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As we near the close of another calendar year
and in the expectation of new opportunities
and challenges looking ahead, | would like to
extend thanks on behalf of the editorial board
and on my own behalf to all the members of
the editorial team, authors, reviewers, collabo-
rators, and readers for a successful cooperation,
trust, and loyalty. Joint efforts invested during
2023 helped foster further positive develop-
ments of the journal, its increased visibility, cita-
tion, and internationalization. We are delighted
that, thanks to the multiannual inclusion in the
WOS-ESCI database, Market-TrZiste received its
first impact factor in 2023.

The current issue of the journal features seven
papers on interesting and intriguing topics pro-
viding new insights into researched areas that,
we feel confident, will constitute useful sources
and references for future scientific work.

Indian authors investigated the relationship be-
tween the fulfilment of hedonic and utilitarian
values, expected by consumers from a retail
store, and retail store image. The impact of he-
donic and utilitarian values on retail store image
was determined and confirmed by the results of
their study, providing both theoretical and use-
ful practical implications for the retail sector as a
critical focus on success in the area of consumer
values gains increasing importance in today’s
business environment.

Priblizavajuci se kraju jo$ jedne kalendarske
godine, a u is¢ekivanju novih prilika i izazova u
nadolazecem razdoblju, u ime urednistva i svo-
je osobno ime Zelim zahvaliti svim ¢lanovima
uredivackog odbora, autorima, recenzentima,
suradnicima i Citateljima na uspjesnoj suradnji,
povjerenju i lojalnosti. Zajednicki napori ulozeni
tijekom 2023. doprinijeli su daljnjem pozitivnom
razvoju ¢asopisa, povecanoj vidljivosti, citiranju
i internacionalizaciji. Raduje nas $to je u 2023.
godini, zahvaljujudi visegodisnjoj prisutnosti u
WOS-ESCI bazi, Market-TrZiste dobilo svoj prvi
faktor odjeka.

U aktualnom broju nudimo sedam radova sa
zanimljivim i intrigantnim temama. Vjerujemo
da ce citateljima pruZiti nove uvide u istrazivana
podrucja te im biti korisni izvori i reference za
bududi znanstveni rad.

Autori iz Indije posvetili su se istrazivanju odno-
sa izmedu ispunjenja hedonistickih i utilitarnih
vrijednosti koje potrosaci o¢ekuju od prodava-
onice na malo i imidZa prodavaonice. Ustanovili
su i potvrdili postojanje utjecaja hedonistickih
i utilitarnih vrijednosti na imidz prodavaonice
¢ime su, uz teorijske, ponudili korisne implika-
cije za maloprodaju u kojoj je usredotoCenost
na postizanje uspjeha u vrijednosti za potrosaca
izazov od sve vece vaznosti U suvremenim uvje-
tima poslovanja.




The Indonesian author examined the impact of
personality traits of tourists as well as the per-
ception of tourist destinations and attitudes
toward a destination on the behavioral inten-
tion of Gen-Z in Indonesia during the Covid-19
pandemic. The research study contributes to
expanding the knowledge of how personality
traits, perceptions, and attitudes combine to
increase behavioral intention in tourism, high-
lighting the importance of market segmenta-
tion and marketing communication focused on
personality traits, attitudes, and behaviors rele-
vant to personality traits.

Consumer ethnocentrism, as an essential ele-
ment to be considered in deciding on marketing
activities and creating international marketing
strategies, is the topic of research by co-authors
from the Czech Republic and the Philippines.
They conducted a comparative study of inter-
national differences in ethnocentric tendencies
in three countries: the Czech Republic, Slovakia,
and the Philippines. Its results point to differenc-
es in the rates of consumer ethnocentrism in the
countries under scrutiny, with the influence of
demographic factors also proving to manifest
itself differently among these countries. The in-
ternational comparison represents a shift in the
understanding of possible connections within
ethnocentric consumer behavior.

The focus of interest in the research study by
co-authors from Serbia is consumer intention
with regard to the purchase of cheeses with
Geographical Indication (Gl), examined through
the lens of the Theory of Planned Behavior.
They investigated the influence of attitudes,
perceived behavioral control, and social norms
along with the additional determinant of con-
sumer trust in the labeling system on consum-
er buying intention. Their findings confirmed
increased predictive power of such proposed
theoretical framework in determining consum-
er intention to purchase cheeses with Gl.

In their study, Slovenian co-authors addressed
the needs, barriers, and measures relevant for
the revitalization of the herbal market in that
country. The results of a survey conducted

Indonezijski autor ispituje utjecaj osobina li¢-
nosti turista, percepcije turistickih destinacija i
stavova prema turistickoj destinaciji na namjere
ponasanja pripadnika Generacije Z u Indoneziji
tijekom pandemije Covid-19. IstraZivanje prosi-
ruje znanja o tome kako se osobine li¢nosti, per-
cepcije i stavovi kombiniraju za povecanje na-
mjere ponasanja u turizmu i upucuje na vaznost
segmentacije trzista te marketinske komunika-
cije usredotocCene na osobine li¢nosti, stavove i
ponasanja relevantna za osobine li¢nosti.

