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Abstract

Consumer ethnocentrism is a form of economic patriotism and awareness
of the significance of buying local products to develop the domestic
economy. Since consumer habits are closely linked with consumers’
lifestyles, and that lifestyles, besides socio-demographic aspects,
represent an important determinant of consumer market behaviour,
this paper aims to determine whether there are differences in consumer
ethnocentrism and lifestyles of members of the defence system compared
to the civilian population. The research included 180 respondents in total,
members of the Ministry of Defence and the Serbian Armed Forces, and
civilians employed in other fields of the economy. Independent variables
defined in the research were gender, education, generational affiliation,
and belonging to the defense system, while dependent variables were
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the scores on the consumer ethnocentrism and lifestyle preferences
subscales. The data was processed with the help of descriptive statistics,
t-tests for independent samples, and linear regressions. The results show
differences in preferences of specific lifestyles between members of
the defense sector and civilians, but not in consumer ethnocentrism.
There are also statistically significant differences regarding consumer
ethnocentrism and lifestyle preferences regarding socio-demographic
variables. Moreover, even the preferences of specific lifestyles, as a
form of consumer behavior, have been shown as statistically significant
predictors of consumer ethnocentrism. Therefore, it is only justified
to dedicate more attention to future research to examine the lifestyles
and consumer habits of specific groups of inhabitants to raise their
awareness of the importance of purchasing domestic products to
strengthen the domestic economy.

Keywords: consumer behavior, military, Serbia, values, lifestyles,
Millennials, Generation Z.

INTRODUCTION
Consumer ethnocentrism

Consumer ethnocentrism represents a form of applied economic
patriotism and is a legitimate field of research in three sciences:
psychology, sociology, and economy. Namely, the term ethnocentrism
comes from economics. It was defined in 1906 for the first time, as “a
point of view in which a person believes that the group to which they
belong is the center of all events and makes their judgments based on
that, with all other groups being those to which they do not feel a member
and which are therefore less important” (Sumner 1906, 13). Koudelka
(Koudelka 1997, 25) defines ethnocentrism as favoring one’s own
culture, preference, and the attitude that all other cultures are inferior.
The issue of consumer ethnocentrism emerged for the first time in the
economy in 1987 when Shimp and Sharma (Shimp and Sharma 1987)
defined it as “the attitude of consumers that it is a non-patriotic and
immoral act to purchase foreign products since it weakens the domestic
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economy and influences the loss of jobs.” Stere and Trajani believe that
it represents a tendency to boycott all imported products, no matter
their price and quality, due to nationalism (Stere and Trajani 2015).
What is common to both terms is the assumption that they are both
formed in early childhood under the influence of socialization agents
(Allport 1954; MacDonald 2006; Mezirow 1997; Shimp and Sharma
1987; Siamagka and Balabanis 2015). Shankarmahesh (Shankarmahesh
2006) states that four factors influence the occurrence and level
of ethnocentrism: socio-psychological (patriotism, conservativism,
dogmatism, etc.), economic (capitalism, economic development, life
standard, etc.), political (political propaganda, historical reasons, leader
manipulation, etc.), and socio-demographic (gender, age, education,
amount of income, etc.).

Lifestyles

It is often the case in everyday life that we speak of “consumer
lifestyle”, that is, consumerism, as a permanent habit of consumers of
today, where the quality of products retrieves before the quantity, styles
and fashion change at an unprecedented speed, and the availability of
payment cards and online shopping in just a few clicks make spending
money easier than ever, especially in the era of digital marketing, where
the illusion of an ideal life (La Dolce Vita) is emphasized through newly
founded occupations, such as “influencer” and “trend-setter”. Sliskovi¢
et al. believe that the consumer lifestyle is, in fact, a “syndrome”, that
is, a collection of mutually linked and intertwined personality traits,
values, and attitudes (Sliskovi¢ et al. 2014). Consumerism emerged as
a consequence of an instant culture and led towards the formation of a
consumer mentality and consumer society, which, under the influence
of constant exposure to marketing of various kinds, often leads to the
disease of addiction since consumerism imposes itself as a paradigm
for a successful life (Zakman-Ban and Spehar Fisku§ 2016). How far
we have come as a civilization is shown in the data cited by McCrindle
(McCrindle 2014, 230) that there is a trend of introducing the new term

—“tweens” into the generational cohorts, referring to the age from eight
to twelve. In our terminology, we can speak of preadolescence, which
is the primary target group of digital marketing, since the value of their
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annual allowance (at that moment) in Australia alone was estimated at
one billion dollars, thus making them a pretty desirable group, whose
ability of reason and defense from manipulations of different kinds
are relatively reduced.

Consumer ethnocentrism and consumer lifestyle are of the most
tremendous significance for researching consumer habits and consumer
behavior (Acikdilli, Ziemnowicz, and Bahhouth 2018; Gasevi¢, Vranjes
i Tomasevi¢ 2019; Kucukemiroglu, Harcar, and Spillan 2006; Sliskovic¢
et al. 2014; Slijepcevi¢, Perci¢, and Alimpi¢ 2025). Even though this
term is widely used for layman and scientific purposes, various sciences
do not uniquely define lifestyle, nor is there a unified stance regarding
how many types of lifestyles there are. Besides the fact that it is deeply
rooted in the fields of psychology of personality and social psychology,
sociology, philosophy, economy, political science (Bégenhold 2001),
the term lifestyle is also examined in the field of medical sciences,
and especially sports medicine and public health and sports sciences
(Ili¢ 2007). It is usually defined as the way someone is living (Logar-
Dburi¢, Bro¢i¢, and Bogosavljevi¢ 1999; Gasevi¢ and Tomasevi¢ 2019)
and indicates the social status of an individual, their consumer habit,
and the way they spend their free time (Anderson and Golden 1984;
Logar-Duri¢, Bro¢i¢, and Bogosavljevi¢ 1999). On the other hand, the
issue of defining and operationalization lifestyles is closely linked
with the term value, as well as value orientations. In locally published
research (Joksimovi¢ 1992; Kuzmanovi¢ 1986; Popadi¢ 1995), lifestyle
is, conditionally speaking, presented as the most applied value system,
which is reflected in the everyday way of putting values into action while
simultaneously building and organizing a life script around the values
that lie in their background. In this context, the definition provided
by Mati¢ (Mati¢ Tandari¢ 2021, 5), stating that “lifestyle represents a
classical way of behavior which, besides the behavioral component, also
includes values, identity and resources an individual possesses”, is also
representative. Jensen (Jensen 2007) believes that lifestyle consists of
four factors: global consumption, structural-national, and positional-
subcultural, defined by socialization agents, as well as the reflection
of individual identity, manifested through functioning in everyday life.

What is common to both previously defined and described
constructs (consumer ethnocentrism and lifestyles) is the fact that
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they represent tendencies in the personality that form behavior, but,
contrary to personality traits, are more prone to the influence of
Zeitgeist. For example, in life crises on an individual or global level,
consumer behavior is conditioned not only by economic parameters
but social and historical circumstances. Consumer ethnocentrism is
especially pronounced in times of crisis, when the threat to national
identity is registered (Grant 1993; Lee, Lee, and Li 2017), bearing in
mind that numerous studies point to the fact that patriotism is the
most significant correlate to consumer ethnocentrism (de Ruyter, van
Birgelen, and Wetzels 1998; Marinkovi¢ 2017; Pavlovi¢ and Savi¢
2017; Sharma and Wu 2015; Vida and Reardon 2008; Zdravkovi¢,
Sapi¢, and Filipovi¢ 2020). Patriotism can also be defined as a feeling
of love towards homeland, loyalty to one’s country and the pride of
individuals because they hold their citizenship and are connected to it
(Sharma and Wu 2015) or as love and care of individuals for their own
country, at the same time including the connection with their state and
its symbols (Pentz, Terblanche, and Boshoff 2017). At the same time, it
holds the instrumental component (the individuals perceive themselves
as citizens of this state) and the emotional component (the individuals
feel that their personal values embody what is right and in accordance
with their country’s values).

Generation gap

One of the significant influences of Zeitgeist is also the development
of techniques and technology, whose advances are nowadays measured
by years, instead of decades and centuries. Therefore, entire cohorts,
within just five years, differ greatly from each other in terms of consumer
habits, technological literacy, and the values they adopt, but also in
the way they spend their free time (McCrindle 2014). It has already
been discussed that the digital literacy gap exists between generations
and within generations, with a tendency of further intergenerational
misunderstanding. McCrindle (McCrindle 2014) states that the lifespan
was never longer than today, which leads to the fact that society was
never this much dispersed according to age, and the working life was
never longer and more prone to career transitions and market shocks
in the nomenclature of occupations. Therefore, in sociopsychological
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research, generation takes primacy over cohort as the most effective
measurement of age differences. According to Salt (Salt, in foreword
McCrindle 2014), a generation represents “a complex amalgam of
personal demographic characteristics, shaped by wider social and
political influences” (the authors of this paper would add cultural and
historical influences as well). The biological definition of a generation
as an “average interval or passage of time between the birth of parents
and their children” is deemed as surpassed, since the period of 20 to
25 years between generations is no longer valid, primarily due to the
decades-long trend of shifting the age limit for giving birth to first-
borns (McCrindle 2014, 1). On the other hand, the sociopsychological
definition of a generation, according to Strauss and Howe (Strauss
and Howe according to McCrindle 2014, 2), would be that “generation,
as a developmental category, is conditioned with specific passage of
time and represents a group of people sharing a common moment and
place in history, thus creating in this way their collective Persona.
Therefore, McCrindle (McCrindle 2014, 1) gives advantage to sociological
definitions of a generation (shortening the time span of cohorts to 15
years), “due to accelerated technological advancement of humanity and
globalization processes, where specific events, trends and discoveries
represent a milestone of development of not only a specific social
group but the entire humanity.” He defines a generation as a “group of
people born in the same time span, whose consciousness is formed by
influences characteristic of this period of time and under influence of
same social factors” or, simply put, as a “cohort that shares age and life,
social and living circumstances, development of technology, important
events and experiences” (2). Moreover, he states that our social identity
is determined “(besides gender, place of residence and the culture we
live in) also by the choice of lifestyle and media consumption, and
in turn, collective thinking of a generation shapes consumer habits
and behavior of its members” (235). His standpoint is by Inglehart’s
hypothesis on socialization (Inglehart 1971), which states that with
the change of generations at the same time there is a change of value
system, not only in individual societies but on a global level as well.
This premise was adopted by Hofstede (Hofstede 2001) as well, who
stated that the differences in values among inhabitants of the same
country or representatives of the same culture are the consequence of
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the maturation of the generation to which an individual belongs and
the effect of the period, implying that the change in the value system
occurred due to sudden and unexpected circumstances, such as wars,
natural catastrophes, pandemics, economic crises, etc.

McCrindle (McCrindle 2014) states that in the current moment,
there is an entire specter of up to seven generations in the world, which
are currently as follows: Builders — 1946, Boomers 19461964, X
1965-1979, Y 1980-1994, Z 1995-2009, Alpha 2010-2024, Beta 2025—
2039. These generations’ education, philosophy of life, social norms,
values, lifestyles, and consumer habits quite differ. Therefore, it is
important to remember this social developmental component since the
life standard of inhabitants of the countries perceived as members of
the “Western culture” is on the rise, but they still essentially represent
nations in decline. McCrindle (McCrindle 2014) mentions Europe as
an example, in which there is a high decline in natality and an increase
in mortality, which will undoubtedly have a consequence, given that
it is divided into up to 50 internationally recognized countries at this
moment, there are huge changes in the demographic structure of the
population, first regarding age, education, job market but also religion,
nationality, language.

Zeitgeist

In the last few years, regarding social circumstances, there has
been a global comeback of nationalism worldwide, contrary to the
decades-old imperative of globalism. The nationalism at the present
moment can also be manifested in the form of consumer ethnocentrism,
was not an issue of survival of small countries and their economic
autonomy, self-sufficiency and independence anymore (especially in
African countries, where the issue of the nation is not entirely resolved,
since the formal-legal independence the majority of them gained
after World War Two and thanks to the Non-aligned movement did
not bring along the expected economic freedom and management of
one’s resources). Consumer ethnocentrism has also become the central
issue of the US internal and foreign policies and the program promoted
by the current President Donald Trump for a few years again (Make
America Great Again — MAGA), based on the motto of the campaign
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of another Republican US President, Ronald Reagan, from 1980. The
MAGA movement program is focused on raising economic standards and
prosperity of the US, firstly the working class, reducing economic and
political influences of other countries regarding the internal situation in
the US and on the world political scene, with simultaneous refinement
of internal traditional understanding of the American multiculturalism
and the approach towards immigration policy (especially regarding the
Central and Latin American countries) and reduction of the impact of
globalization (especially its economic aspect) and agendas (Diversity,
equity, and inclusion — DET) based on the values of accepting differences,
introduction of diversity into the society, enabling the society of “equal
chances” and justice for all individuals and social groups that differ
from the mainstream in some sort, whatever that difference might
be. Moreover, economic issues and consumer behavior also represent
one of the central questions of the internal and foreign policy of the
People’s Republic of China, exhibited through, nowadays decades-
old, platform One Belt — One Road Initiative, in which the Republic
of Serbia actively participates (Petrovi¢ 2018; Popovi¢ i Stevi¢ 2018;
Trailovi¢ 2020). So, it is not wrong to think that the M4AGA movement
is, in fact, a reaction to the One Belt — One Road Initiative where
besides political and economic interests, sociological and psychological
factors, such as attitudes which include both behavioral and emotional
component of functioning of every individual, emerge as increasingly
significant factors. In terms of consumer ethnocentrism, this means
not only favoring domestic products upon purchase and strengthening
the domestic economy in this way, but also implies holding an attitude
towards products coming from other countries with which, i.e., the
country has a long history of different forms of conflicts, and even wars
in the past, where the archetypal, and even stereotypical perception of a
nation (by an individual, form of government, etc.) directly impacts the
perception and purchase potential of goods coming from that country
(Marinkovié¢ 2017; Pavlovié and Savi¢ 2017; Zdravkovié, Sapi¢, and
Filipovi¢ 2020). On the other hand, products arriving from countries
with little historical relation would be treated positively (if previous
experiences between the two nations were positive) or neutral (Yagci
2001). A similar relation exists regarding certain brands (trademarks) or
producers. That is why McCrindle (McCrindle 2014) states that the older
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generations, contrary to generations Y and Z, are more inclined towards
traditionalism, patriotism, and a conservative approach to purchasing,
relying primarily on purchasing local products and remaining loyal to
brands throughout decades.

Research problem

According to the all above mentioned, it should also bear in mind
that the defense industry in the field of weapon production, despite
constant wars throughout the world, is losing its primacy and that
other forms of warfare, centered around the survival of capital and the
possibility of active use of economic resources of a country targeted by
wars and sanctions, gaining the trust of the local population and using
it for the making of profit is becoming increasingly active (Petrovic¢
2021). Economic security represents one of the subsystems of national
security (Lazi¢ 2022). On the other hand, knowledge of different aspects
of values shared by the same nation might be of great importance in
process decision making of different strategic documents in defence
system (Stojkovi¢ 2013), and defence of crucial national interests in
process of privatization of strategic sectors as energetics, public health
and education also, and identity matters as school textbooks and media
with national coverage (Purkovi¢ 2017). So, it is not irrelevant what is
the attitude of the nation towards consumer ethnocentrism, especially
younger generations, as well as the active members of the security sector
of different professions, whose primary mission is defence of the country
from outer threats and maintenance of inner stability and defence of
the Constitution and state order. Therefore, the subject of this paper is
to examine consumer ethnocentrism and lifestyles of members of the
defense system to distinguish possible differences in comparison to the
civilian population, by the stance of Havelka (Havelka 1995) that the
choice of occupation is linked to the value system of the respondents.
In the current research, the emphasis is more on career than the choice
of the profession itself, but also on determining possible differences
in socio-demographic characteristics that previous research in the
world has detected and which have not been examined in this way in
our population until now. Given the results of previous research, it is
expected that there are differences in terms of gender, age, and level
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of education regarding consumer ethnocentrism and the evaluation
of lifestyles of respondents and their affiliation to the defense system.
Moreover, the hypothesis, which was additionally examined, refers
to the assumption that evaluating specific lifestyles, besides socio-
demographic variables, can significantly predict consumer ethnocentrism
as a form of consumer behavior.

METHODS

Sample: Snowball sampling — a virtual exponential non-
discriminatory sample was used (Parker, Scott and Geddes 2019),
which is especially suitable for examination of various groups that
are highly unreachable for researchers for various reasons, such as
the defense system in this case. The detailed review of the sample is
provided in Table 1.

Table 1. Sociodemographic characteristics of the sample!

