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A predominantly European perspective on
various challenging topics of current scientific
research in marketing appears to be the most
appropriate summary of the content of issue
2022-01 of Market-Trziste journal. In a bid to con-
tribute to a return of academic life and work to
pre-pandemic circumstances, in a manner of
speaking, we have taken a step away from the
COVID-19 context to bring before our reader-
ship the results of research not characterized by
the specificities of the period that we — much
like everybody else — would like to put behind
us once and for all.

Czech co-authors explored context effects in
marketing research as an area related to cogni-
tive psychology. They replicated classic decoy
and compromise effect studies to investigate
the impact of brand presence on research de-
sign. Applying an experimental scenario via
an online survey of a representative sample of
Czech respondents, they found no statistically
significant decoy effect irrespective of brand
presence; the compromise effect, on the other
hand, proved significant and more robust albeit
somewhat reduced by the presence of brands.

The importance and realization of personal
values and their relationship to cognitive age,
especially in the light of growing population ag-
ing trends, is in the focus of a study by Hungar-

Sadrzaj koji u ovome broju donosi ¢asopis Mar-
ket-Trziste mogao bi se najkrace opisati kao
dominantna europska perspektiva na razlicite,
aktualne i izazovne teme znanstvenih istrazi-
vanja u marketingu. U Zelji da, uvjetno receno,
doprinesemo povratku akademskoga Zivota i
rada u predpandemijske uvjete, u ovom se bro-
ju udaljavamo od konteksta COVID-a 19 pa do-
nosimo radove temeljene na istrazivanjima koja
nisu obiljezena posebnostima pandemijskog
razdoblja, a za koje, poput svih, zelimo da je traj-
No i nepovratno iza nas.

Ceski koautori istrazivali su ucinak konteksta
istraZivanja u marketingu kao podrucja poveza-
noga s kognitivnom psihologijom. Replicirali su
klasi¢ne studije o mamcu i kompromisnom ucin-
ku te ispitivali utjecaj prisutnosti maraka u diza-
jnu istraZivanja. Primjenom eksperimentalnog
scenarija koji je uklju¢ivao anketiranje reprezen-
tativnog uzorka ceskih ispitanika ustanovili su da,
neovisno o prisutnosti maraka, nema statisticki
znacajnoga ucinka mamca. Ucinak kompromisa
bio je znacajan i postojan iako je prisutnost ma-
raka dovela do smanjenja njegove velicine.

Vaznosti i ostvarivanju osobnih vrijednosti te nji-
hovoj povezanosti s kognitivnom dobi, u svjetlu
rastuceg trenda starenja populacije, posvecen je
rad madarskih koautorica. Njime se produbljuju
spoznaje o starijim potrosacima shvacanjem




ian co-authors. It serves to deepen knowledge
of older consumers by understanding what val-
ues (as life goals) potential consumers perceive
to be the most important and those that they
realize to the highest degree. The correspon-
dence between the realization and importance
of values was found to differ among the values,
with the highest consistency found for modes-
ty, generosity, sincerity, and honesty.

Both papers authored by Lithuanian researchers
in this issue concern brand management. The
one devoted to the topic of emotional loyalty
to brands revealed how the congruence be-
tween brand personality traits and consumer
personality affect emotional loyalty, depending
on whether brands emphasize their emotional
or rational aspects. With Apple and Samsung
used as examples of the brands with a prevail-
ing emotional and rational content respective-
ly, results of the research showed that different
sets of brand personality traits affect consumer
loyalty and that it is higher for Apple, as a typical
brand with a prevailing emotional content. The
other Lithuanian paper deals with virtual brand
communities, which were investigated by its au-
thors for the way in which customer experience
is created in such communities to broaden the
experience of brand users. Their findings point
to sensory and emotional components as top-
ping the list of ‘must-haves’ of virtual commu-
nities to enhance customer experience. Visual
and hearing stimulation were found to have the
most decisive impact on creating such experi-
ence, with touch, taste, and smell proving less
effective in stimulating the sensory component.

