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EDITORIAL

The current issue of the 
International Journal 
of Sales, Retailing and 
Marketing is onĐe ŵore 
dedicated to the best 
researĐh papers froŵ 
the area of sales, retail-
ing, and ŵarketing. In 
this issue we are proud 
to present Įǀe original 
researĐh papers froŵ 
the hnited <ingdoŵ ;1Ϳ, 
hS� ;2Ϳ, and �osnia and 

,erǌegoǀina ;2Ϳ. dhe Đontributing authors published 
neǆt interesting researĐhes͗ 
Study on the labor ŵarket transitions of ǁorkers 
displaĐed froŵ ũobs in the retail seĐtor and reͲeŵ-
ployŵent in retailing and other seĐtors͖ 
�ǆaŵination of business sĐhools students froŵ hS� 
and &ranĐe in their perĐeption the relationships 
betǁeen �ntertainŵent Krientation and Internalͬ  
�ǆternal �onding on sales perforŵanĐe.

Inǀestigating the ŵost iŵportant preĐonditions for 
the deǀelopŵent of eͲĐoŵŵerĐe and ŵost iŵport-
ant faĐtors ǁhiĐh under Đertain assuŵptions aīeĐts 
the suĐĐessful deǀelopŵent of eͲĐoŵŵerĐe͖ 
�nalyǌing the poliĐies and ŵeasures in deǀeloped 
Đountries and the state, probleŵs and eǆaŵining 
opportunities of one undeǀeloped Đountry for eŵ-
ployŵent of hardͲtoͲeŵploy Đategories͖ 
�ǆaŵining ŵobile shopping site aƩributes that de-
liǀer ǀalues to Đustoŵers and ultiŵately lead to ŵo-
bile shopping serǀiĐe satisfaĐtion͖  
dhe proĮle o f Đontributors to t he J ournal ranges 
froŵ ǁellͲknoǁn established professors to young 
and proŵising doĐtoral students ǁhose tiŵe is 
yet to Đoŵe.

Editor in chief

Lazo Roljić, PhD, professor
lazo.roljic@unvi.edu.ba

Thank you for taking interest in publishing and read-
ing The International Journal of Sales, Retailing 
and Marketing. te hope it ǁill be a ǀaluable help in 
your professional and aĐadeŵiĐ adǀanĐeŵent.
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Geraint Johnes
>anĐaster hniǀersity Manageŵent SĐhool

>anĐaster >�1 ϰzy
hnited <ingdoŵ

KĐtober 2018

Abstract 

Technological changes are impacting severely on the retail sector. In contrast to many other industries, re-
covery of the jobs market in this sector since the 2008 recession has been extremely sluggish. In the United 
Kingdom there have been several corporate failures and major restructures that have generated large scale 
redundancies, posing questions about the future of the high street. This paper examines the labour market 
transitions of workers displaced from jobs in the retail sector. Many return to work quite quickly, but most of 
these find new employment outside retail. Individual characteristics associated with a speedy return to work 
are examined in a competing risks framework.

JEL Classification: J63, J64, L81

Keywords: retail, job turnover, duration analysis

Without implication, the author thanks Richard Harper, Gill Hopkinson and participants at an Institute of So-
cial Futures event at Lancaster, October 2018, for useful comments on an earlier version of this paper.

INTRODUCTION

 
dhe adǀent and adǀanĐe of online ĐoŵŵerĐe, 
Đoŵbined ǁith the eīeĐts of a seǀere reĐession, 
haǀe had a partiĐular iŵpaĐt on the retail 
industry. �epending on perspeĐtiǀe, this iŵpaĐt 
is transforŵational or trauŵatiĐ. �s online 
purĐhasing has inĐreasingly beĐoŵe the norŵ, the 
ǀiability of traditional high street shops has Đoŵe 
into Ƌuestion. dhis has ǁidespread iŵpliĐations, 
ranging froŵ the role of Đentral business distriĐts 
in proǀiding Đoŵŵunity identity through the labour 
ŵarket iŵpliĐations for those ǁorkers displaĐed 
froŵ eŵployŵent.