Defence System . Education
Affiliation Gender Generation Level
Y (1981- Z (1996 III and VI and
Yes No Male Female 1996) —2005) v VII
79 101 80 100 52 128 43 137
56.1% 43.9% 44.4% 55.6% 289% T1.1% 23.9% 76.1%

Source: The Author’s analysis

Research variables:

1. Independent variables: defense system affiliation (member of
the system or civilian), gender (male or female), age (Generation Y or
Generation Z representative), education (III and I'V level of education
or VI and VII level).

2. Dependent variables: consumer ethnocentrism defined through
scores and subscales of tendencies towards ethnocentrism and evaluation
of ten offered lifestyles.

! Procedure: Participation in research was voluntary and anonymous. All respondents
were informed of the purpose of the research and the fact that they could refuse to
participate in the research and that they could give up filling out the questionnaire at
any moment. The research was conducted online, during August and September 2024.

164



J. Petrovi¢, K. Radovi¢ Consumer Ethnocentrism and Lifestyles of Members...

Instruments:

a) The lifestyle scale (Popadi¢ 1995) describes ten lifestyles. The
respondents were asked to provide an answer to the five-level Likert
scale of evaluation to which extent it is important to them to live in the
described lifestyle, which represents a modification about the original
instrument in which the lifestyle preference — which lifestyle the
respondents would like to live (1 — I do not agree at all to 5 — I agree
entirely) is emphasized. The scale included ten lifestyles: Familial-
sentimental style, Altruistic orientation, Cognitive style, Utilitarian
style, Popularity-oriented, Egoistic orientation, Promethean activism,
Hedonistic orientation, Religious-traditional style, and Power-oriented
lifestyle. A higher arithmetic mean indicates a greater importance of
the measured lifestyle. Also, the part of the instrument that refers to
the lifestyles that respondents like the most and least, as well as the
current lifestyle, was omitted due to the confidentiality of data related
to members of the defense system.

b) Consumer Ethnocentrism Extended Scale (CEESCALE)
(Siamagka and Balabanis 2015) is multidimensional and consists of five
subscales: Prosociality, Cognition, Insecurity, Reflexiveness, Habituation.

Data processing: Data were obtained by SPSS 22 (descriptives, t
tests for independent samples, and linear regression).

RESULTS

In Table 2, an overview of the descriptive statistics for the
CEESCALE is provided. All subscales showed an adequate level of
internal consistency (0.76—0.86). Respondents who were not members
of the defense system had the highest score on the Prosociality scale,
while the members of the defense system exhibited the highest scores
on the Habituation subscale. It should be mentioned that scores on all
subscales of the CEESCALE were higher among respondents who
were not affiliated with the defense system. However, no statistically
significant differences emerged. Moreover, there were no statistically
significant differences according to gender: males reached the highest
scores on the Prosociality scale, while women reached the highest
scores on the Habituation scale. Both genders had the highest scores
on the Cognition scale.
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On the other hand, the results showed that there are significant
differences in the Prosociality (t = -2.753, df = 177, p < .007) and
Habituation (t = -2.452, df = 174, p< .015) scales when speaking
of the age of respondents. Representatives of Generation Y (M =
3.99) reached higher scores than Generation Z (M = 3.63) on the
Prosociality scale. Moreover, representatives of Generation Y (M
= 3.91) reached higher scores than Generation Z (M = 3.58) on the
Habituation subscale.

The results showed statistically significant differences in the
Insecurity (t =-2.050, df = 177, p < .042) and Reflexiveness (t = -3.245,
df = 178, p<.001) subscales. The respondents with a lower education
level (M = 3.10) reached lower scores than those with a higher level
of education (M = 3.40) on the Insecurity subscale. Moreover, the
respondents with a lower education level (M = 3.13) reached lower
scores than those with a higher education level (M = 3.58) on the
Reflexiveness subscale.

Table 2. Mean and standard deviation of subscales of the Consumer
Ethnocentrism Extended Scale

Levels VI
Military Civilian Men Women Generation Y ~ Generation Z  Levels IIl and IV ¢
Subscales and VI

M SD M SD M SD M SD M SD M SD M SD M SD
Prosociality 360 85 383 .77 376 .76 371 85 399 75 363 .82  3.67 .81 375 .82

Cognition 311 96 319 1.00 315 9 316 100 331 1.09 3.09 .93 3.05 1.04 3.19 96
Insecurity 326 .72 338 94 329 95 336 .77 349 91 326 .82 310 78 340 .87
Reflexiveness 342 88 356 .88 345 94 354 83 369 103 342 80 3.13 99 3.62 .81

Habituation 3.64 89 370 .81 359 87 374 81 391 80 358 84 351 97 372 .80

Source: The author’s analysis

It turned out that the defense system affiliation is the most
important factor of individual differences regarding lifestyle importance.
Namely, statistically significant differences were acquired regarding
Cognitive (t =2.554, df = 177, p<.011), Utilitarian style (t = 2.612, df
=178, p<.010) and Popularity-oriented (t = 2.580, df = 178, p<.000)
importance. Members of the defense system reached statistically
significantly lower scores on the Cognitive (M = 3.70), Utilitarian style
(M = 3.58) and popularity-oriented style (M =2.47) in comparison to
the civilians: Cognitive (M = 4.06), Utilitarian style (M = 3.98) and
Popularity-oriented style (M = 3.15). It should be mentioned that for
both groups of respondents, the familial-sentimental lifestyle was
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the most important, but the least important lifestyle for members of
the system was a Popularity-oriented and a Power-oriented style for
the civilians.

Regarding gender, it turned out that there are statistically
significant differences regarding the importance of a Power-oriented
lifestyle (t = 2.557, df = 178, p< .011). Men (M = 3.32) value this
lifestyle more than women (M = 2.90). Moreover, for both groups of
respondents, the most significant lifestyle was familial-sentimental,
while the Popularity-oriented lifestyle was the least significant among
men, while among women, it was the Power-oriented lifestyle. Regarding
age, it turned out that there is statistically significant importance of the
Utilitarian style (t =-2.277, df = 178, p<.024). Members of Generation
Y (M = 4.08) value this lifestyle more than Generation Z (M = 3.69).
Moreover, for both groups of respondents, the most significant lifestyle
is Familial-sentimental, and the least important lifestyle of Popularity-
oriented. When speaking of education, it turned out that there are
statistically significant differences in the importance of Familial-
sentimental lifestyle (t = -3.020, df = 178, p< .003). The respondents
with a lower level of education (M = 4.09) value this lifestyle less
than the respondents with a higher level of education (M = 4.50), even
though for both groups of respondents, this lifestyle was considered
the most significant. Moreover, both groups of respondents considered
the Popularity-oriented lifestyle the least important.

Table 3. Mean and standard deviation of lifestyles importance

Military Civilian Men Women Generation Y _ Generation Z_Levels IIl & IV Levels VI & VII
M SD M SD M SD M SD M SD M SD M SD M SD

Lifestyle

Familial-sentimental
e 451 .73 432 81 431 89 447 .67 4.35 97 442 .69 409 106 450 .64
sty

Altruistic orientation ~ 3.90 .94 413 87 405 .79 4.01 .99 394 1.07 4.06 .83 4.05 1.02 402 87

Cognitive style 3.70 .98 4.06 .87 389 .93 392 .94 390 1.03 390 .89 376 .98 395 .92
Utilitarian style 358 1.07 398 .97 391 106 372 100 408 1.06 369 100 38 119 379 98
Popularity-oriented 247 116 315 119 277 130 291 115 281 131 287 L19 3.09 129 277 119
Egoistic orientation 401 .99 399 94 4.14 88 389 1.01 411 81 395 1.02 379 112 406 .90

Promethean activism ~ 3.90 .84 405 1.04 409 .89 390 101 404 99 39 .95 395 1.00 399 95
H?dom%{lc 3.61 .17 389 87 382 .95 372 1.07 369 98 380 1.04 374 107 377 1.00
orientation
Religious-traditional
style
Power-oriented 315 106 304 1.7 332 1.3 290 109 329 105 301 115 323 115 3.04 112

Source: The author’s analysis.

421 78 411 .90 415 .90 416 .81 410 .99 418 .79 4.00 1.09 420 .76
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In the prediction of individual aspects of consumer ethnocentrism,
it turned out that, to different extents, sociodemographic variables and
lifestyle importance are important predictors (Table 4). Prosociality
was a subscale whose score could have been predicted to the greatest
extent based on the knowledge of the importance of Promethean
activism and the age of the respondents. Members of Generation Z
who valued Promethean activism more, most significantly, tended
to the prosocial aspect of consumer ethnocentrism. The score on
the subscale of cognition could have been predicted exclusively
based on the knowledge of the Promethean activism importance:
the higher importance of this style automatically implied a higher
level of the cognitive aspect of consumer ethnocentrism. The score
on the Insecurity subscale could have been predicted with the help
of knowledge of the importance of lifestyles among respondents
(Popularity-oriented and Promethean activism), as well as based on
the knowledge of their socio-demographic traits (age and education).
The level of insecurity among the respondents was, to the highest
extent, conditioned by the significance of the Promethean activism.
Members of Generation Y with a higher level of education who valued
a more Popularity-oriented lifestyle and Promethean activism reached
higher results on the subscale of the Insecurity aspect of consumer
ethnocentrism. The score on the Reflexiveness subscale could have
been predicted with the help of the significance of the respondents
lifestyle (Familial lifestyle and Promethean activism) and based on the
knowledge of their sociodemographic traits (age and education). To
the greatest extent, the level of Reflexiveness among the respondents
was conditioned by the significance of Promethean activism. The
members of Generation Y with a higher level of education who valued
a more Familial lifestyle and Promethean activism scored higher on
the subscale of the Reflexiveness aspect of consumer ethnocentrism.
The score on the subscale of Habitation could have been predicted to a
greater extent with the help of the significance of respondents’ lifestyles
(Familial lifestyle and Promethean activism, Population-oriented and
Power-oriented lifestyles) than based on the knowledge of their age.
The level of aspect of Habituation of consumer ethnocentrism was
conditioned to the greatest extent by the significance of the Familial
lifestyle. Members of Generation Y who valued the Familial lifestyle,

B
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Promethean activism, and Popularity-oriented lifestyle scored higher
on the subscale of the aspect of Habituation of consumer ethnocentrism.

Table 4. Predictors of results on the subscales of the Consumer Ethnocentrism
Extended Scale

R R? Adj 1}1{s2t6d F p Partial p

Prosocialtiy
Generational affiliation .605 .366  .311 6.715 .000 .245 .002
Promethean activism 380 .000

Cognitivity
Promethean activism 427 182 113 2.615 .002 .199 .010

Insecurity
Generational affiliation 519 270 207 4300 .000 .179  .022
Education 182 .019
Popularity-oriented 219 .005
Promethean activism 294 .000
Reflexiveness

Generational affiliation 537 288 227 4.724 .000 .198 .011
Education 231 .003
Familial-sentimental lifestyle 253 .001
Promethean activism 264 .001

Habituation
Generational affiliation 534 285 222 4.553 000 .252 .001
Familial-sentimental lifestyle 274 .000
Popularity-oriented 222 .000
Promethean activism 170 .031
Power-oriented _180 022
Source: The Author’s analysis.

DISCUSSION

The highest values on the Prosociality subscale on the total sample
point to the fact that (bearing in mind that the scale is being used for
the first time in Serbian sample) there is a high level of patriotism and
ethnocentrism, which did not emerge based on previously cognitively
formed schemes, and that the purchase choice is not determined
exclusively by the country of origin, since the lowest scores were present
on the Cognitivity subscale. Bearing in mind the fact that statistically
significant differences among respondents regarding defense system
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affiliation were not acquired, these findings can be treated in the context
of the broader patriotism of respondents and not in the context of their
profession: employment in defence system can be caused by other
reasons, not only by patriotism (Nikoli¢ 2024). The lack of statistically
significant differences in terms of gender, speaking of consumer
ethnocentrism, it is in accordance with the results acquired by some
researchers (Beci¢ 2016; de Ruyter, van Birgelen, and Wetzels 1998),
but it is not in accordance with researchers who register a higher level
of consumer ethnocentrism among women (Erdogan and Uzkurt 2010;
Jiménez-Guerrero, Pérez-Mesa and Galdeano-Gomez 2020; Othman,
Ong, and Wong 2008; Siamagka and Balabanis 2015; Szromnik and
Wolanin-Jarosz 2013), while others register a higher level of consumer
ethnocentrism among men (Habibur Rahman, Morshed, and Takdir
Hossan 2011; Szromnik and Wolanin-Jarosz 2013).

Members of Generation Y scored higher about Generation Z
on the subscales of Proportionality and Habituation, which is entirely
in accordance with the development of their personalities, bearing in
mind that at older age, altruism, community orientation and cooperation
rise, as well as the fact that these generations were less mundialist and
globalist oriented due to the dissolution of Yugoslavia and the rise of
national consciousness, but also the unavailability of digital technologies
based on the use of the Internet in the earliest age. Moreover, foreign
research also stresses that ethnocentrism grows with old age (Szromnik
and Wolanin-Jarosz 2013; Hsu and Nien 2008; Jiménez-Guerrero,
Pérez-Mesa, and Galdeano-Goémez 2020; Siamagka and Balabanis
2015; Szromnik and Wolanin-Jarosz 2013; Tragos 1998).

This resulted in the respondents with a lower level of education
scoring lower in comparison to the respondents with a higher level of
education on the subscales of Insecurity and Reflexiveness, which is
in accordance with the results acquired by other researchers (Becic¢
2016; Habibur Rahman, Morshed, and Takdir Hossan 2011; Szromnik
and Wolanin-Jarosz 2013), even though there is research that proves the
opposite: that the higher level of education is linked with a lower level
of consumer ethnocentrism (de Ruyter, van Birgelen, and Wetzels 1998;
Hsu and Nien 2008; Jiménez-Guerrero, Pérez-Mesa, and Galdeano-
Gomez 2020; Shankarmahesh 2006; Siamagka and Balabanis 2015).
The result acquired in this research can be explained by the fact
that the respondents with lower education, just because of the lack
of education and training, are less conscious of the significance the
purchase of local products can have on the increase of their own, but
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also state revenue through the capital which remains within the borders
of Serbia in the form of acquisition of raw materials, workforce, tolls,
living expenses, fees and taxes, instead of importing the end product,
thus generating revenue for other countries. Therefore, it seems that
campaigns directed towards purchasing local products in the previous
period were not created well enough to make this message clear to the
less educated segments of the population.? Other authors also emphasize
the significance of educating consumers regarding socioeconomic
situations in the world and the country regarding purchasing decisions
(Szromnik and Wolanin-Jarosz 2013).

Speaking of lifestyle importance, both generations rated the
Familial-sentimental lifestyle as the most significant and the Popularity-
oriented lifestyle as the least significant, which is surprising in the era
of social networks, where it is more difficult to remain anonymous than
to become famous. On the other hand, Generations Y and Z are in the
stadium when the majority of them have formed their nuclear families.

2 There was a long-term campaign in Serbia, “Buy domestic products - rebuild Serbia”,
2004-2010 (Vlada Republike Srbije [VRS] 2004; Kankara$ Trklja 2017). Its real

effects failed, although the main idea was good, since it was primarily informative and

promotion-oriented. However, bearing in mind that the Law on trade does not permit

law solutions which could enable direct impact of the state in mercantile freedom, all

merchants and trade must have equal treatment: the state cannot directly interfere in

trade freedom. (Marinkovi¢ 2015). On the other hand, through different campaigns,
numerous associations have been trying to emphasize the importance of this problem,
pointing out to the citizens the positive effects of buying domestic products and services.
However, these campaigns rest without significant effects (a similar situation is in the

Republic of North Macedonia, Bosnia and Herzegovina, and Montenegro), in contrast

to Croatia, whose governments decide on a long-term strategy, based on the activities

of the Croatian Chamber of Economy since 1997. Their campaign “Let’s Buy Croatian”,
supported by trademarks “Croatian creation” and “Croatian quality” (Hrvatska

gospodarska komora n.d.). The effects of conducted campaign are visible longterm,
in generation terms: 95.7% of Z generation, whenever the price was equal purchase

domestic products and services (71.96% of them make the purchase decision based

on these two criteria) since it means that even 95% of the income, through different

channels, stayed in country of origin (Kankaras Trklja 2023). Data showed that 94.8%

Croatian consumers which belong to the Z generation is lead by ideas of patriotism and

consumer ethnocentrism in reccomending of buying domestic products to their family
members and friends, whit is by McCrindle point that generation Z is characterised by
high level of social activism (Hrvatski radio—Radio Zadar 2024). Also, the Chamber
of Commerce and Industry of Serbia in 2020 initiated the project “Created in Serbia”
and the “Housekeeper” trademark (Vecernje novosti 2025), but there is no exact data

from the institutions about changing the trends in consumer behavior in Serbia that

could be compared.
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Members of Generation Y value the Utilitarian lifestyle more than
Generation Z, which means they are oriented towards ensuring material
security for themselves and their families. The situation is the same
regarding comparison with the level of education. Still, respondents with
a lower level of education value the Familial-sentimental lifestyle less,
which means that family values are linked with the level of education
and a wider level of importance of social responsibility. Even though
the Familial-sentimental lifestyle is the most important one for both
genders, men more than women value a Power-oriented lifestyle, which
is in accordance with still quite conservative attitudes present in Serbian
culture regarding gender roles and jobs that are generally acceptable
for women and their roles in raising their families.

