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Before proceeding to present the abstracts
of papers awaiting our readers on the follow-
ing pages, | would like to introduce two new
members who have joined the journal’s edito-
rial board. Our collaborators in the capacity of
both authors and reviewers for quite some time,
they are: Associate Professor Mateja Kos Kokli¢,
Ph. D. of the University of Ljubljana's School of
Economics and Business in Slovenia, and Asso-
ciate Professor Mdnika-Anetta Alt of the Facul-
ty of Economics and Business Administration,
Babes Bolyai University of Cluj-Napoca, Roma-
nia. At the same time, in expressing our heartfelt
gratitude for his support and collaboration as a
faithful member of the editorial board, we bid
farewell to Professor Alejandro Moll4 Descals of
the Faculty of Economics, University of Valencia
in Spain. We wish him a long and happy retire-
ment in good health and filled with numerous
activities of personal interest.

The current issue of the journal features seven
articles.

Malaysian co-authors present a study in which
they employed the Theory of Planned Behav-
ior (TPB) to investigate the factors influencing
social commerce shopping intention. Its results
demonstrated a contribution of social influence
and electronic word-of-mouth (eWOM) to sig-
nificantly enhancing s-commerce shopping in-

Prije predstavljanja saZetaka radova koji oc¢eku-
ju Citatelje na sljede¢im stranicama Zelimo vas
upoznati s novim ¢lanicama uredivackog odbo-
ra. To su nase dugogodisnje suradnice, autorice
i recenzentice: izv. prof. dr. sc. Mateja Kos Kokli¢
s Ekonomskog fakulteta Sveucilista u Ljubljani,
Slovenija, i izv. prof. dr. sc. Ménika-Anetta Alt s
Fakulteta ekonomije i poslovnog upravljanja
Sveucilista Babes Bolyai iz Cluj Napoce u Ru-
munjskoj. Istovremeno, viernom ¢&lanu uredi-
vackog odbora koji odlazi u mirovinu, prof. dr.
sc. Alejandru Molld Descals s Ekonomskog fa-
kulteta Sveucilista u Valenciji, zahvaljujemo na
podrici i suradnji te mu Zelimo puno zdravlja i
Zivot ispunjen brojnim aktivnostima koje ga za-
nimaju.

U ovom broju ¢asopisa objavljeno je sedam ra-
dova.

Malezijski koautori predstavljaju studiju u ko-
joj su pomocu Teorije planiranoga ponasanja
istrazivali Cimbenike koji utjecu na namjeru
kupovine putem drustvene trgovine. Rezultati
su pokazali da drustveni utjecaj i elektronicka
usmena predaja (eWOM) znacajno povecava-
ju namjeru kupovine, pri ¢emu povjerenje ima
klju¢nu posrednicku ulogu. lIstraZivanjem je
potvrdeno prosirenje okvira TPB-a, dok je za bu-
duca istrazivanja preporuc¢eno ukljuciti i stvarno
kupovno ponasanje.




tention, along with a crucial mediating role of
trust. The study confirmed the extension of the
TPB framework while recommending that ac-
tual shopping behavior also be included as the
topic of future research.

In his article, the Lithuanian author described
a research study using experimental design
which showed that iconic brands are perceived
to be more desirable to consumers, with cultur-
ally congruent TV sponsorships further enhanc-
ing the effect. That effect was found to be mod-
erated by consumers’ cultural orientation and
perception of foreign threat. Thus, the study
emphasized the importance of aligning brand
strategies with cultural values to amplify con-
sumer engagement.

A systematic literature review conducted by
the Czech author demonstrates how collabora-
tive marketing strategies shape the tea tourism
industry, promoting sustainable development
and destination competitiveness. It highlights
the pivotal role of collaborative efforts within the
Destination Marketing System (DMS) framework,
combined with market-oriented approaches.
The study provides valuable insights for effective
strategies with a potential to enhance destinate
attractiveness and competitiveness.

Turkish co-authors devoted their research to
the influence of atmospheric cues (content, de-
sign, navigation) on impulsive buying behavior
on e-store platforms, with a special focus on
the mediating roles of hedonic and utilitarian
browsing. Their results show that design and
navigation stimulate impulsive buying through
the influence of hedonic browsing, suggesting
that e-store platforms should design visually at-
tractive and easily navigable pages. The goal is
to encourage more shopping time and impul-
sive buying behavior while avoiding excessive
information.

In the research study of Slovenian co-authors,
electroencephalography (EEG) was used to
measure consumers’ unconscious responses to

Autor iz Litve opisao je svoje istrazivanje pro-
vedeno eksperimentalnim dizajnom koje je
pokazalo da su ikoni¢ne marke percipirane kao
poZeljnije te da njihova sponzorstva u kulturno
podudarnim TV emisijama dodatno pojacavaju
poZeljnost. Uoceno je da kulturna orijentacija
potrosaca i percepcija strane prijetnje mode-
riraju taj uc¢inak. U radu je naglasena vaznost
uskladivanja marketinskih strategija s kulturnim
vrijednostima za jacanje angazmana potrosaca.