Potrosackom etnocentrizmu, koji se neizostav-
no treba razmatrati u odluc¢ivanju o marketins-
kim aktivnostima i kreiranju strategija u medu-
narodnom marketingu, rad su posvetili koautori
iz Ceske i s Filipina. Provedeno je komparativno
istrazivanje medunarodnih razlika u etnocentric-
nim sklonostima u tri zemlje: Ceskoj, Slovackoj i
Filipinima. Rezultati upucuju na razlike u stopa-
ma potrosackog etnocentrizma u istraZivanim
zemljama, a razli¢itim se pokazao i utjecaj de-
mografskih ¢imbenika. Medunarodna uspored-
ba predstavlja iskorak u razumijevanju moguce
povezanosti unutar etnocentricnog ponasanja
potrosaca.

Namjera potrosaca da kupi sireve s oznakom
zemljopisnog podrijetla primjenom  teorije
planiranog ponasanja predmet je istraZivanja
autorica iz Srbije. Ispitan je utjecaj stavova, per-
cipirane kontrole ponasanja, drustvenih normi
popracenih dodatnom determinantom povje-
renja potrosaca u sustav oznacavanja na potro-
sacevu namjeru kupovine. Rezultati su pokazali
povecanu prediktivnu mo¢ predloZenog teo-
rijskog okvira u odredivanju potrosaceve na-
mjere kupovine sireva s oznakom zemljopisnog
podrijetla.

Koautorice iz Slovenije bave se identifikacijom
potreba, prepreka i mjera za revitalizaciju slo-
venskog trzista liekovitog bilja. Nalazi otkrivaju
da djelatnost uzgoja ljekovitog bilja predstavlja
tek hobi ili dopunsku djelatnost poljoprivredi.
Prodaja izravno potrosacima, vrlo mali udio pro-
daje trgovcima na malo, fragmentarnost trzista,
nepostojanje organizacije uzgajivaCa te nize
cijene predstavljaju prepreke revitalizaciji trzista.



among growers showed herb growing to be
merely a hobby or a supplementary farm activ-
ity. Sales targeting consumers directly and only
a small portion of herbs being sold to retailers,
market fragmentation as well as the absence of
a growers’ organization, and low prices repre-
sent barriers to herbal market revitalization. The
co-authors found no vital understanding of the
barriers to or measures for the revitalization of
the Slovenian herbal market, which was well de-
veloped a few decades ago.

The application of A/B testing for measuring
the effectiveness of online sales to identify
the changes to a website’s user interface with
a maximum effect on the improvement in key
performance indicators (KPIs) was considered in
the paper by Croatian co-authors. Test results,
depending on which A/B tests were conducted,
point to several options — from keeping the ex-
isting website version to the need for changes
to a website’s user interface, and the need for
multiple testing of the same interface element.
The study provides a summary of online sales
effectiveness KPIs.

Lithuanian authors devoted their research to the
development of a theoretical model of behav-
ioral transformation by integrating contextual
factors specific to the Covid-19 pandemic into
the framework of the Theory of Planned Behav-
ior, supplemented by Regulatory Focus Theory
elements. A thorough analysis of behavioral
transformation during the Covid-19 pandemic
was expanded to create a more extensive and
comprehensive framework, resulting in an orig-
inal theoretical model that explains the overall
mechanism of behavioral transformations appli-
cable to a wide range of future studies on the
topic.

Professor Burdana Ozreti¢ Dosen, Ph. D.
Editor in Chief

Autorice zaklju¢uju da nema potrebnog razu-
mijevanja za prepreke i mjere za revitalizaciju tr-

dobro razvijeno prije nekoliko desetljeca.

Primjena A/B testiranja za mjerenje uc¢inkovitosti
online prodaje u cilju utvrdivanja koje promjene
korisni¢kog sucelja na web-stranici u najvecoj
mjeri utjecu na poboljsanje klju¢nih pokazatelja
uspjesnosti online prodaje razmatra se u radu
hrvatskih koautora. Rezultati (ovisno o prove-
denom A/B testu) upucuju na sljedece opcije:
zadrZavanja postojece verzije web-stranice, po-
trebu promjene u korisnickom sucelju, potrebu
viSestrukih testiranja istog elementa korisni¢kog
sucelja. Rad donosi zbirni pregled klju¢nih poka-
zatelja uspjesnosti online prodaje.

Litavski su koautori rad posvetili razvoju teorij-
skog modela transformacije ponasanja ukljuci-
vanjem kontekstualnih ¢imbenika specifi¢nih za
pandemiju Covid-19 u okvir Teorije planiranog
ponasanja, dopunjenu elementima Teorije re-
gulatornog fokusa. Dubinsku analizu promjena
ponasanja tijekom pandemije Covid-19 prosirili
su u ekstenzivni i sveobuhvatni model. Na taj su
nacin razvili originalni teorijski model koji objas-
njava cjelokupni mehanizam promjena ponasa-
nja, a Cija je buduca primjena moguca za Siroki
raspon promjena ponasanja u raznim studijama.

Prof. dr. sc. Burdana Ozreti¢ Dosen
Glavna urednica