Affiliation to the defense system turned out to be the most
significant factor of individual differences regarding lifestyle valuation,
which confirms Havelka’s hypotheses of correlation of values and
occupations and that their relation is two-tailed and mutual: values of an
individual affects the choice of occupation, but affiliation to a specific
profession (through working experience and with the passage of time)
also affects the modification of the individual’s value system, thus making
them contextually dependent despite their relative temporal stability
in terms of priority, intensity, behavioral manifestation, and even the
occurrence of new values in an individual (Havelka 1995). In his research,
Havelka (Havelka 1995) came across results that personal specialization,
religiousness, and media popularity were the least important values
in all contexts researched, which is in accordance with the results
acquired from the sample of members of the defence system. Namely,
members of the defense system valued less the Cognitive, Utilitarian
and Popularity-oriented lifestyles, which can be directly treated as the
consequence of their occupation, since in the defence system, far more
importance is attached to rules and norms, as well as conservatism,
which makes the transformation of the value system less susceptible
to changes within this system, while less importance is attached to the
acquisition of knowledge, especially general knowledge. Moreover, the
job of a member of the defense system can hardly be seen as a highly
profitable profession that can provide an individual with luxury and
wealth, which are the fundamental strivings of individuals who prefer
the Utilitarian lifestyle. All the same, in the defense system, popularity
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in the sense of public appearances and highlighting one’s personality is
not something that is perceived as highly desirable. Moreover, there is a
tendency to emphasize mediocrity as a measure of group cohesiveness
and the compactness of the defense system (Kosti¢ 2000).

Members of Generation Z who valued the Promethean activism
more had, to the greatest extent, a tendency towards the prosocial
aspect of consumer ethnocentrism since they were more prepared to
put their social activism into the function of economically expressed
patriotism, which makes them more ready to engage in a concrete plan.
The Cognitive dimension of ethnocentrism could also be predicted based
on Promethean activism: the respondents who are prone to different
forms of social activism were also more ready to buy local products
and services, i.e., to value the product and purchase them about the
country of origin, which is listed as significant factors by other research
as well (Balabanis and Diamantopoulos 2004; Good and Huddleston
1995; Shankarmahesh 2006; Vida and Damjan 2000).

Members of Generation Y with a higher level of education who
valued Popularity-oriented lifestyle and Promethean activism more
scored higher on the subscale of the insecurity aspect of consumer
ethnocentrism, which means that they were more ready to actively
directly engage, personally and socially, in purchasing local products
and use the service sector at the moment when they perceive that
the economic stability of the country is endangered in any way, thus
acquiring secondary benefit through ensuring reputation and influence
in the society through active participation, and therefore, become more
socially accepted.

Members of Generation Y with a higher level of education who
valued Familial-sentimental lifestyle and Promethean activism more
scored higher on the subscale of Reflexiveness aspect of the consumer
ethnocentrism, which means that creating of their own nuclear family
and readiness for social engagement reactivated their consumer habits
which were previously formed in their childhood and based on consumer
ethnocentrism. Members of Generation Y seem to want to revitalize
some of the values present in their upbringing, most likely in the form
of loyalty to certain brands, whose validity and personal value they
want to show to their descendants.
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Members of Generation Y who valued a Familial-sentimental
lifestyle, Promethean activism, and Popularity-oriented lifestyle, and
did not value a highly Power-oriented lifestyle, scored higher on the
subscale of Habituation aspect of consumer ethnocentrism. Given that
on the habituation dimension, patriotism and consumer ethnocentrism
are perceived as moral norms of a society, older respondents who are
oriented towards their own nuclear families and more oriented towards
gaining popularity in the society, and less oriented towards their own
status and position were more prepared to actively promote and use local
products and services, in their nuclear families and among their peers
who, among these two generations, according to McCrindle (McCrindle
2014), possess even higher influence on behavior and beliefs of their
members than the family. This result is in accordance with his attitude
that members of Generation Y are prone to purchasing local products in
local stores, which, in turn, contributes to strengthening their personal
identity and sense of belonging to the local community. Moreover, he
believes that the Millennials (Generation Y') go through life led by their
personal interests and previously adopted values (hedonism, globalism
and tolerance, social consciousness, and social activism).

CONCLUSION

In a moment when the political and economic situations in the
world have never been more prone to sudden, mutually conditioned
changes, besides standard criteria (gender and education), generational
affiliation can contribute to a better understanding of consumer behavior
and its prediction, not only in the context of valorization and adoption
of lifestyles but also active promotion of values they based on. On
the other hand, profession choice greatly shapes the lifestyle chosen
by an individual. There is an assumption that the profession choice
in the defense system is, at least to a certain extent, determined by
the level of patriotism of an individual and that this patriotism would
manifest in other fields of life as well, i.e., consumer habits defined
through consumer ethnocentrism. In this research, the results show
that Prosociality, as a form of consumer ethnocentrism referring to the
readiness to help and sacrifice oneself for their nation, is not linked to
patriotism manifested as affiliation to the defense system. On the other
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hand, belonging to the defense system is an important factor for the
valorization of lifestyles such as Cognitive, Utilitarian and Popularity-
oriented lifestyles, which are perceived among this population as less
important ways of spending one’s life, while at the same time, the
values on which these lifestyles are based on are perceived as less
important. Generation and education turned out to be more significant
predictors of consumer ethnocentrism than gender. The research results
show that the most significant predictors of consumer ethnocentrism
among respondents were generation and Promethean activism, i.e., the
readiness to direct participation in social life and the willingness to
express one’s attitude and shape the society by the incorporated values
of an individual, it seems, generally distinguishes the Millennials in
Serbia. On the other side, members of Generation Z who valued more
Promethean activism were more ready to put their personal social
activism in the service of promoting consumer ethnocentrism as a form
of economic patriotism. In further research, it is necessary to examine
in depth the correlation of generational affiliation and different forms
of patriotism and conduct research about various aspects of values
among the youth in Serbia to investigate the current social moment
and use the opportunity to strengthen the economic potential of Serbia
as best as possible.
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Kpucruna Pagosuh™
Hezasucnu ucmpasicusau

INOTPOINAYKN ETHOIEHTPU3AM
N’ KUBOTHHU CTHUJIOBA
MNPUNATHUKA CEKTOPA OJABPAHE™

Pe3ume

[MoTpomayku eTHONCHTPHU3aM MPEACTaBIba BUI EKOHOMCKOT MATPHOTH3MA
W CBECTH O 3Hayajy KynoBHHE Jomahux mpousBoa 3a pas3Boj gomahe
npuBpene u ekonomuje. C 003upoM Ha TO Ja Cy MOTpOIIayKe HAaBUKE
OJIMCKO TIOBE3aHE Ca HAYMHOM JKHMBOTA MOTPOIIIaYa, T€ Jia CY JKUBOTHU
CTHUJIOBH, TIOPE/] COLIMjaJTHOACMOrpa)CKUX acrekara, ONTHa OApeIHHIIIA
TPKUIIHOT MOHAIIAha MMOTPoIIava, I1Jb OBOT paja je Ouo a ce yTBpAn
JIa JIM TI0CTOje pa3yiMKe 10 MUTakby MOTPOIIAYKOT €THOLCHTPU3MA U
’KHBOTHHUX CTHUJIOBA NMPUTIAIHUKA CHCTEMa OI0paHe y OJIHOCY Ha IIUBHIIHY
nomnynanujy. UctpakuBameM je o0yxBaheno ykymnHao 180 ucnuranuka,
npunaanuka MunncrapceTsa onbpane 1 Bojcke CpOuje v IUBHITHUX JTHIIA
KOja Cy 3aloclieHa y IpyruM rpaHama npuspeze. HesaBrcHe Bapuja0ie
y HCTpaXKMBamby Cy OMJIe MOJI, 00pa30Bame, FreHepalnjcka MPUMaIHOCT 1
MPUIIAJHOCT CUCTEMY OfI0paHe, a 3aBUCHE Bapujadiie cy Ouiie CKOPOBH Ha
cyOckallama MoTPOLIaYKOT €THOICHTPHU3MA U TpedepeHIIHja )KHBOTHUX
crunoBa. [Toganu cy oOpalhenn noMohy 1ecKpUnTHBHE CTATHCTHKE, T TECTA
3a He3aBUCHE Y30pKe U JIMHEapHe perpecuje. Pesynraru cy nokasanu aa
Cy TIOCTOje pa3iiuke y nped)epeHiinjama rnojeJMHuX )KUBOTHUX CTHJIOBA
u3mel)y npumnajHuKa ceKTopa o10paHe U IIUBUJIA, aJTU HE U MOTPOIIAYKOT
STHOIICHTPU3Ma, Ka0 M J]a MOCTOje CTATUCTUYKY 3HAYajHE Pa3JIuKe 10
MUTaky NOTPOIIAYKOT €THOLUEHTPU3MA U TTpeepeHIINje KUBOTHUX
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CTHJIOBA M KaJla Cy y NMHUTamy couujagHoneMmorpadceke Bapujadie.
TaBuie u npedepeHurje MojeANHUX KUBOTHUX CTHIIOBA, KA0 BUJ
MOHaIlamka MOTpoLIaya, MoKazaie cy ce Kao CTaTUCTUYKHU 3HAYajHU
OPEIUKTOPH MOTPOIIAYKOT eTHOLeHTpHU3Ma. CTora je onpaBJaHo BUILIE
naxmwe y Oynyhum uctpakuBamuMa IIOCBETUTH U3y YaBakby )KUBOTHHX
CTHJIOBA U OTPOILIAYKMX HABUKA OApel)eHNX Tpymalnja CTAaHOBHUIIITBA,
KaKo OM ce KO/l ’bMX TTOINTJIA CBECT 3Hauajy KylnoBHHE JoMahux npou3Boaa
y CBpPXY OCHa)kMBama gomahe npuspeze.
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JKHBOTHH CTHUJIOBH, MUJICHH]jaJIITH, TeHepaInja Z.
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Caxkerak

[NoTpomauku eTHOLEHTPH3aM IPEACTABIba BUI EKOHOMCKOT AaTPUOTH3MA
M CBECTH O 3Hayajy KynoBHHE Jomahux mpousBona 3a pas3Boj nomahe
npuspene u ekonomuje. C 003MpoM Ha TO Ja Cy MOTpOIIayKe HAaBUKE
OJIMCKO MOBe3aHe ca HAYMHOM XHUBOTA MOTPOIIAYa, T€ Ja Cy )KUBOTHH
CTHJIOBH, TIOPEJI collMjaiHoieMorpadckux acrnekara, ONTHa OpeJHHILA
TPKHULIHOT MOHAIIAKkA TOTPOIIAYa, IMJb OBOT paJja je Ouo aa ce yTBpau Ja
JIM IOCTOj€ pas3JIuKe IO MUTakby NOTPOIIAYKOT €THOLEHTPU3MA 1 )KUBOTHHUX
CTUJIOBA MTPUIAAHUKA CHCTEMa O0paHe y OTHOCY Ha IUBUIIHY HOMYJIALH]y.
UctpaxuBameM je o0yxBaheHo ykynHo 180 ucnutanuka, npuna HuKa
MunuctapcTBa ondpane u Bojcke Cpbuje n unBuna. HezaBucHe Bapujadie
y UCTpaXXUBamby Cy OHJIe 110J1, 00pa3oBame, FreHepaljcka MpUnaaHoCT
U MIPUIIATHOCT CUCTEMY OJI0paHe, a 3aBUCHE Bapujaliie cy Ouiie CKOPOBU
Ha CyTICKajlama MOTPOIIAYKOT €THOLEHTPU3MA U BPEAHOBAHE JKUBOTHUX
crunoBa. [lopanu cy oOpalhenn noMohy geCKpUNTHBHE CTATHCTUKE, T TECTA
3a He3aBUCHE y30pKe U JIMHeapHe perpecuje. Pesynraru cy nokasanu aa
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MOCTOje Pa3JIKe y BPEAHOBAMY MOjeINHUX )KUBOTHUX CTHIIOBA U3Mehy
MpUIIaJHUKa cucTemMa oa0paHe M LMBUJIIA, ajd HE U MOTPOLIAYKOT
€THOLEHTPHU3Ma, Kao U Jia IOCTOje CTATUCTHYKH 3HaYajHEe Pas3JIMKe 110
NHUTamby MOTPOLIAYKOT €THOLECHTPU3MA 1 BPEAHOBAbA JKUBOTHUX CTHIIOBA
U KajJa cy y nuTamy couujaiHogemorpadceke Bapujaodiue. LltaBume
Y BPEIHOBAME MOjeJUHUX KUBOTHUX CTHJIOBA, Ka0 BHJ MOHALIamba
NoTpolIaya, mokasajne Cy ce Kao CTAaTUCTHYKHU 3HAYAJHU PEAUKTOPH
MOTPOIIAYKOT eTHOLeHTpu3Ma. CTora je onpaBIaHO BHILE MAXKEBE Y
OynyhuM ncTpakuBamiMa IIOCBETUTH U3yUaBakby )KHBOTHHX CTHUIIOBA
Y MOTPOILIAYKUX HaBHKa oApeheHnx rpynamnuja CTAHOBHHUILTBA, KaKO
Ou ce Kol IHX MOIUITIA CBECT 3Ha4ajy KyMoBHHE foMahux mpousBona
y CBpXY OCHa)kHMBama gomahe npuspeze.

KibyuHe peun: ToHaIame moTpoInayda, Bojcka, Cpouja, BpeaHOCTH,
JKHBOTHH CTHJIOBH, MUJICHH]jaJIITH, TeHepaInja Z.

YBOJ
IoTpomIayku eTHOLECHTPU3AM

[loTpomavyky eTHOLEHTPU3aM MPEICTaBIba OOIUK MTPUMEHEHOT
CKOHOMCKOT IaTrpuoTuimMa U JICTUTUMHO je IMOJbE UCTpaAXKUBamka
TpHU HayKe: TICHXOJIOTH]je, COI[MOJIOTHje U eKoHoMHje. Hanme, nojam
ETHOIICHTPHU3aM IOTHYE U3 COIUOJIOTH]je U TIPBH YT ce AcHUHUIIC
1906. kao ,,cTAaHOBUIIITE 110 KOM Heka oco0a cMaTpa Ja je rpyna Kojoj
NpUIaja eHTap CBHX JCIIaBama U CBOje CYJ0BE JOHOCH HAaCIIpaM Tora,
IPH YeMY CY CBE OCTajle IpyIe OHe YUjHM ce MPHUIATHIKOM He oceha
1 Koje cy cTora Mame BakHe” (Sumner 1906, 13). Kynenka (Koudelka
1997, 25) neduHuiiie eTHOLUECHTPU3aM Kao (paBOPU30BakLE CONICTBEHE
KYJIType, lbeHy npedepeHnjy U MUIIJbEH-E J1a CYy APYTe KyJIType
uHpepropHe. [IuTame MOTPOMIAYKOT ETHOIICGHTPU3MA CE CKOHOMMU]H
o npBu nyT jaBiba 1987, kana ra llumn u Hlapma (Shimp and Sharma
1987) nedununry xao ,,cxparame MOTpoIIaya Jia je HeMaTPUOTCKU H
HeMopallaH YMH KyTIOBHHA CTPaHUX MPOU3BOJA jep To cinadu jomahy
eKOHOMH]JY M yTH4e Ha TyouTak pagaux mecta.” Crepe u Tpajanu cMarpajy
Jla OH MPEACTaBJba TCHICHIU]Y 00JKOTa CBUX YBO3HHUX IPOM3BOJIA, 03
0031pa Ha BUXOBY IIEHY M KBAJIUTET, ycJiea HalinoHanu3ma (Stere and
Trajani 2015). OHo 1wTO je 3ajeIHNYKO 3a 00a MojMa jecTe MPETHOCTaBKa
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na ce oHU GOpMHPaAjy Y paHOM ACTHUICTBY IO/ yTHUILIAjeM areHaca
couujanuzamnuje (Allport 1954; MacDonald 2006; Mezirow 1997; Shimp
and Sharma 1987; Siamagka and Balabanis 2015). [Ilankapmaxemr
(Shankarmahesh 2006) nHaBou 1a mocToje ueTupu GakTopa Koja yTuuy Ha
M0jaBy U CTETICH ETHOLECHTPH3MA: COL[MjATHO-TICXOJIOLIKH (TaTPUOTH3aM,
KOH3EpBaTUBU3aM, JOTMaTH3aM, UTA.), CKOHOMCKHU (KaluTajln3aM,
€KOHOMCKH Pa3Boj, ’)KUBOTHH CTaHJAPA, UT/.), HOTUTHYKH (OJTUTHYKA
nponarasja, ICTOPHjCKU pa3yio3u, MaHUIyIalyja Juaepa, UTa.) u
coruonaeMorpagcku (1o, crapoct, 00pa3oBame, BUCHHA IPUXOAA, UTIL.).