Sustavnim pregledom literature u radu koji
potpisuje autor iz Ceske prikazano je kako kola-
borativne marketinske strategije oblikuju indu-
striju ¢ajnog turizma promicuci odrzivi razvoj i
konkurentnost destinacije. Istaknuta je klju¢na
uloga suradnic¢kih napora unutar okvira Desti-
nacijskog marketinskog sustava (DMS) i trzisno
orijentiranih pristupa. Rad daje korisne uvide
u ucinkovite strategije koje jacaju privlacnost i
konkurentnost destinacije.

Turski koautori posvetili su se ispitivanju kako
atmosferski podrazaji na internetskim platfor-
mama (sadrZaj, dizajn, navigacija) utjecu na
impulzivno kupovno ponasanje, s posebnim
naglaskom na ulogu hedonisti¢kog i utilitarnog
pregledavanja. Rezultati provedenog istraziva-
nja pokazuju da dizajn i navigacija poti¢u im-
pulzivnu kupovinu posredstvom hedonisti¢kog
pregledavanja, sugerirajuci da e-trgovine treba-
ju stvarati vizualno privla¢ne i lako navigabilne
stranice. Cilj je potaknuti dulje zadrzavanje i im-
pulzivnu kupovinu, a treba izbjegavati preopte-
re¢enje informacijama.

U istrazivanju slovenskih koautora pomocu
elektroencefalografije (EEG) mjerene su nesvje-
sne reakcije potrosaca na vizualne marketinske
podrazaje u maloprodaji. Rezultati su pokazali
da najucinkovitiji stati¢ni oglasi uklju¢uju kom-
binaciju naslova, fotografije osobe i hrane, am-
balaze proizvoda i popratnog teksta. Isto tako,
podebljano istaknute promotivne cijene znacaj-
no su utjecale na ispitanike. Rad nudi vrijedne
uvide za poboljsanje oglasivackih strategija s
ciliem povecanja namjere kupovine.



visual marketing stimuli in the retail trade con-
text. According to the results, the most effective
static advertisements feature a combination
of headline, a person’s photograph, as well as
the image of food, product packaging, and
supporting text. Similarly, promotional pricing
displayed in bold had a considerable effect on
participants in the study, which offers valuable
insights for advertisers seeking to optimize their
strategies in order to boost purchasing intent.

An autonomous Croatian author's paper pres-
ents a comprehensive systematic review of re-
search conducted in the field of museum mar-
keting over a span of 30 years. Her goal was to
identify advancements in the museum market-
ing field while also investigating the experience
of museum visitors as a key related concept.
While revealing the complexities of the field it-
self, the paper also underscores the importance
of tourism marketing and cultural management
journals for the publication of studies. The au-
thor identified six major categories of current
research, including museum visitors, technolo-
gy, museum services, learning and education,
authenticity, and social media.

In their study, Croatian co-authors described
quasi-experimental research of the impact of
host's perceived personality traits such as kind-
ness and extraversion on the intention to book
accommodation through Airbnb platform. The
results indicate that kindness, extraversion,
openness, hospitality and conscientiousness are
positively correlated to the booking intention.
Surprisingly, a positive correlation of neuroti-
cism was also identified. The host's photograph
and reputation (Superhost badge, number of
reviews) were also found to significantly en-
hance trust and booking intention. The paper
offers practical guidelines for Airbnb hosts.

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

U samostalnom radu hrvatske autorice pred-
stavljen je sveobuhvatan sustavni pregled
tridesetogodiSnjeg istrazivanja  marketinga
muzeja. Cilj je bio otkriti napredak u podrucju
marketinga muzeja te istraziti iskustvo posjeti-
telja s muzejom kao klju¢ni povezani koncept.
Ustanovljene su sloZzenost podrucja te vaznost
Casopisa iz turistickog marketinga i kulturnog
menadZmenta za objave radova. Autorica je
identificirala Sest klju¢nih kategorija aktualnih
istrazivanja koja uklju¢uju posjetitelje, tehnolo-
giju, usluge muzeja, ucenje i obrazovanje, au-
tenti¢nost te drustvene medije.

U koautorskom radu hrvatskih autorica opisa-
no je kvazieksperimentalno istraZivanje o tome
kako percipirane osobine licnosti domacina, po-
put ljubaznostii ekstraverzije, utje¢u na namjeru
rezervacije smjestaja putem Airbnb platforme.
Rezultati su pokazali da su ljubaznost, ekstraver-
Zija, otvorenost i savjesnost pozitivno povezane
s namjerom rezervacije. lznenaduje da je neu-
roticizam takoder pokazao pozitivnu korelaciju.
Ustanovilo se i da fotografija domacina i reputa-
cija (znacka Superhost, broj recenzija) znacajno
utjecu na povjerenje i namjeru rezervacije. Rad
nudi prakti¢ne smjernice za Airbnb domacine.

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




