitudinal approach to track changdes in consumer behavior
over time. Moreover, incorporating a broader range of behavioral and
psychological variables could provide a deeper understanding of the
mechanisms influencing willingness to pay for exercise programs.
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