KuBoTHH cTHI

YecTo ce M 'y CBAKOJAHEBHOM KUBOTY TOBOPH O ,,IOTPOIIAYKOM
JKUBOTHOM CTHJIY”’, OJJTHOCHO KOH3yMEpPHU3MYy, Kao IMEPMaHEHTHO]
HABHIIM JAHAITHUX KyTala, e ce KBAJTUTET IPOU3BOAA MOBJIAYH IPE/
KBAaHTUTETOM, CTHUJIOBH U MOJIa C€ CMEHY]y HUKaJ BehoMm Op3uHOM, a
JOCTYIHOCT TUTATHUX KapTHLA U KYTIOBHHA MPEKO MHTEPHETA y CaMo
nap KJIMKOBa YWHE TPOIICHE HOBIA HUKaJa JAKIIUM, HAPOUUTO Y
epH JUTUTATHOT MapKETHHTA, IJIe Ce MOTCHIIMPA TTPUBHUI UJICaTHOT
xuBota (La Dolce Vita) myTeM HOBOOTKPHUBEHUX 3aHUMama TOIYT
~AHQIyeHcep” u ,,rpenacerep”. CauimkoBuh u capalHUIM cMaTpajy aa
MOTPOIIAYKH >KUBOTHHU CTHUI 3aMIPaBO MPECTaBba ,,CHHIAPOM , OMHOCHO
ckyn MeljycoOHO MOBE3aHMX M HCTIPETIIETEHHUX L[PTa TMYHOCTH, BPEIHOCTH,
craBoBa (Sliskovi¢ et al. 2014). Kon3zymepusaMm HaCcTa0 Kao MoCieauniia
uncmanm KyJaType J0Beo je 10 GopMUparma MoTPOIIauyKor MEHTaINTEeTa
Y TIOTPOLIAYKOT APYLITBA, IITO MO YTHIIjeM KOHCTaHTHE U3JI0KEHOCTH
MapKeTHHTY Pa3IMuYUTHX BPCTa YECTO JOBOJHU U A0 OOJIECTH OBUCHOCTH,
Oynyhu na ce koH3yMepu3am HaMehe kao mapaaurma ycrenrHor )XHBoTa
(Zakman-Ban and Spehar Figkus 2016). Komuko cMo 1ajeko y Tome Kao
[MBHIIM3AIMja OIIMaKJIH, TOBOPU MO/aTaK KOjH HABOAW MEKKPUHIT
(McCrindle 2014, 230) na noctoju TpeH yBol)ema HOBOT TepMHUHA
tweens y TeHepaIMjcKe KOXOPTE M KOjH c€ OHOCH Ha y3pacT 0] 0caM 10
JIBaHAECT TOJMHA CTAPOCTH — y HAIIUM TEPMUHUMA MOYKEMO TOBOPUTH
0 TIPEeaJIoJICCIICHIIN]H, a KOja je TpUMapHa I[UJbHa TpyIa TPBEHCTBEHO
JIUTUTATHOT MapKeTUHTa, C 003UPOM Ha TO JIa j& BPEIHOCT HBUXOBOT
TOAMIIELET [Ienapiia MpolemkeHa (y TOM TPeHYTKY), caMo Y AycTpaliuju,
Ha OWJIMOH Jlojlapa, IITO UX YHMHHU BeoMa IMOKEJbHOM IPYyTIoM, YHja je
CIOCOOHOCT Pe30HOBamka U 00paHe O MaHMITYJIALMje Pa3HUX BpCTa
OUTHO pelyKOBaHa.
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[oTpomrayky eTHOLEHTPU3aM M OTPOLIAYKH KUBOTHH CTHII Cy
ox HajBeher 3Hayaja 3a MpoyyaBame MOTPOLIAYKMX HABUKA U IIOHAIIAE
notpomayva (Acikdilli, Ziemnowicz, and Bahhouth 2018; Gasevic, Vranjes,
i Tomasevi¢ 2019; Kucukemiroglu, Harcar, and Spillan 2006; Sliskovic¢ et
al. 2014; Slijepcevic, Perci¢, and Alimpi¢ 2025). Mako mojam y mmpokoj
JIAWYKO] M HAY4HO] YIIOTPeOu, >KUBOTHH CTHJI jOILI YBEK HH]jE jeJUHCTBEHO
neUHHCAH Off CTPaHe Pa3IMYUTUX HAayKa, HUTH MOCTOJH jeJUHCTBEH
CTaB O TOME KOJIMKO 3alpaBO HauWHa XUBOTA MOCTOjU. OcuM LITO je
IyO0OKo y cepu MCUXOJOrHje TUIHOCTH U COLIMjaTHe TICUXO0JIOTH]E,
conuonoryje, punozoduje, ekoHoMuje, NOTUTUIKKUX Hayka (Bogenhold
2001), mojam >KMBOTHH CTHJI C€ IIpOoydYaBa U y chepru METULIMHCKUX
HayKa, T0CeOHO MEIUIIMHE CIIOPTA U jJABHOT 3[]paBJba U HAyKa O CIIOPTY
(Ili¢ 2007). ObuyHo ce neduHHIIEC KA0 HAYUH HA KOjU HEKO KUBH
(Logar-buri¢, Bro¢i¢, i Bogosavljevi¢ 1999; Gasevi¢ i TomaSevic¢ 2019)
1 yKa3yje Ha €eKOHOMCKHU CTaTyC MOjeNHIA, HETOBE MOTPOIIauKe
HABHKE U MOoNymaBame ciodogHor BpemeHa (Anderson and Golden
1984; Logar-buri¢, Bro¢i¢, i Bogosavljevi¢c 1999). Ca apyre ctpamne,
nuTame JeUHNCaba U ONepalloHaIn3altje )KUBOTHUX CTUIIOBA j&
YCKO MOBE3aHO ca M0jMOM BPEIHOCTH, 114 U BPEAHOCHUX OPUjEHTALIH]a.
VY nomahum ucrpaxkuBamuma (Joksimovi¢ 1992; Kuzmanovi¢ 1986;
Popadi¢ 1995), )xMBOTHH CTHJ je MPEACTaBJbEH Ka0, YCIOBHO PEUEHO,
HajIpUMEH-EHUJU HUBO BPEIHOCTH, KOJU CE€ Orjiefia y CBAKOJIHEBHOM
HauYMHY CIpoBolerba BPEIHOCTHU y JIENO Y3 UCTOBPEMEHY U3IPaiby U
OPraHU30Ba-€ )KUBOTHOT CKPUIITa OKO BPETHOCTH KOj€ JIEKE Y FIbHXOBO)]
Mo3aInHN. Y OBOM KOHTEKCTY, PEIPE3eHTAaTHBHA je U Ie(huHUIIN]ja KOjY
naje Matuh Tangapuh (Mati¢ Tandari¢ 2021, 5), na ,,)KUBOTHH CTHII
MpelCTaBJba CPEACTBO CaMONpE3eHTAINje, KapaKTepUCTUYaH HAauuH
MOHAIIaka KOjU, OCUM ITOHAIIAjHE KOMIIOHEHTE, YKJbYdYje U BPEAHOCTH,
UJICHTUTET U pecypce KojuMa nojeanHarn pacnonaxe.” [lencen (Jensen
2007) cMaTpa J1a ce )KUBOTHU CTUJI CACTOjH O] YeTHPH (PaKTopa: riodaHe
NOTPOLIE, CTPYKTYPaTHO-HALIMOHAIHOT, HO3ULUOHO-CYIKYJITYPHOT
KOjH je onpelen areHcuma couujaau3aimje 1 Kao o1pa3 HHIMBHYaIHOT
UICHTUTETa MaHU(ECTOBAHOT KPO3 (PyHKLIMOHUCAHKE Y CBAKOTHEBHOM
JKUBOTY.

OHO 1ITO je 3ajeTHNYKO 3a 00a MPETXOIHO AeUHUCAHA U OTTUCAHA
KOHCTPYKTa (MOTPOLIAYKH €THOLIGHTPHU3aM U )KMBOTHE CTUJIOBE) jecTe
YUBCHHUIA 12 IPEACTaBIbajy TEHACHLU]jE Y JUYHOCTH KOje OOJINKY]jy
MOHAIIAE, ajlu Ja Cy, 33 Pa3jiuKy O LUpTa JUYHOCTH, OAJIOKHU]E
npoMeHaMa MoJl yTuuajeM Zeitgeist. Tako, Ha mpuMep, y cuTyanujama
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JKUBOTHE KpH3€, KaKO Ha WHIWBUJIYaTHOM, TAKO U Ha TJI00aTHOM
MJIaHy, HABHKE MOTpoIada OWBajy YCIOBJbEHE HE CAaMO €KOHOMCKHM
rmapaMeTpuMa, Beh NpymITBEHUM M HCTOPUJCKUM OKOJIHOCTHMA.
[NoTpormauky eTHOLGHTPU3AM j& HAPOUUTO M3PAXKEH Y BpEMEHUMA KPU3e
y KOjuMa ce onaka mpeTHa 1o Hauonaitau uaeHturet (Grant 1993; Lee,
Lee, and Li 2017), Oyayhu na OpojHa ncTpakuBama yKasyjy Ha TO Aa je
MaTPUOTH3aM Haj3HAYAJHHU]U KOPEIAT MOTPOIIAYKOT eTHOICHTpu3Ma (de
Ruyter, van Birgelen, and Wetzels 1998; Marinkovi¢ 2017; Pavlovi¢ and
Savic 2017; Sharma and Wu 2015; Vida and Reardon 2008; Zdravkovi¢,
Sapié, and Filipovi¢ 2020). ITaTproTnsaM ce Moxke JedUHUCATH U KAO
ocehame Jpy0aBU mpemMa JIOMOBHUHH, OJJAHOCTH CBOjOj 3€MJBH M TTOHOC
MojeIrHIIa 300T YNEECHUIIE 12 j€ HhCH JAPXKABJbaHUH U BE3aHOCTH 32 By
(Sharma and Wu 2015) unu xao Jjpy0aB u Opura IojelMHIIa 32 CBOjY
3eMJbY U YjEIHO 00yXBaTa ¥ MOBE3aHOCT Ca CBOjOM JIPKABOM M FbEHUM
cumbonuma (Pentz, Terblanche, and Boshoff 2017). On o0yxBatajy
UCTOBPEMEHO M MHCTPYMEHTAIHY KOMIIOHEHTY (TI0jeInHAI] JJO)KHBJbaBa
cebe kao rpalhanuHa Te npKaBe) U EMOIMOHAIHY (TI0jeAUHAL] TMa
JIOKWBJbA] J1a CY HKETOBE MHJIUBHIyaJTHE BPSTHOCTH KA0 OJTUYCHE OHOT
IITO j& MCIIPABHO, Y CarjacCHOCTH ca BPEIHOCTUMA HETOBE JIPIKABE).

I'enepanmjckm ja3

Jenan on BelMKUX yTHUlaja Zeitgeist jeCTe U Pa3BOj TEXHUKE U
TEXHOJIOTHje, YMjH ce Hampeaak caaa Beh Mepu rognHama, a He BHIIE
BEKOBHMMa U jielieHrjama. CTora ce 4nTaBe KOXOPTE y CBera reT roJrHa
pacniona Mel)ycoOHO BeoMa pas3iiMKyjy U 1O MOTPOUIAYKAM HaBUKaMma,
TEXHOJIOIIKO] TUCMEHOCTH, BPEAHOCTHMA KOje YCBajajy, ajli U 10 HAYHHY
npoBohema crodoauor Bpemena (McCrindle 2014). Beh cana ce auckyryje
HE caMo O ja3y JUTHUTallHe MHUCMEHOCTU Mely reHepairujama, Beh u
JIyOOKHM TofIeJlaMa YHYTap CaMHUX T'eHepallfja ca TeHICHIIN]OM JlaJber
meljyrenepaigjckor HepasymeBamwa. Mekpunan (McCrindle 2014) naBonu
Jla )KUBOTHU BEK HUKaJIa HUje OMO JIy>KH, ITO YMHH JIa IPYIITBO HUKAIa
CTapOCHO HHje OWJIO TOJUKO JMCIEP3HO, Ka0 U J]a PaJHU BEK HUKa/a
HUje OMO AYKU ¥ TOJJIOKHU]HU TpaH3UIHjaMa Kapujepe U IoTpecuma Ha
TPKHUINTY HOMEHKJIATYpe 3aHnMama. CTora reHepaiyja y couujaiHo-
TMCUXOJIOIIKUM HCTpaXUBambMa IpCy3uMa npumar o1 KOXOopTe, Kao
Haj(peKBEHTHHUjeT Meprila y3pacHUX pa3inka. [ eHepanuja npencrasiba,
npema Munbery Canra (Salt u predgovoru McCrindle 2014) ,,kommnekcan
amaJjram JMYHHX JeMOrpadCKuX KapaKTepUcTUKa, OOIMKOBAHUX LIIHPUM
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JOPYIITBEHUM U MOJIUTUYKUM yTHLAjuMa” (Ay TOPH OBOT paja Ou gonanu
U KyJITYPOJIOIIKAM U UCTOPHjCKUX YTULajuMa). bronomky nepununujy
reHepanuje Kao ,,[[pocedyaH MHTEPBAJ I IPOTOK BpeMeHa u3mely
pohema poauTesba 1 Aene” cMatpa npesasuheHoM Oymyhu 1a BpeMeHCKH
pacnon ox 20 1o 25 roquna Mel)y renepannjaMa BHULIE HE BaXKH, Ha TPBOM
MECTY ycie]] BULIEACLEHU]CKOT TPEeHIa IIOMEpama CTapOCHE IPaHNLIE
pabama npBopotku (McCrindle 2014, 1). Ca npyre cTpane, COLHjaIHO-
TICUXOJIONIKA NIeUHUII]ja TeHepaluje Ou Ouia oHa kojy aajy lllrpayc
u Xay (Strauss and Howe npema McCrindle 2014, 2), na je ,,renepanuja,
Ka0 pa3BOjHA KaTEropHja, yCcJIOBJbEHA Ope)eHMM MPOTOKOM BpeMeHa
U MIPEACTaBJba TPYIY JbYAU KOja JeNH 3ajeJHHYKH TPEHYTaK U MECTO
y UCTOpHjHU, cTBapajyhn Ha Taj HAUMH HBUXOBY KOJEKTUBHY Ilepcony.
Crora Mekpuni (McCrindle 2014, 1) mpegHocT Aaje COLMOIOUIKUM
nepuHnnMjaMa reaepannje (ckpahyjyhu BpeMeHckr o0yXxBaT KOXOpTH
Ha 15 roguna), ,,ycnen yOp3aHOoT TEXHOJOIIKOT HAIIPETKA YOBEYAHCTBA U
nporeca riodanuzanmje, rae onpehenn norahaju, TpeH10BU U 0TKprha
NpeacTaBibajy MPEKPETHULY Pa3Boja, HE caMO ofpeleHe ApYyIITBEHE
rpyne Beh ynraBor doBeuancTa.” OH JeHHUILE TeHepaltjy Kao ,,[PyIy
Jby i1 pol)eHy y ICTOM BPEMEHCKOM pa3100Jby, Urja je cBecT 00NMKOBaHa
yTULajuMa KapaKTepPUCTHYHUM 32 Taj HEPUOJI BpPEMEHA U TO MO yTHLAjeM
UCTHX APYLITBEHUX YNHWIALA WM, jJeTHOCTaBHU]je, Kao ,,KOXOPTY Koja
JICJIH CTAPOCHM M JKHBOTHH Y3PACT, IPYIITBEHE U )KUBOTHE OKOJIHOCTH,
pa3Boj TexHoOOTHje, BaxkHe gorahaje u uckycrna” (2). Takohe, TBpau aa
je HaIll COLIMjaIHU UICHTUTET ofipeljeH ,,(open noja, MecTa CTaHOBamba 1
KYJITYp€ y K0jOj )KMBUMO) U H300pPOM KHUBOTHOT CTHJIA M KOH3YMaI1jOM
MeZuja, a 1a, 3ay3BpaT, KOJIEKTUBHO pa3MUILIbambe reHepannje 00IuKyje
NOTPOLIaYKe HABUKE M TIOHAIIAkhe BheHnX npunagnuka’ (235). beroso
CTaHOBUIITE je y CKJIaay ca MIHIIIXapTOBOM XMIIOTE30M COLIMjaIHu3aluje
(Inglehart 1971), na ca cMeHOM reHepanuja 10Ja3u UCTOBPEMEHO U JI0
CMEHE CHCTEMa BPEIHOCTH, HE CaMO y MOjeAMHAYHOM IPYLITBY, Beh n
rno6anHo. Ty mpemucy je yeojuo u Xoderen (Hofstede 2001), HaBonehu
Jla Cy pasjidKe y BpenHoctuMa Mel)y mpunaiHuiuMa ucTe ApKaBe Hiln
KYJIType [OCIeANLIa MaTy paluje, FeHepalije Kojoj ojeaAnHal npunaia
U TIeproA — epeKTa, KOju Mopa3yMeBa Ja je JOILIO 10 IPOMEHE CHCTeMa
BPEIHOCTH yCJIeA HArJIMX U HEOUEKMBAHUX OKOJHOCTH IOMYT paToBa,
OPUPOAHUX KaTacTpoda, HaHIeMHja, eKOHOMCKUX KpU3a, UT/.
Mexkpungi (McCrindle 2014) HaBoau 1a y akTyeJTHOM APYIITBEHOM
TPEHYTKY, Y CBETY HOCTOjU YUTAB CIEKTAp O[] YaK CelaM IeHepanuja
KOje ra’y OBOM MOMEHTY UMHE: OIl1 Hauuje, 6ejou-0ym renepanuja, Kao
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u reHepanuje X, Y (Munenujanun), Z (3enosn), Anda u bera (Builders
— 1946, Boomers 1946—1964, X 1965-1979, Y 1980—-1994, Z 1995-2009,
Alpha 2010-2024, Beta 2025-2039). O6pa3oBame, ;kuBOTHa (hunozoduja,
JOpPYLITBEHE HOPME, BPEHOCTH, )KMBOTHHU CTUJIOBHU M MOTPOILIAYKE HABUKE
THX TeHepanuja ce MelycoOHO Beoma pa3nukyjy. CTora je BaXxHO UMaTH Ha
yMY U OBY APYLITBEHY Pa3BOjHY KOMIIOHEHTY, OyyhH 1a CTAHOBHUIITBO
y 3eMJbaMa Koje ce cMaTpajy NpunajHuLIumMa ,,3anaiHe KyaType” pacte
JKUBOTHH CTaHJap/ CTAHOBHUIITBA, aJIH 1A CYIITUHCKH IPEACTABIbA]Y
Hanuje y ogymupamy. Mexkkpunmi (McCrindle 2014) kao npumep
HaBozu EBpory, y K0joj mocToju BeoMa BUCOK IaJl HaTalIUTeTa U opacT
MOpPTaJIUTETA, ITO ie HOMMHOBHO MMATH 32 MOCIEIUIY, C 003UPOM Ha
TO Ja je u3aesbeHa Ha yak 50 Mel)yHaponHO mpH3HATHX Ap)KaBa y OBOM
TPEHYTKY, BEIHMKE MPOMEHE Y IeMOorpad)cKoj CTPYKTYpU CTAHOBHHUIIITBA,
Ha MIPBOM MECTY IO MHTamy CTapoCTH, 00pa3oBama, TPXKUILITA paja,
aJM U BEPOMCIOBECTH, HAIIMOHAIIHE ITPUIIaJHOCTH, je3UKA.