In their study, authors from Slovakia aimed to
identify the impact that the position of market-
ing stands has on shopper purchase behavior
within supermarkets. They examined the perfor-
mance of marketing stands located in the entry
zone, the zone along the length of the store, the
central zone, and the check-out zone. Results of
their research revealed a statistically significant
relationship between the position of marketing
stands and the shoppers' buying behavior, indi-

koje su vrijednosti (kao Zivotni ciljevi) najvazni-
je potencijalnim potrosacima i koje se najvise
ostvaruju. Otkriveno je da se preklapanja izme-
du ostvarivanja i vaznosti osobnih vrijednosti
razlikuju medu vrijednostima (za skromnost,
velikodusnost, iskrenost i postenje pronadena je
najveca konzistentnost).

Oba rada autora iz Litve u podrucju su upravlja-
nja markom. Rad posvecen temi emocionalne
lojalnosti markama otkriva kako podudarnost
izmedu obiljeZja osobnosti marke i osobnosti
potroaca utjece na emocionalnu lojalnost mar-
kama ovisno o tome naglasavaju li marke svoje
emocionalne ili racionalne aspekte. Apple i Sam-
sung koristeni su primjeri marke s previadavajuce
emocionalnim i racionalnim sadrzajem. Rezulta-
ti su pokazali da razlicite kombinacije obiljezja
osobnosti marke utje¢u na lojalnost potro3aca
te da je emocionalna lojalnost veca za marku
Apple kod, koje prevladava emocionalni sadrzaj.
Virtualnim zajednicama maraka bavi se drugi li-
tavski rad, Ciji autori istrazuju na koje se nacine
stvara iskustvo virtualnih zajednica i prosiruje
iskustvo korisnika marke. Nalazi otkrivaju da su
osjetilna i emocionalna komponenta najvaznije
za oblikovanje korisni¢kog iskustva u virtualnim
zajednicama. Pritom vizualna i sludna stimulacija
imaju odlucujudi utjecaj na kreiranje korisnickog
iskustva dok su dodir, okus i miris manje ucinko-
viti u stimulaciji osjetiine komponente.

Autori iz Slovacke za cilj su rada postavili iden-
tificirati utjecaj pozicije prodajnog standa na
kupovno ponasanje u prodavaonici. Ispitivali
su ucinkovitost standova ovisno o smjestaju u
razli¢itim zonama unutar prodavaonice: ulazna
zona, zona duz prodavaonice, srediSnja zona,
zona blagajne. Rezultati istrazivanja pokazali su
statisticki znacajan odnos izmedu lokacije Stan-
dova i kupovnog ponasanja otkrivajuci da polo-
7aj Standova unutar prodavaonice (po odrede-
nim zonama) moZe blago ili umjereno utjecati
na mogucnost kupovine.

Jedini rad izvan europskog konteksta istrazi-
vanja je onaj autora iz Juzne Afrike u kojem je



cating that the positioning of marketing stands in
certain zones has the potential to affect the pos-
sibility of purchase slightly or moderately.

The only paper originating beyond the Europe-
an research context is that written by a South-
ern African author, investigating the impact of
sports celebrity endorsers on celebrity identifi-
cation and purchase of endorsed brands. South
African consumers find traits such as attractive-
ness, expertise, and trustworthiness of nation-
al sports celebrities to be important for both
identification with them and for purchase inten-
tions. Identification with sports celebrities and
their overall credibility proved to exert a positive
influence on purchase intentions regarding the
endorsed brands.

We hope that the content presented here will
motivate all our faithful current and prospective
readers to peruse the published articles in full.

Professor Burdana Ozreti¢ Dosen, Ph. D.

Editor in Chief

opisano istraZivanje utjecaja kredibiliteta juz-
noafrickih slavnih sportasa na poistovjecivanje
s njima i namjeru kupovine zagovarane marke.
Juznoafrickim su potrosacima vazne osobine
privia¢nosti, stru¢nosti i pouzdanosti slavnih
sportasa i za poistovjecivanje s njima tako i za
namjeru kupovine. Poistovjec¢ivanje sa slavnim
sportasem te njegov ukupni kredibilitet pokazali
su pozitivan utjecaj na namjere kupovine zago-
varanih marki.

Svim nasim vjernim i novim Ccitateljima Zelimo
da ih predstavljeni sadrZaji motiviraju na po-
drobno citanje radova u cijelosti!

Prof. dr. sc. Burdana Ozreti¢ Dosen

Glavna urednica