Zeitgeist

Ha nnany apymTBeHUX OKOJHOCTH, Y TIOCIEAHHX HEKOIHKO
TOJIMHA CBEJIOIM CMO INI00ATHOT MOBpaTKa HAlHOHATM3Ma IIMPOM CBETa,
HACyTPOT BUIIE/ICIICHH]CKOM UMIIEpaTHBY To0ann3Ma. Harmonanuzam
naHac, MaHudecToBaH y GOPMH MOTPOMIAYKOT €THOICHTPU3MA, BHIIIE
HHjE MUTakE ONICTAHKa MAJINX 3eMajba U IbHX0BE EKOHOMCKE ay TOHOMH]E
U CaMOOJIP)KMBOCTHU U HE3aBUCHOCTH (MOCEOHO y 3eMibama Adpuke, rie
HAIlMOHAJTHO MUTAkE HUJE PEIICHO JI0 Kpaja, Oyyhu 1a popmaHo-TipaBHA
HE3aBHCHOCT KOjy Cy CTeKJie y HajeeheM Opojy HakoH Jlpyror cBeTCKOTr
para u 3axBasbyjyhu [lokpeTy HecBpcTaHUX, HUje JOHENIa OYCKHBAHY
€KOHOMCKY CJI000/Ty M YIIPaBJbambe CONICTBEHUM pecypcuma). [loTpommadku
€THOIIEHTPU3aM je OCTa0 M LICHTPAITHO [TUTAE YHYTPAILHE U CIIOJbAlIIHE
nonutuke CAJl u mporpaMa Koju Beh HEKOJIIMKO TOAMHA ITPOMOBHILE
akTtyesnnu npencequuk Jlonana Tpamn ,,Yuunumo CAJl BeIMKUM TOHOBO'
(Make America Great Again — MAGA), 3aCHOBaHOT Ha KPHUJIATHUIIN
KamIame Takohe pemyonukanckor npeaceannka CA/l, Ponanna Perana uz
1980. TIporpam nokpera MAGA je hokycupaH Ha MOIU3aHE CKOHOMCKHIX
cragaapaa u npocneputeta CAJl, Ha MpPBOM MECTy paJHUUYKE Kiace,
yMambUBambe eKOHOMCKUX U MOJUTHYKUX YTUIAja IPYTUX 3eMaJba, KaKo
Mo MUTamy YHyTpammwux npuinka y CAJl, Tako 1 Ha MiilaHy CBETCKe
MOJMTHYKE CIIEHE, Y3 HCTOBPEMEHO pefe(MHUCAE KAKO YHY TPAIIBIX
TPaJUIHOHAIHOT CXBaTamkba aMePUIKOT MYJITHUKYITYypajlnu3Ma, TaKo

H)
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W MPUCTYIIa TPeMa UMUTPALMOHO] MOTUTULH (HAPOUUTO Kajaa cy y
nuTamwy 3eMJbe LlenTpanne u JlatnHcke AMepHKke) 1 yMambeme yTUlaja
rnobanu3anyje (HapoOuMTO HEHOT €KOHOMCKOI acleKTa) U areHae
(Diversity, Equity, and Inclusion — DEI) 3acHOBaHe Ha BPeJHOCTUMA
NpUXBaTamba Pa3HOIMKOCTH, YKJbYUMBabha IUBEP3UTETA Y APYILITBO,
oMoryhaBame ApYIITBA ,,jeIHAKUX LIaHCK ¥ IIPABJE 3a CBE MOjeINHIIE
U IPYLITBEHE I'PyNe KOjU CE 0 HeUeMY pas3iiuKyjy Of MEJHCTpUMa, y
YeMy TOJl Ce Ta Pa3IMYUTOCT orienaia. Takole, eKOHOMCKa MUTaka U
MOHAIIAHk-e TIOTPOIIAYa MPEACTaBIbajy U jeAHO Ol LCHTPATHUX MUTAka
yHyTpalmke u crnojbHe nojautuke Hapogne penyonuke Kune, kpo3
cana Beh nenenujcky nnardopmy ,.Jenan nojac —jenan nyt” (One Belt
One Road Initiative), unju je u Penmyonuka CpOuja akTUBHU CYAHOHHUK
(Petrovi¢ 2018; Popovic i Stevi¢ 2018; Trailovi¢ 2020) u HUje TOrpenrHo
Pa3MUILLIbabE 0 KoM je ToKpeT MAGA 3ampaBo peakuuja Ha MHULK]jaTHBY
»JenaH nojac — jenan myt’, e ce, MOpeA MOJIUTUYKUX U EKOHOMCKUX
MHTEpeca, CBE BHILE Ka0 3HaYajHU YNHUOLH jaBJbajy U COLIMOJIOLIKU 1
MICUXOJIOMIKHU (DaKTOpH, MOMYT CTaBOBA, KOjU Y ceOH 00jeqnumbaBajy u
MOHAILIAjHY, ]I 1 EMOLIMOHAJIHY KOMIIOHEHTY ()Y HKIIHOHHCAHha CBAKOT
nojenvua. Y TepMHHUMA MMOTPOLIAYKOT €THOLEHTPU3MA TO 3HAUH
HE caMo AaBaTH MPEIHOCT IPHU KyHNOBHHHU JToMahuM Ipou3BOAHMA
U ojauaBamy aomalie mpuBpene Ha Taj HaYMH, Beh u cTaBoBe mpema
MPOU3BOMMA KOjH J10J1a3€ U3 APYTHX 3eMalba, ca KOjuMa HIIp. 3eMJba
NOTpOLIaYa UMa IyT UCTOPHUjaT pa3InYUTHX BPCTa KOH(IMKATA 1A U
patoBa y IpoLLIOCTH, TJe aPXETUIICKO, 1A YaK U CTEPEOTUITHO Buleme
Heke Hanuje (MojeAnHLa, 00InKa ApKaBHOT ypelhemwa, UTA.) AUPEKTHO
yTHUY€e Ha MEepLENLunjy U MOTSHIMjal 3a KYIOBUHY poOe Koja 1ojasu
u3 te 3eMsbe (Marinkovié¢ 2017; Pavlovi¢ and Savi¢ 2017; Zdravkovié,
Sapi¢ and Filipovié¢ 2020). Ca apyre cTpaHe, IPOM3BOAM KOjH J0/Ia3¢e
U3 Ap’KaBa ca KOjuMa He TOCTOjH TaKaB BUA UCTOPUjCKOT OJHOCA OUTH
TpeTHPaHE MU MTO3UTHBHO (YKOJIMKO Cy IPETXOHA UCKYCTBA 1BA HAPO/a
Ouiia mo3uTHBHA) UK nak HeyTpaiHo (Yagcei 2001). Cnnuan ogHOC
MOCTOjU M Kaja cy y nuTamwy onpehenn OpeHnoBu (poOHE MapKe) WK
npousBohaun. Tako Mexkkpunun (McCrindle 2014) HaBonu na cy ctapuje
reHepanyje, 3a pa3iuKy ol TeHepanuja ¥ u Z, CKIOHHU]e TpalulHOHAIN3MY,
NaTPUOTH3MY U KOH3EPBATHUBHOM MPHUCTYIY KYIOBHHH, OCamajyhu
ce MPBEHCTBEHO Ha KyNMOBUHY noMahux mpousBoga u octajyhu BepHu
OpeH0BUMa KPO3 JICIICHH]E.
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IIpo0JeM ucTpaxuBama

Takole, mopes cBera rope HaBeAEHOT, Tpeba UMATH Y BUIY U TO
Jla BOjHAa MHIYCTpHUja y 00JI1aCTH IPOU3BO/IEHE OPYIK]ja, YIIPKOC CTATHUM
paroBMMa KOjH c€ aKTUBHO BOJIC LIIMPOM CBETa, I'yOU PUMAT U Jia Cy CBE
AKTHBHUJH IPYyTH OOJIMI paTta, YMjH je OCHOBHH LIUJb OTICTAHAK KaIlUTaja
1 MOTyhHOCT akTHUBHE yHoTpeOe NPUBPEIHUX pecypca 3eMJbe Koja je
MeTa paToBa M CaHKI[H]ja, Kao U IpUI00Hjaha JJOKAJIHOT CTAHOBHHUIIITBA
1 BETOBHOT CTaBJbamba y ciyxk0y npogurta (Petrovi¢ 2021). Ekonomcka
0e30eIHOCT Mpe/icTaBJba jeaH O/ IIOJICUCTeMa HallMOHaIHe 0e30e1HOCTH
(Lazi¢ 2022). Ca npyre cTpaHe, IO3HABAKE PA3IMUYUTUX acleKkaTa
BPEIHOCTH HAllHje MOT'y OUTH OJ] BEJIMKOT 3Hauaja MPHJIKKOM Iporeca
JOHOLICHA PA3JIMUUTHUX CTPATCIIKUX JOKYMEHATA JAPKAaBC Yy CUCTEMY
onopane (Stojkovi¢ 2013), anu u 3aIlITUTE BUTATHUX HALIMOHAIHUX
MHTEpeca y MpoLecy MpUBaTU3alije CTPATCIIKUX CEKTOpa MOy T
CHCPIreTUKE, 3/IpaBCTBAa U MPOCBECTC, aJii U UACHTUTCTCKUX IMHUTalka
TMOITY T IIKOJICKUX YIOCHHKA U ME/[1ja ca HAI[MOHAJTHOM (DPEKBEHIIN]OM
(Purkovi¢ 2017). C 063upoM Ha To, HUje HEBa)KHO KaKaB je CTaB Halluje 1o
KTy MOTPOIIAYKOT ETHOLEHTPHU3MA, 8 HAPOUUTO Milaux reHeparuja,
Kao ¥ aKTUBHUX IPHUIIAJHUKA CEKTOpa 0€30€JHOCTH Pa3TUuIUTUX
npodecuja, ydja je mpuMapHa MHCHja o10paHa 3eMJbe O] CIIOJBHUX
HPETHH, KA0 1 04YBakhe YHYTPAIllhe CTAOMITHOCTH M 0O0paHe yCTaBHOT
nopetka. Ctora je mpeIMeT OBOI' pajia UCIIUTHBAKE MOTPOLIAYKOT
CTHOLUCHTPU3MA U )KUBOTHHUX CTUJIOBA NPUIIAJIHUKA CUCTEMA 0I[6paHe,
ca IMJbEM yo4yaBama €BEHTYaJHUX Pa3jMKa Y OJHOCY Ha I[UBUIIHY
nonynamujy, y ckianay ca cxsaramuMma Xasenke (Havelka 1995) na je
n300p 3aHUMakba MIOBE3aH Ca CUCTEMOM BPEIHOCTH UCITUTAaHUKA, C TUM
JIa je y aKTyeJIHOM UCTPakMBakby, BUIIIE HATJIACAaK HA KapujepH HEro Ha
camoM u30opy npodecuje, ajau U yTBphHUBambe EBEHTYaTHUX pa3JivKa 110
MUTaky COLMjaIHOEMOTrpadCKIX KapaKTEPUCTHUKA KOje CY MPETXOHA
UCTPaKUBambha Y CBETY JICTEKTOBAJIA, a KOja Ha HAIIIO] TIONYyJIAI[Uj! HUCY
JI0 OBOT TPEHYTKa UCTIUTHBaHA Ha 0Baj HaunH. C 003UpoM Ha pe3ynraTe
HPETXOIHUX UCTPAKUBAa, OYUCKHBAHO € JIa 0CTOje Pa3JIMKe y OHOCY Ha
T0J1, CTAPOCT, HUBO 00Pa30Batba M0 MUTaky MOTPOLIAYKOT €THOIICHTPHU3MA
1 BpCAHOBAaMka JKUBOTHUX CTUJIOBA UCIIMTAHHKA, aJIM U NPUINIAAHOCTH
cuctemy onopane. Takohe, xurnoresa koja he OUTH J10JaTHO UCTTTaHA
je ¥ IpeTIocTaBKa Jia BpeHOBamE Opel)eHor )KUBOTHOT CTHJIA, TOPE/L
couujaiHo/ieMorpadckux Bapujadiiu, MoKe OMTH 3Ha4ajaH IPEIUKTOP
HOTPOIIAYKOT STHOLICHTPH3MA Kao BH/Ia MOHAIIAkA MTOTPOIIAYa.
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METOJE

Omnuc y3opka: [1pu y3oproBamy je kopunrhen npuctyn [lapkepa
" CapalHUKa — BUPTYCIIHU CKCHOHGHHI/IjaJ'IHI/I HEAUCKPUMUHATUBHUA
rpyaBactu y3opak (Parker, Scott and Geddes 2019). On je noce6HO
MOTOJIaH 32 UCIIUTHUBAKE Pa3HHUX IpyIlia Koje Cy TEIIKO JOCTYITHE
UCTPaXMBAUYMMA U3 PA3IMYUTHX Pa3iiora, Kao IITO je Y OBOM CIIy4ajy
cuctem onopane. [lerasbaH npukas y3opka je nat y Tadenu 1.

Tabena 1. [Ipukas y3opka y oIHOCY Ha colLlijatHoieMorpadcke kapakeprcTHKe '

Ipunaonocm
cucmemy Ilon Tenepayuja
o0o0bpane

Cmenen
obpaszosarva

Y(1981- Z(1996
1996)  —2005)
79 101 80 100 52 128 43 137
56.1% 43.9% 44.4% 55.6%  28.9%  71.1% 23.9% 76.1%

U3zBop: Ob6pana aytopa

Ha He Mymku Xencku ulV VIiuVI

Bapujabne ncrpaxuBama:

1. HezaBucHe Bapujabie: mpuIaHOCT CUCTEMY oi0paHe (TpHIa HIK
WUTH IIMBWUIT), TIOJT (MYIIKH FJTK 'KEHCKH), CTAPOCT (TIPUTIaTHUK TeHEepaIije
Y unmm Z), obpazoBame (111 u IV crenen crpyune cnpeme unu VI u VII
CTeIIeH).

2. 3aBuCHe Bapujadiie: IOTPOIIAYKH CTHOLCHTPU3aM Je(hUHUCAH
CKOpOBMMa Ha CyOcKajiamMa TeHICHI[H]e Ka €THOIIEHTPU3MY 1 BPEAHOBAE
JeceT NOHYH)eHNX JKUBOTHHX CTHIIOBA.

HNucTpyMeHTH: Y HCTpaKUBawy Cy IPUMEHECHE JIBE CKaJle:

a) Ckauna xuBoTHuX ctuioBa (Popadi¢ 1995) ce cacroju on
oruca JieceT JKUBOTHUX cTruiioBa. O UCIIMTAaHUKA Ce TPAXHUIO Ja Ha
neTocteneHoj JIMkepToBoj CKalld MPOIICHE J1ajy OATOBOP Y KOjOj MEpHU
UM je BaXHO [a KMBEC OIMMMCAHUM HAYUHOM KMUBOTA, HITO MMPEACTABJba
MOAU(UKAIN]Y Y OJHOCY HA OPUTHHAIHU WHCTPYMEHT Y KOM C€
NOTEHIMpa npedepeHIrja )KUBOTHOT CTHIIA — KOJUM HAYMHOM )KHBOTA
OM UCTIUTAHMIIY XKeJeln Jia xuBe (1 — yommiTe ce He cliaxkeM Jio 5 —
MOTHYHO ce ciaxkeMm). Beha apurmeTnuka cpeiauHa ykasyje Ha Behy

! Vuemrhe y ucrpakupamy je Ouio 100poBOJbHO U aHOHHUMHO. CBH UCIIUTAHUIIU CY
00aBeIITeHN O CBPCH HCIIMTHBAbA M YHHCHULIN JIa MOTY OfI0UTH yuenrhe y HCTpaKHBamby
U J1a MOT'Y OIyCTaTH OJf [IOITy lhaBamba yIIUTHUKA Y OUII0 KOM TPpeHYTKY. cTpaxuBame
je crpoBeneHo on line, TOKOM aBrycTa u cenrtemopa 2024.
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BaKHOCT MEPEHOT XUBOTHOT cTuia. Ckanom je oOyxBaheHo aeceT
KUBOTHHUX CTHJIOBA (€0 MHCTPYMEHTA KOjH C€ OIHOCH Ha CTUJIOBE
JKMBOTA KOjU C€ UCIIMTAHUI[MMA HajBUIIIC U HajMAKE JIOMAJajy, Kao U
AKTYEJHU ’KUBOTHH CTHJI Cy H30CTaBJbEHH, 300T MOBEPJLUBOCTHU MOJATAKA
BE3aHUX 3a MPHUIIaJHUKE CUCTEMa oA0paHe).

0) [Ipony>xeHa ckana notpomadkor eTHoueHTpusma (Consumer
Ethnocentrism Extended Scale — CEESCALE) (Siamagka and Balabanis
2015) je MyJITHIAMMEH3MOHAJIHA M CACTOjU C€ OJ MeT CyIlcKala:
[Ipoconujannoct, KoruutusHoct, Hecurypnocr, PednexkcuBHocr,
HaBukaBame.

[Momanu cy oOpahenu y nporpamy SPSS 22, nomohy mepa
JECKPUIITUBHE CTAaTHCTUKE, t TECTa 32 HE3aBUCHE Y30PKE W JINHEapHe
perpecuje.

PE3YJITATHU

Y Tabenu 2 je nat nperiie]] JCCKPUNITUBHE CTATUCTHUKE 32 CYTICKaJe
CEESCALE. Cge cyrickalie cy Ioka3alie aiekBaTaH HUBO YHYTpalllibhe
konzucteHTHocTH (0.76—0.86). McnuTtaHuIM KOjU HUCY MPUTIATHHUIIHA
cucTema oi0paHe Cy MMaJii HajBHIIM CKOP Ha cyrickaiu [IpocorujanHocT,
JIOK Cy MPUIIATHUIY CUCTEMa OI0paHe HajBUIIIE CKOPOBE MOCTH3AJIN HA
cynckanu HaBukaBame. Tpeba HamoMeHyTH U Jla Cy CKOPOBH Ha CBUM
cybockanama CEESCALE 6wy Buiu Kox nuBuia. Mehytum, ctatucTniku
3HAUAjHUX pa3nuka Huje oumto. Takole, CTATUCTUYKY 3HAYAjHE Pa3JIUKe
HUCY PETHCTPOBAHE HU N0 MUTAbY M0J1a KaJia je Y MUTamby MOTPOIIAuKH
STHOLICHTPH3aM: MYIIKAPIH CY HajBHUIIIE CKOPOBE MOCTH3AJIH Ha CYTICKAIH
[IpoconujanHocTu a xeHe Ha cyrnckanu HaBukaBame. O0a mona cy
HajHIXE CKOPOBE UMAJIH Ha CyIcKaiu KOrHUTHBHOCT.

Ca nipyre cTpaHe, J00HMjEHO je J]a IOCTOje CTATUCTUYKY 3HAYajHE
pasnuke Ha cyockanama [Ipoconujanuoct (t =-2.753, df =177, p <.007)
u HaBukaBame (t =-2.452, df = 174, p <.015) xaja je y nuTamy CTapocT
ucnutanuka. [Ipunagaunum renepanuje ¥ (M = 3.99) cy noctuzanu Buiie
CKOPOBE Y OJIHOCY Ha MpHIafHuKe renepanuje Z (M = 3.63) Ha cynckanu
[poconujanuoctu. Takohe, npunaguunu reaepanuje ¥ (M = 3.91) cy
MOCTU3aJIM BHILE CKOPOBE y OJHOCY Ha MpHUNaJHuKe TeHepanuje Z (M

= 3.58) na cynckanu HaBukaBame.

Kana je y nutamy o0pa3zoBame, JOO0H]EHO je Jia TI0CTOje CTATUCTHYKU
3HavajHe pasyinke Ha cyockanama Hecuryphocr (t = -2.050, df =177, p <
.042) u Pednekcupnoct (t = -3.245, df = 178, p <.001). Ucniuranuiu ca
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HIKAM HHBOOM oOpa3oBama (M = 3.10) cy mocTu3aiau HUXKE CKOPOBE
y OJTHOCY Ha MCIUTAaHWKE ca BUIIMM HUBOOM oOpa3oBama (M = 3.40)
Ha cynckanu Hecuryprocru. Takole, ncnutanuum ca HIKMM HUBOOM
obpaszoBama (M = 3.13) cy mocTusanu HHXKE CKOPOBE y OIHOCY Ha
UCIMHUTAaHUKE ca BUILIUM HUBOOM oOpazoBama (M = 3.58) Ha cymnckanu
PedrnexcuBHOCTH.

TabGena 2. ApuTMmMeTndka CpeAWHAa W CTaHAApAa JeBHjalMja CyIcKaja
[TpomyxeHe ckaya MOTPOIIAYKOT €THOLEHTPH3MA

Tenepayuja  Tenepayuja G VIu Vil
TMpunaonux Lueun Mywixapyu Kene
Y z cmenen cmenen

M SD M SD M SD M SD M SD M SD M SD M SD

Cynckane

Ipoconmjamsoct ~ 3.60 .85 383 .77 376 .76 371 85 399 75 363 82 3.67 .81 375 .82
Korunuuja 311 9 319 100 315 .96 316 1.00 331 1.09 3.09 .93 305 104 319 .96
Hecuryproct 326 .72 338 .94 329 95 336 .77 349 91 326 .82 310 .78 340 .87
PedmexcnsroCT 342 88 356 .88 345 94 354 .83 3.69 103 342 80 313 99 362 .81

Hapuka 3.64 8 370 .81 359 87 374 81 391 .80 358 84 351 97 372 .80

U3Bop: Ob6paza ayropa

HcnocTaBuiio ce a je mpumagHocT cucTeMy o0paHe HajBa>KHUjU
(hakTOp MHAMBHAYATHUX Pa3jIMKa Ha IJaHy BPEIHOBAHkA KUBOTHUX
cruioBa. Haume, craTHCTHUKY 3HAaUajHE pas3yIuKe Cy 10OUjeHe 10 MUTamby
BpenHoBama CasHajHor (t = 2.554, df = 177, p < .011) u YrunurapHor
ctuia (t=2.612, df = 178, p < .010) u Opujenranuje Ha nomyaapHocT (t =
2.580, df =178, p <.000). [Ipunagauny cuctema ogOpaHe cy HOCTH3AIN
CTAQTUCTUYKHU 3Ha4ajHO HUKE CKOPOBE 10 MUTamy BaskHOcTH CaszHajHor (M

=3.70) u Yrunurapaor ctuia (M = 3.58) u OpujeHTanuje Ha MOmyIapHOCT
(M =2.47) y onHOCy Ha UUBHIIE, UYHju Cy cKopoBH Onin: Casznajuu (M =
4.06) u Yrunurtapuu et (M = 3.98) nu OpujeHTanuja Ha MomyJIapHOCT
(M = 3.15). Tpeba HarmOMEHYTH | TO Ja je 3a 00e Tpyne HCIUTaHUKa
HajBaKHUJU KUBOTHU CTHJI I [OpOIUYHO-CEHTUMEHTAJIHY, aJlu J1a je 3a
NpUIAJHUKE CHCTEMa HajMame BajkaH >KUBOTHU cTui OpujeHTanuja
Ha MOMYJIAPHOCT, JOK je 3a LHUBHJIC HajMamhe Ba)kaH )KMBOTHU CTHII
OpujeHTanuja Ha Moh.

o nuTamy nona, mokasajo ce Aa 0CToje CTAaTUCTUYKH 3HaYajHe
pasziuke y Baxknoctu Opujenranuje Ha Moh (t = 2.557, df = 178, p <.011).
Mymkapuu (M = 3.32) Buie o xxena (M = 2.90) BpeqHyjy OBaj )KUBOTHU
ctui. Takohe, 3a 00e rpyIie nCIUTaHWKA HAajBAXKHU]HU >KUBOTHH CTHII je
[lopoapnyHO-CEHTUMEHTATHH, aJIH Ja je 3a MyIIKapLe HajMamke BaskaH
JKUBOTHU T OpHjeHTantja Ha OMYJIapHOCT, JIOK j€ 3a )KeHE HajMarbe
BakaH >kuBOTHHU cTril OpujeHTtanuja Ha moh. Ilo nuramy crapocty,
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MOKa3aJ0 ce Jja TOCTOje CTAaTUCTUYKU 3HaYajHEe Pa3IUKe y BaXKHOCTH
YrunurtapHor ctuna (t = -2.277, df = 178, p < .024). [Ipunagaunu
renepanuje Y (M = 4.08) Bumie ox npumnajaauka reaepamnuje Z (M =
3.69) BpenHyjy oBaj ®KUBOTHU cThll. Takolhe, 3a 00e rpyne ucnuTaHuka
HajBayKHUjH )KUBOTHH cTUI je [lopoguuHO-CEeHTUMEHTATHH, 2 HAjMarbe
Ba)KaH >KMBOTHHU cTui je OpujeHTanuja Ha nonyaapHocT. Kana je y
nuTamy 00pa3oBame, MoKa3aao ce J1a M0CTOje CTATUCTHYKH 3HavyajHe
pasnuke y BaxxHoctu [loponnuHo-ceHTMeHTaHOT ctria (t = -3.020,
df = 178, p < .003). Ucnutanunu ca HIKMM HUBOOM oOpa3oBama (M
= 4.09) Mmame BpenHyjy 0Baj )KMBOTHHU CTHJI Y OIHOCY Ha UCIIUTAHUKE
ca BHIIIUM HUBOOM oOpa3oBama (M = 4.50), nako je 3a obe rpyre
UCMUTAaHUKA OBaj )KMBOTHH CTHJI OLIEH-EH Kao HajBaxHHjU. Takohe, 00e
rpyme ucnuranvka cy OpHjeHTanujy Ha IOMyJIapHOCT OLIEHUIIE Kao
HajMambe BayKaH )KUBOTHH CTHIL

Tabena 3. ApuTMeTHYKa CpEeIMHA U CTaHJapIHA JCBUjallija BpeIHOBAamba
BA>XHOCTH KMBOTHUX CTHJIOBA

Tpunaonux Tenepayuja  Tenepayuja mulv VIu VI
Hueun Mywrapyu IKene
JKusommuu cmun Y z cmenen cmenen

M SD M SD M SD M SD M SD M SD M SD M SD

Tlopomno-
CEHTHMEHTATHH 451 .73 432 81 431 .89 447 67 435 97 442 .69 409 106 450 .64

crun

ANTpyHCTHYKA
. . 390 94 413 87 405 .79 401 99 394 107 406 83 405 1.02 402 87
opujeHTauuja

Cazuajuu cTun 370 .98 4.06 .87 3.89 93 392 94 3.90 1.03  3.90 .89 376 98 395 .92
VrunuTapau et 358 1.07 398 97 391 1.06 372 1.00 4.08 1.06  3.69 1.00 386 1.19 379 98
Opujentanmja Ha

247 116 315 119 277 130 291 115 281 1.31 287 .19 3.09 129 277 119
TIOMyTapHOCT
Eroncrnuxa

401 .99 399 94 4.14 88 389  1.01 411 81 3.95 1.02 379 112 406 .90

opHjenTauuja

Ipomerejckn
390 .84 405 1.04 409 89 390 1.01 404 99 39 .95 395 100 399 .95
AKTHBH3aM

XesoHucTHYIKA

. . 3.61 1.17 389 .87 3.82 95 372 1.07  3.69 98 3.80 1.04 374 1.07 377 1.00
opujeHTalmja
Pemirujcko-
TpaAULIHOHATHH 421 .78 4.11 .90 4.15 90 4.16 .81 4.10 99 4.18 79 4.00 1.09 420 .76
cTun
Opujentauuja

) ; 315 1.06 304 117 332 113 290 1.09 329 1.05 3.01 115 323 1.15 3.04 112

Ha Moh

W3zBop: Obpana ayTopa

Kanma je y muTamy TpeauKkIyja MojeIUHAYHUX aclieKkaTa
HOTPOIIAYKOT €THOIIEHTPU3MA, UCTIOCTABHUIIO CE 1A CY, Y PA3IIHYNTO] MEPH,
BaKHU MPEANKTOPH U COMHjaTHOAEMOT pad)cke BapHjabiie M BpeIHOBamba
BXHOCTH XKUBOTHUX cTujoBa (Tabema 4). [IpocomujamHocT je 6mra
CyTICKaJa 9hjH je ckop Omo Moryhe y Hajpehoj MepH MpeaBUICTH Ha OCHOBY
N03HABAaha BPEIHOBAA BAKHOCTH UCITUTaHUKA [IpoMeTejcKor akTHBH3MA
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u crapoctu. llpunagnuum resepanuje Z Koju Cy BHILE BPEIHOBAJIH
[IpomeTejckn akTUBH3aM Cy y Hajsehoj Mepu MManu TeHICHIHU]Y Ka
MPOCOIMjaJTHOM aCIIeKTy MOTPOILIAYKOr eTHOUeHTpu3Ma. Ckop Ha
CYIICKaJIi KOTHULIKje je Oniio Moryhe mpeaBuaeTH UCKJbYYMBO HA OCHOBY
No3HaBama BpenHoBamwa [[pomeTejckor akTuBu3Ma: Beha BaXKHOCT OBOT
CTHJIa je ayTOMAaTCKH ByKJIa 32 COOOM M BUILIM HUBO KOTHUTHUBHOT aCTIEKTa
HOTpOLIaYKor eTHoeHTpu3Ma. Ckop Ha cynckanu HecurypHaocti je 6uio
Mmoryhe npensuaeT nomohy Ba)KHOCTH KUBOTHHUX CTUJIOBA HCIIUTAHUKA
(OpujenTauuje Ha momysaapHocT U [IpoMeTejcKor akTHBU3Ma) K Ha OCHOBY
MO3HABaka BUXOBUX COLMjaliHOAEMOrpadcKkux oberexja (CTapocTu u
o0pazoBama). CTENeH HECUTyPHOCTH KO/ ICIIUTAHUKA je OUO YCIIOBJbEH
y Hajehoj mepu Baxknouthy Ilpomerejckor aktuBusma. [lpunagnnnn
reHepanuje Y ca BUILIHUM CTEIEHOM CTPYYHE CIpEeMe KOjH Cy BHUILE
BpeaHoBaiau OpujeHTalujy Ha onyiapHocT 1 [IpoMeTejckn akTHBU3aM
Cy MOCTH3aJH BHUIIE pe3yliTaTe Ha CyInckanu acnekta Hecuryphocru
NoTpoIavKor eTHoueHTpu3Ma. Cxop Ha cynckanu PednekcuBHocTr
je omino Moryhe mpeaBuaeTH OMONY BaKHOCTH KUBOTHHX CTHIIOBA
ucnutanuka (Iloponnunu xuBoTHH cTUI U IIpoMeTejckn akKTUBH3aM)
Y Ha OCHOBY IT03HaBamba BbUXOBUX COLMjaIHOAeMOrpadckux odemnesxja
(crapocTu 1 00pa3oBama). CreneH pedIeKCHBHOCTH KO HICIUTAHUKA j&
Ouo ycnoBsbeH y Hajehoj mepu BaxkHouthy [Ipomerejckor akTHBU3MA.
[punagnunm reHepanyje ¥ ca BUIIMM CTETICHOM CTPYYHE CIIPEMe KOjH Cy
BuwIe BpenHosaiu [loponuunu xuBoTHH cTHI 1 [[poMeTejcKr akTHBH3aM
Cy MOCTH3aJIM BHIIE pe3yJiTaTe Ha CyIicKanu acniekta PednexcuBroctn
noTpolavykor eTHoueHTpusMa. Ckop Ha cyrckainu HaBukaBame je
6uno moryhe y Behoj Mmepu npeaBuAeTH TOMONY BaKHOCTH KUBOTHHX
ctunoBa ucnutanuka (Ilopognunu xuBoTHU cTUa U [Ipomerejcku
aktuBu3aM, OpujeHTanuja Ha OMYJIapHOCT U Ha MON) HETO Ha OCHOBY
MO3HABaka BUXOBE cTapocTH. CTENeH acleKTa HaBUKe MOTPOIIAYKOT
€THOLIEHTPU3Ma KOJ UCIHTaHUKa je OMo ycloBJbeH y HajBehoj mepu
BaxxHowhy [loponnuHor sxuBoTHOT ctuia. [lpunagauum renepanuje Y
KOju cy BuIIe BpeaHoBanu [lopognunu xuBOTHH cTu, [IpomeTejcku
akTuBK3aM 1 OpHjeHTannjy Ha OMyIapHOCT U HUCY BUCOKO BPEIHOBAJIN
OpujeHTanujy Ha MOh Cy MOCTH3a M BUILE PE3yNTaTe Ha CyICKaln
acriekta HaBukaBame MOTPOLIAYKOT €THOLECHTPU3MA.
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Tabena 4. Ilpemuxropn pesynrara Ha cyOckamama IIpomyxene ckane
MOTPOIIAYKOT €THOLIEHTPU3MA

R R2 Adjll;ited F p Partial p

IIpocornujanHocT
Tenepauijcia 605 366 311 6715 .000 245 002
OpUIaaHoCT
IIpomerejcku 380 .000
aKTHBU3aM

Kornurusnoct
Hpomerejert 427 182 113 2615 002  .199 010
AaKTHBHU3aM

Hecuryproct
Tenepanujcra 519 270 207 4300 .000 .179  .022
HIPUIAaTHOCT
Oo6pazoBame 182019
OpujeHTanyja Ha 219 .005
IOI1yJapHOCT
Hpomerejcku 294 .000
AaKTHBU3aM

PednexcuBHOCT
Tenepanujcia 537 288 227 4724 000 .198 .01l
NpUunagHoCcT
O6pasoBame 231 003
ITopoanuno-
CEHTUMEHTAJIHU 253 .001
KHUBOTHH CTHJT
IIpomertejcku 264 .001
AKTHBHU3aM

HaBuxaBame
Tencpanujcra 534 285 222 4553 000 252 .001
MIPUIIAJHOCT
Iopoauyno-
CCHTHUMCHTAJIHU 274 000
JKUBOTHHU CTHUII
Opujenranuja Ha 222 .000
HOITYJIaPHOCT
Hpomerejcku 170 .031
aKTHBU3aM
Opwujenranuja -.180  .022
Ha Moh

N3Bop: Obpana ayropa
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JTUCKYCHJA

HajBumie Bpennoctu Ha cynckanu [IpocorujanrHocT Ha YKYTTHOM
y30pKY yKa3yjy Ha To ja je (Oynyhu aa ce ckaja npBU IyT NPUMEHY]e
KOJI HAC) MPUCYTaH BUCOK HUBO MATPHOTH3MA M €THOLICHTPU3MA, KOjJU
HHje HACTA0 Ha OCHOBY IPETXOJHO KOTHUTHBHO (POPMUPAHHX IIIEMa U J1a
1300p MpY KYNOBUHHM HUje oapel)eH NCKIbYYMBO 3eMIbOM Mopeka, Oyayhu
Jla Cy MMaJIi HajHUKe CKopoBe Ha cyrickanu Koruutusaoct. byayhu na
HUCY JI00MjeHe CTaTUCTUYKH 3HaYajHe pa3iuke Mel)y HCTTUTaHUIMA T10
HHUTakby OPUIATHOCTH CUCTEMY 0JI0paHe 0Baj Hajla3 MOKEMO TPETHPATH
y KOHTEKCTY OIMIITET MaTPHOTHU3Ma UCIIUTAHUKA, & HE Y KOHTEKCTY
3arocickha y CUCTEMY OJ0paHe: pajl y CUCTEMY oj0paHe MOKe OUTH
YCIIOBJbCH U JPYTUM (PaKTOpHUMa, a HE UCKJBYUHUBO MATPUOTH3IMOM
(Nikoli¢ 2024). OncycTBO CTaATUCTUYKY 3HAYAJHUX PA3JIUKA Y OJHOCY
Ha 11071, KaJia je y MUTaby MOTPOLIaYKH €THOLCHTPH3AaM, je Y CKJIaIy ca
pe3yaTaruma Koje cy 1oouiiu Heku uctpakubaun (Becic¢ 2016; de Ruyter,
van Birgelen, and Wetzels 1998) anu Huje y ckliany ca uCTpakuBambMa
KOja IIPpUjaBJbyjy BUIIM HUBO TOTPOIIAYKOT ETHOLEHTPU3MA KOJI KEeHa
(Erdogan and Uzkurt 2010; Jiménez-Guerrero, Pérez-Mesa, and Galdeano-
Gomez 2020; Othman, Ong, and Wong 2008; Siamagka and Balabanis
2015; Szromnik and Wolanin-Jarosz 2013) ok npyra npujaBibyjy BHILA
HUBO MOTPOIIAYKOT €THOIIEHTpHU3Ma Ko myiikapana (Habibur Rahman,
Morshed, and Takdir Hossan 2011; Szromnik and Wolanin-Jarosz 2013).

[Mpunaauuim renepanuje Y cy mocTu3aliy BUIIE CKOPOBE Y OJHOCY
Ha IIpUIaIHUKe TeHepaije Z Ha cynckanu [IpoconujanHoct u HaBuke,
HITO je CACBUM Y CKJIa/ly ca pa3BojeM JIMYHOCTH, Oyayhu fa y crapujem
00y pacTe anTpyu3aM U OKPEHYTOCT Ka 3ajeHUIIM U capajiiba, ajlu
W YMCHHIIM J]a Cy T€ TeHepaluje Ouie Mame MyHAUjaTUCTUIKE U
rI100aJIMCTUYKK OPUjEHTUCAHE, YCIIe ] paciajia JyrociaBuje u nopacra
HAIMOHAJIHE CBECTH, aJTH U HEJJOCTYITHOCTH AUTUTAIHUX TEXHOJIOTHja
3aCHOBaHMX Ha yNOTpeOW MHTEepHETa y HajpaHujeM 1100y. Takohe u
CTpaHa MCTPaKMBamba yKa3yjy Ha TO Jla €eTHOLCHTPU3AaM pacTe ca
crapourhy (Szromnik and Wolanin-Jarosz 2013; Hsu and Nien 2008;
Jiménez-Guerrero, Pérez-Mesa, and Galdeano-Gomez 2020; Siamagka
and Balabanis 2015; Szromnik and Wolanin-Jarosz 2013; Tragos 1998).

Pesynrtar 1a Cy MCIIUTAaHHUIIM Ca HI)KUM HUBOOM 00pa3oBama Cy
HOCTH3aJIU HIKE CKOPOBE Y OJTHOCY Ha MCIIMTAaHMKE Ca BUIIUM HHBOOM
oOpasoBama Ha cyrickanu HecurypHocTu u PeduiekcuBHOCTH je y ckiiany
ca pesyaraTuma apyrux ucrpaxkupada (Beci¢ 2016; Habibur Rahman,
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Morshed, and Takdir Hossan 2011; Szromnik and Wolanin-Jarosz 2013)
MAaKo M0CTOje M HCTPAXKHMBaba KOja JOKa3yjy CyHIpOTHO: /12 je BULIH HUBO
00pa3oBama MoBE3aH ca HIYKUM HUBOOM MOTPOLIAYKOT €THOLEHTPH3MA
(de Ruyter, van Birgelen, and Wetzels 1998; Hsu and Nien 2008; Jiménez-
Guerrero, Pérez-Mesa, and Galdeano-Gomez 2020; Shankarmahesh 2006;
Siamagka and Balabanis 2015). PesynTtar 1oOujeH y 0BOM HCTpakKUBaby
ce MOXKe 00jaCHUTH YN-CHHUIIOM J1a Cy HI)Ke0Opa30BaHU Mambe CBECHH,
Oa ycren HepocTaTka o0pa3oBarma 1 eayKalije, 3Hauaja Koju KyIOBHHA
noMahux npou3Boaa MoXKe UMaTH Ha oBehambe BUXOBUX aJIH U IPKAaBHUX
IPUX0/1a, KPO3 KalIUTAaJ KOjH Y BUy HaOaBKe pernpomarepujaia, pajaHe
cHare, myTapyHa, TPOILIKOBA KMUBOTA, TAKCH U MOpe3a KOju OCTajy
yHyTap rpanuua CpOuje, yMecTo Aa ce yBO3M FOTOB IIPOMU3BOJ U Ha
Taj HAYMH IPUXOAYjy Apyre aApxkase. CTora ce YMHM Ja KaMIame 3a
KynoBuHy nomahux mpoussona y Penyonunum CpOuju y mpeTXxogHoM
Nepuoay HUCY OHJie TOBOJBHO JOOPO KpeupaHe Jia Ty MOPYKY YUHHE
JaCHHUjOM HHIKeOOpa30BaHMM CErMEHTHMa CTaHOBHHMIITBA.” Ha 3Hauaj

2V Cpbuju je BUllIe rOAMHA MTOCTOjasla KaMnama ,,KynyjMmo gomahe — 00HOBUMO
Cpbujy”, 2004-2010 (Vlada Republike Srbije [VRS] 2004; Kankaras Trklja 2017).
Hbenn cTBapHE edexTH, ynpkoc 100poj HaMmepu ¢y u3ocTaiu, Oynyhu aa je ona Ouia
NPBEHCTBEHO MH(POPMATHBHOT U MPOMOTUBHOT Kapakrepa. MehyTum, ¢ 003upom Ha
TO J1a 3aKOH O TProOBUHH OHeMoryhasa rpaBHa pelerma Koja 61 omoryhunia 1upekTHo
Mellame y CI000IHY TPrOBHHY — CBU TProBIM ¥ poba MOpajy HMaTH jeHaK TPETMaH,
JIp>KaBa He MOXKE Ja IUPEKTHO HapeiH, CyTepHIle U IMOACTHYE KyNOBUHY CPICKUX
npousBoaa (Marinkovi¢ 2015). C npyre ctane, Behu 6poj yapykema Ay i HA3 TOIUHA
MOKYIIaBa Ja KPO3 pa3Iu4nuTe OOJTHKEe KaMIama U MIHPEHE CBECTH O 3HAYajy OBOT
npobieMa, ykaxe rpaaniumMa Ha peTHOCTH KynoBrHe foMahux nmpoussona. MehyTum,
OBE KaMIlame ocTajy 6e3 Beher on3uBa u edekara (caudna cutyaiuja je u' y CeBepHoj
Maxenonuju, bocau u Xepuerosuuu u LipHoj ['opwn), 3a pasnuky ox Xparcke, koja
ce OJUTydMIIa 3a JYTOPOUHY CTPATETrHjy y OKBHPY JAeI0OBama XpBaTCKE TOCIOAApPCKe
KOMOpe, TOKpeHYBIIH jour 1997. kamnamy ,,KymyjMo XpBaTcKo”, HOApKaHY O3HAKaMa
KBajuTeTa ,,JI3BopHO XpBaTcko” u ,,XpBarcka kBanutera’ (Hrvatska gospodarska
komora. n.d.). EdexTu cipoBeneHe cTpareruje cy ce MaHH(ECTOBaIN Ha 1y TOPOTHOM
IUTaHy, y TeHepalujckoM cMuciy, oyayhu aa npunaguunu renepauuje Zy 95.7%
KaJia roj je IpUOJIMIKHA IIeHa IIPONU3BO/Ia Y MUTakby, OJUTY4yjy Ha KYyIIOBHHY JoMahux
npousBoza (dax 71.96% kymana JoHOCH OJUTYKY O KYHOBHHH IIPOHU3BO/Ia Y HA OCHOBY
oBa JiBa mapameTpa) Oyayhn na To 3Ha4M Aa je gak u 10 95% npuxona, Ha pa3IuIUTe
HauMHe, 0CTaNo0 y 3eMJbH opekia npoussoaa (Kankaras Trklja 2023). Takobe, 94.8%
XPBAaTCKUX KyIlala reHepanuje Z ce BoJe UiejaMa eKOHOMCKOT NMaTPHOTHU3MA U
HOTPOIIAYKOT ETHOLIEHTPHU3MA j€ CKJIOHO J1a TPEHopy M KyoBUHY foMahux mpoussoaa
ponOMHHM, IPHjTEJbUMA U IIO3HAHUIMIMA, IIITO je y CKJIa/y ca OCTaBKOM I'eHePaIHjCKIX
paziuka MexkKpunpta o ToMe 1a mpUIaJHUKe reHepanuje Z OINKY]je HOBHIICH HIBO
npymrBeHor aktuBu3ma (Hrvatski radio—Radio Zadar 2024). Tpeba HanmoMeHyTH 1 J1a
je IlpuBpenna komopa Cpouje 2020. moxpenyna npojekat ,,CtBapano y Cpouju” u ®ur
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elyKalnje NoTpoIIaya O COLHMjaIHO-eKOHOMCKHMX MPUIIMKaMa y CBETY
Y 3eMJbU U M300py y KYIIOBUHU YKa3yjy v ApyTH ayTopH (Szromnik
and Wolanin-Jarosz 2013).

Kana je y nuTamy nporeHa BaXXHOCTH )KMBOTHUX CTHUJIOBA, 00€
reHepaumje ¢y, Kao HajBaXXHHUjU KUBOTHH CTHJI oneHuie [lopoguano-
CEeHTHMEHTAIIHH, a Kao HajMame BakaH OpHjeHTalnjy Ha OMyJapHOCT,
mTo je u3HeHahyjyhe y epu qpymTBeHUX Mpexa, TAE je TeKe OCTaTh
AHOHUMaH, Hero nocraTu ciasad. Ca npyre crpaHe, reHepanuje Y u Z
Cy y cTanujymy Kaja BehnHa mux uMa GopMupaHy cBOjy MpUMapHy
nopoauny. [Ipunagnunm renepanuje Y Buile o NpunagHuKa reHeparnmje
Z BpenHyjy YTUINTapHH *KUBOTHH CTHJI, IITO 3HAYH JIa Cy BUILE yCMEPEHH
Ha 00e30ehuBame MaTepujaTHe CHTYPHOCTH 3a cebe u mopoauiy. Mcra
CHUTYyalllja je U KaJia je y uTamwy rnopeherme y 0HOCY Ha CTEIIeH CTPyUuHe
cinpeme. Mnak, HICOUTAaHUIIM ca HUKUM HUBOOM 00pa3oBarmba Mambe
Bpeanyjy lloponnuHo-ceHTUMEHTaIHN KUBOTHU CTHIL, IITO 3HAYH J1a
Cy IOpOIMYHE BPEJHOCTH ITOBE3aHE Ca HUBOOM 00pa3oBama U IIUPUM
CTENEHOM CBECTH O JIPYIITBEHO] OIroBOpPHOCTH. Mako je 3a 00a mona
HajBKHUJHU )KUBOTHHU CcTHI 1[0pOAMYHO-CEHTUMEHTAIHU, MY IIKapIH
BUILIE O] )keHa BpenHyjy OpujeHTanujy Ha Moh, IITO je y CKJIaAy ca joul
YBEK IPUIMYHO KOH3EPBATHBHUM CXBAaTABHMa IPUCYTHUM Y CPIICKO]
KYJITYPH IO IUTay POAHUX YJIOra, alld U IOCJIOBA KOjU Cy TeHEPaTHO
NPUXBATIBUBH 32 J)KEHY U IEHE YJIOTY Y OAN3amby HOPOIHUILIE.

[punagHocT cucTeMy onOpaHe ce MoKa3ao Kao HajBaxKHUjU (HaKTop
MHAMBUAYATHUX Pa3jivKa Ha [JIaHy BPeJHOBamba )KUBOTHUX CTUJIOBA,
LITO TOBOPH Y MPHJIOT XaBEJIKMHHUX T€3a JIa Cy BPEIHOCTHU U 3aHUMabha
Mel)ycoOHO MoBe3aHM U /12 je BUXOB Me)yCOOHM OJHOC JBOCMEPAH H
y3ajaMaH: BpeJHOCTH TOjeANHIIA YTHYY Ha H300p 3aHUMamba, a IPHITaJHOCT
oznpeheHoj mpodecuju (Kpo3 paJHO UCKYCTBO U MTPOTOK BPEMEHA) TIOBPATHO
yTH4Ye Ha MOAU(UKALU]y CHCTeMa BPEIHOCTH MOjeMHIIA, ITO UX,
YIPKOC IPETHOCTABIH O IbMXOBOj PEIaTUBHO] BPEMEHCKO] CTAOMITHOCTH,
YMHH KOHTEKCTYaJHO 3aBUCHUM, 110 TUTAby IPUOPUTETA, UHTCH3UTETA,
MaHHu]ecTanuje y MoHallamy, [1a YaK U M0jaBe HOBUX BPEAHOCTH KOJ
nojenuHa (Havelka 1995). ¥V cBom ucrpaxuBamy Xasenka (Havelka
1995) je mobuo Aa cy TMYHO ycaBpIIABAE, PEITUTHOZHOCT U MEIUjCKa
MOMYJIAPHOCT OMJIM, y CBUM NPOyYaBaHUM KOHTEKCTHUMA, HajMarhe
Ba)KHE BPEIHOCTH, IITO je y CKJIANy ca pe3yiTaruma J0OHjeHHM Ha

~dyBapkyha” (Vecernje novosti 2025), anu 1a HeMa er3akTHHX IoJjaTaka peJIeBaHTHUX
MHCTUTYIIHjA O TOME Jia JIH je U Y KOM CMepy JOIILIO IO IPOMEHA y ITOTPOIIaYKHM
HaBHKaMa cTaHOBHHIITBa Cpowuje.
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y30pKy IIpHIIaJHUKa cucTeMa ofg0pane. Haume, mpunannunm cuctema
onOpaHe cy Mame BperHoBaau Ca3HajHU U YTHUIIMTAPHU KUBOTHHU CTHII
n OpHjeHTanujy Ha MOMyJNIapHOCT, IITO AUPEKTHO MOKEMO TPETUPATH
Kao0 MOCJIEANILY BbUXOBOI MECTa 3arociema, Oyayhu na ce y cuctemy
onbpane nanexko Behu 3Havaj mpuaaje NpaBUIMMa U HOpMaMa, ajiu U
KOH3EpBAaTUBHOCTH, ILITO YHHHU TPAHCPOPMALU]y CHUCTEMA BPEAHOCTH
Marbe MOAJI0KHOM [TPOMEHaMa YHYTap OBOT CUCTEMa, 10K C€ MabH 3Ha4aj
npuaaje CTULamy 3Hama, noceOHo ommTer. Takole, mocao ynocieHuka
cucTeMa o10paHe TEIIKO J1a Ce MOXKE CMaTpaTH BUCOKONPOoduTabuinHoM
npogecujoM Koja Moke 00e30eUTH JTyKCy3 U OOrarcTBo, LITO CY
OCHOBHE TEXKHb€ I0jeINHALA KOJU BPEIHY]y YTUIUTAPHHU )KUBOTHHU CTHIL.
HUcto tako, y cucreMy og0paHe MomyiapHOCT, y CMUCIY ,,COMUpama’” y
JABHUM HacTyNUMa 1 HCTULakha CONICTBEHE IMYHOCTH HUjE HEIITO IITO
ce cMaTpa BHCOKO ITOYKeJbHUM, Beh ce jaBjba TeHACHIIM]a HarlallaBamba
yIPOCEYEHOCTH, Ka0 MEpHJIa TPYITHE KOXE3UBHOCTH U jeANHCTBA CUCTEMA
onopane (Kosti¢ 2000).

[Ipunagnuny resepanyje Z Koju cy Bulle BpenHoBanu [Ipomerejcku
aKTHBH3aM Cy Yy HajBeho] Mepu HMai TEHACHIHU]Y Ka MIPOCOLHjaTHOM
ACIIeKTy MOTPOIIAYKOT €THOLCHTPU3MA, Y CMUCITY J1a Cy OWJIN CIPEMHUjU
Jla CBOj JIMYHU APYIITBEHU aKTUBHU3aM CTaBe y (GYHKIHU]y EKOHOMCKU
MCKa3aHOT aTPUOTU3MA, IITO UX YMHHU ¥ CIIPEMHHUJUM Ja C€ aHTaXyjy Ha
KOHKpETHOM I1aHy. KorHuTHBHA AMMEH3Hja €THOLGHTPHU3MA Ce Takohe
MorJia IpeABUAETH Ha OCHOBY IIpoMeTejcKor akTHBU3Ma: HCITUTAaHUIIH
KOjU Cy CKJIOHH pa3HUM OONHMIMMa IPYLITBEHOT aKTUBU3Ma Cy OMIH
COpEeMHUjH Ja ,,KyIyjy somahe”, 0MHOCHO Jia BpeIHYjy IPOU3BOJ U A2
ra KyImyjy y OHOCY Ha 3eMJby [TOPEKJIa, ITO Kao OuTaH GpaxTop HaBoxe
u apyra uctpaxuBama (Balabanis and Diamantopoulos 2004; Good
and Huddleston 1995; Shankarmahesh 2006; Vida and Damjan 2000).

[lpunaguuuy renepanuje ¥ ca BULIMM CTETIEHOM CTPYYHE CIIpEMe
KOj1 Cy BH1LIe BpequoBanu OpujeHTanujy Ha nomyiapHocT 1 [Ipomerejcku
AKTHBHU3aM Cy MOCTH3aJld BUIIE pe3yJiTaTe Ha CyICKalu acleKTa
HecurypHocTn noTpoImadkor eTHOLEHTPU3MA, IITO 3HAUM Aa Cy OUITN
CIPEMHUjH J]a C€ aKTUBHO JINYHO U JPYLITBEHO aHTaXYjy KYIIOBUHOM
noMahux Mpou3BOAA M KOPUCTE CEKTOPa ycayra OHOT MOMEHTa Kajia Ou
NEePLUNHPAIH [1a je EKOHOMCKA CTAaOMIIHOCT 3eMJbe Ha OMJIO KOjJU HAYMH
yIpokeHa, ocTBapyjyhu cekyHaapHy Oenedut TuMe mTo OM Kpo3 TO
AKTHBHO JICJIOBA-€ OCTBAPUIIM YIJIe U YTULA] Y APYIITBY U OHJIM, HA
Taj HA4YMH, jOII BUILE COLIMjalHO IpuxBaheHu.
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[Ipunagaum renepanuje Y ca BUIIUM CTETIEHOM CTPYYHE CIIpeMe
KOjH Cy BulIe BpeaHoBaiu [lopoqnuHo-ceHTHMEHTaTH )KUBOTHH CTUIT
u [IpomeTejcku akTUBH3aM Cy ITOCTH3aJIM BHUILE PE3YITAaTe HA CYTICKATIH
acriekta PerekcnBHOCTH MOTPOIIAYKOT €THOLEHTPHU3MA, IITO 3HAYU
na je opMupame IOpoarLe U CIPEMHOCT 3a IPYIITBEHU aHTa)KMaH
PEaKTUBUPAJIO HUXOBE MOTPOIIAYKE HABHKE, KOje cy Beh GpopMmupane
y IETHILCTBY, a OMJIe Cy 3aCHOBAHE HA MOTPOIIAYKOM €THOLEHTPU3MY.
[Ipunagauum reHepanyje ¥ Kao Aa OBUM IyTEM XKeJle 1a PeBUTAIN3Y]Y
HEKe O]l BPeIHOCTH MIPUCYTHUX Y BBUXOBOM OJlpacTamby, HajBepOBAaTHH]E
y opmu BepHOCTH OipeheHrM OpeHA0BUMA, Y]y BajbaHOCT U JIMYHY
BPEIHOCT JKelle JIa MOKaKy MOTOMIUMA.

[punaguuum renepanuje Y koju cy Buile BpenHoanu [lopogunyuHo-
CEHTHUMEHTAJIHU XUBOTHU CTHJI U lIpomMeTejcku akTUBU3aM U
OpujeHTanujy Ha IOMyJIapHOCT H HUCY BUCOKO BpenHoBanu OpHjeHTauujy
Ha MOR Cy OCTH3aJi BUIIIE pe3yJiTaTe Ha CyIcKanu acnekta HaBukaBame
NOTPOLIAYKOr eTHOUeHTpu3Ma. C 003upoM Ha TO J1a Cy Ha AUMEH3HUjH
HaBukaBame naTpuoTu3aM U NOTPOIIAYKH €THOLIGHTpHU3aM cxBaheHH
Kao MOpajHe HOpME JIpYyLITBA, CTAPUjU UCIIUTAHULM, YCMEPEHH Ha
COIICTBEHY NMPUMAapHY MOPOAMILY U BHILE OPUjEHTUCAHH Ha CTULAHE
MOMYJApPHOCTH y APYIITBY, @ Mamhe¢ Ha CONICTBEHH CTATYyC H TIOJIOKA] CY
OnM cnpeMHMjU A2 aKTUBHO IPOMOBHIIY ¥ KOpucTe JomMahe npou3Boze
U yCIIyre ¥y IPUMAapHOj MOPOAUIHN U Mel)y BpIImbanuma, Koju Mehy oBe
JBE reHepanuje, mpema Mutbery Mekkpunana (McCrindle 2014) umajy
yak ¥ Behu yTuIaj o1 TOPOAUIIE HA TIOHAIIAKHE U MUIJbEHE IbUXOBHX
npunanHuka. OBaj pe3ynrar je y CKJaay U ca BbEeroBUM TJICIUIITEM
Jla cy MpUIIaJHULK TeHepalnuje ¥ BeoMa CKJIOHU Jia Kynyjy aomahe
MPOU3BOJE Y JOKAIHUM MPOJABHHUIIAMA, IITO 3ay3Bpar, JONPUHOCH
jauary BUXOBOT JIMYHOT HACHTUTETA U ocehaja mpuna HOCTH JIOKAITHO]
3ajenquuuu. Takole, on cmaTpa 1a cy MuseHujaniu (reaepanuja Y) kpo3
JKUBOT BOl)eHU JOMMHAHTHO JIMYHUM HHTEPECOBAUMA U BPETHOCTHMA
KOje Cy YCBOjIIIH (XeOHHU3aM, Il100ajin3aM U ToJepaHIlnja, ColjaHa
CBECT U JIPYLITBEHH aKTHBU3aM).

3AK/bYYAK

VY TpeHyTKy KaJia Cy MOJUTHYKA K EKOHOMCKA CUTYallHja y CBETY
HUKa/] TO/JIOKHHU]je HArIuM, MeljycOOHO yCIIOBJbEHUM MPOMEHaMa,
reHepalyjcka MpuaaHoCT, Ope] CTaHAapIHUX KpuTeprujyma (rmosa
1 00pa3oBama), MOXe JOMPHHETH 00JbeM pa3yMeBamy MOHAIIAkha
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NOTpOLIaYa ¥ Ber0BOj IPEAUKIIU]H, HE CaMO Y KOHTEKCTY BpeIHOBaba
Y yCBajarba )KUBOTHUX CTUJIOBA, Beh M akTHBHE IPOMOILIHj€ BPEAHOCTH
KOje TMOYMBajy Yy BMX0BOj To3aguHu. Ca n1pyre cTpane ogadbup npodecuje
Y PAJHO MECTO Y BEJINKOj MEPH OOJIMKYje >KUBOTHH CTUJI KOjU MOjeAMHAILL
oupa. [IpermocraBka je 1a je u300p Kapujepe y cucremy onopase, 6ap y
onpeheHoj MmepH, IeTepMUHICAH HUBOOM NaTPHOTH3Ma M0jeANHLIA, Ka0
u 1a he ce Taj marpuoTnzaM MaHU(ECTOBATH U y IPYTuM oOracTuMa
’KUBOTA, 114 TAKO U y TOTPOIIAYKUM HaBHKama, 1e(UHUCAHUM IyTeM
MOTPOLIAYKOT ETHOLUEHTPU3MA. Y OBOM HCTpPaKMBalby Ce M0Ka3ajo J1a
MPOCOLIMjaTHOCT, Ka0 BU/I IOTPOIIAYKOT €THOLIEHTPHU3MA KOjH C€ OHOCH
Ha CIIPEMHOCT Ha MOMarame 1 )KpTBOBambE 3a CONCTBEHY HallMjy, HUjE
MOBE3aHa ca MaTpUOTU3MOM MAaHU(ECTOBAHUM MPUINATHOIINY CHCTEMY
onbpane. Ca qpyre cTpaHe, IPUIIATHOCT CUCTEMY Ofl0paHe je Ouia OuTan
(akTOp BpeqHOBaba JKUBOTHUX CTUIIOBA MOy T Ca3HajHOT U Y THIIMTApHOT
KUBOTHOT cTuia u OpHjeHTanrje Ha MOMyJIapHOCT, KOjU C€ Y OBOj
HOMYJalHUju CMaTPajy Mambe BaKHUM HaYHHOM IpoBoera )KUBOTa, 0K
ce UCTOBPEMEHO BPEAHOCTHU Ha KOjUMa [T0YHMBAjy OBH )KUBOTHH CTUIIOBU
cMaTpajy Mame BaXXHUM. | eHepalujcka IpuaaHocT 1 00pa3oBame Cy ce
MOKAa3aJId Kao 3HaYajHUjHu MPEIUKTOPH MOTPOIIAYKOT ETHOLIEHTPU3MA Y
OAHOCY Ha NoJ. Pe3ynraTu ncTpakuBama Cy MOKa3ajH J1a je HajBaKHUjU
NPEIUKTOP MOTPOIIAYKOT €THOLEHTPU3Ma Mel)y ncnuTaHuuuMa Ouinu
reHepanujcka npunagHoct u llpomeTejckn akTUBH3aM, OJHOCHO
CIPEMHOCT 32 JUPEKTHY MapTULHUINALN]Y Y IPYIITBEHOM XUBOTY U
JKeJba J1a C€ UCKa)XKe COIICTBEHHU CTaB M OOJIMKYje APYLITBO Y CKJIady ca
MHKOPIOPUPAHUM BPEAHOCTUMA TIOjEANHLIA, YHHH CE, TEHEPATHO OATHKY]e
Munenujanue y Cpouju. Ca apyre cTpane, IpunagHULIK reHepamnuje Z
KOjH Cy BHIlE BpegHoBa u [[pomMerejcku akTHBH3aM Cy OWIIM CIIPEMHU)H
Jla CBOj TMYHM IPYLITBEHH aKTUBU3aM CTaBe y (YHKIH]y MPOMOLHje
MOTPOLIAYKOT €THOLEHTPU3MA, Kao (JOpMYy €KOHOMCKOT IaTPHOTU3MA.
VY najbuM UCTpakuBambUMa j€ HOTPEOHO 1y0Jbe UCTPasKUTH IOBE3aHOCT
reHepalyjcKe IPUIaIHOCTH U Pa3IMYUTHX BUA0BA IATPUOTU3MA, K0 U
PEBUTAIN30BATH UCTPAXKUBAA PA3TINIUTHX aclieKaTa BpEAHOCTH KO
miaanx y CpOuju, Kako O ce HCIPaTHO aKTYEIHHU APYIITBEHH TPEHYTaK
U WTO 00JbE UCKOPUCTHUIIA MPHIIMKA 32 OCHAXKUBAHE EKOHOMCKHUX
norennujaia Cpouje.
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Resume

Consumer ethnocentrism is a form of economic patriotism and awareness
of the significance of buying local products to develop the domestic
economy. Since consumer habits are closely linked with consumers’
lifestyles, and those lifestyles, besides socio-demographic aspects,
represent an important determinant of consumer market behaviour,
this paper aims to determine whether there are differences in consumer
ethnocentrism and lifestyles of members of the defence system compared
to the civilian population. The research included 180 respondents,
including civilians, the Ministry of Defense, and the Serbian Armed
Forces members. Independent variables defined in the study were gender,
education, generation, and belonging to the defense system. In contrast,
dependent variables were the scores on the consumer ethnocentrism
subscales and perceived lifestyle importance. The data was processed
with the help of descriptive statistics, #-tests for independent samples,
and linear regression. The results show differences in the importance of
specific lifestyles between members of the defense system and civilians,
but not in consumer ethnocentrism. When discussing socio-demographic
variables, there are also statistically significant differences regarding
consumer ethnocentrism and lifestyle importance. Moreover, even the
importance of specific lifestyles, as a form of consumer behavior, has been
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shown as a statistically significant predictor of consumer ethnocentrism.
Therefore, it is only justified to dedicate more attention to future research
to examine the lifestyles and consumer habits of specific groups of
inhabitants to raise their awareness of the importance of purchasing
domestic products to strengthen the domestic economy.

Keywords: consumer behavior, military, Serbia, values, lifestyles,
Millennials, Generation Z.
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