It is this last issue that forŵs the subũeĐt of this 
paper. In the Įrst feǁ ŵonths of 2018, seǀeral 
thousand jobs have been lost in the retail sector in 
the hnited <ingdoŵ folloǁing Đoŵpany Đollapses 
or restruĐtures. dhese haǀe inĐluded seǀeral ŵaũor 
Đhains suĐh as Maplin, Woundǁorld, ,ouse of &raser, 
and Marks and SpenĐer. zet retail goods and serǀiĐes 
are still being bought and sold. �s high street stores 
ǀanish, large distribution Đentres appear. dhese 

proǀide alternatiǀe eŵployŵent for soŵe displaĐed 
ǁorkers, but by deĮnition ǁholesale faĐilities are 
geographiĐally ŵore luŵpy than retail͖ ǁhile suĐh 
Đentres proǀide ŵaũor eŵployŵent opportunities in 
a feǁ plaĐes, the loss of retail ũobs is ŵore spatially 
ǁidespread. >iƩle is knoǁn, hoǁeǀer, about hoǁ 
ǁorkers displaĐed froŵ eŵployŵent in the retail 
seĐtor adũust ʹ  hoǁ ƋuiĐkly they regain eŵployŵent, 
the seĐtors in ǁhiĐh they Įnd neǁ ǁork, or the 
ĐharaĐteristiĐs of ǁorkers that are ŵost ;or leastͿ 
suĐĐessful in ŵanaging the transition. dhis paper 
aiŵs to Įll that gap, draǁing on both published 
data and statistiĐal analysis of ŵiĐrodata froŵ the 
>abour &orĐe Surǀey.  

dhe reŵainder of the paper is struĐtured as folloǁs. 
dhe neǆt seĐtion proǀides a brief reǀieǁ of salient 
literature. dhis is folloǁed by eŵpiriĐal analysis. dhe 
ŵain Įndings are then pulled together in a short 
ĐonĐluding seĐtion.
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Received Literature

dhe high street has faĐed nuŵerous Đhallenges in 
reĐent deĐades, notably the Đreation of outͲofͲtoǁn 
ŵalls and the groǁth of eͲĐoŵŵerĐe and online 
shopping.  Seǀeral studies, inǀestigating the fortunes 
of diīerent shopping Đentres in �ritain, haǀe been 
conducted, leading to insights concerning the char-
aĐteristiĐs that oīer suĐh Đentres resilienĐe ;trigley 
and �olega, 2011͖ �eloiƩe, 201ϰ͖ �epartŵent of 
�usiness, Innoǀation and Skills, 201ϰͿ. dhe eǀidenĐe 
suggests that Đentres loĐated in a relatiǀely thriǀing 
loĐal eĐonoŵy, and large Đentres ǁith a ǁide ĐatĐh-
ŵent area haǀe tended to perforŵ relatiǀely strong-
ly. dhere is soŵe indiĐation of a northͲsouth diǀide, 
ǁith Đentres in the south being ŵore resilient than 
those elseǁhere. Relatiǀely ǁeakly perforŵing Đen-
tres do not appear to be helped by oīering a diǀerse 
porƞolio of stores. Kǀer the period of reĐession, de-
Đlines ǁere obserǀed partiĐularly in either generalist 
shops ;departŵent storesͿ or speĐialist shops oīer-
ing luǆuries and Đonsuŵer durables͖ there are eǆĐep-
tions, hoǁeǀer ʹ for eǆaŵple, stores speĐialising in 
ŵobile telephony thriǀed as teĐhnologiĐal Đhange led 
to inĐreased deŵand for these produĐts. Meanǁhile 
sŵall ĐonǀenienĐe stores ʹ partiĐularly the sŵaller 
outlets of groĐery Đhains, oŌen opened as a ŵeans 
of Įnessing Sunday trading laǁs Ͳ haǀe Ňourished in 
toǁn Đentres. Coīee shops too haǀe fared relatiǀely 
ǁell. dhis has led soŵe obserǀers to argue that it is 
ŵore aĐĐurate to desĐribe the high street as being in 
a state of Ňuǆ rather than in deĐline͖ ǁhile that is a 
soŵeǁhat ŵaǀeriĐk ǀieǁ, it does serǀe to eŵphasise 
that the decline is nuanced.

Shopping Đentres haǀe responded to the Đhallenge 
posed by these changes in several ways, notably 
through the deǀelopŵent of faĐilities, suĐh as Đater-
ing, that alloǁ Đustoŵers to regard shopping trips as 
leisure aĐtiǀities ;Jones, 1999͖ ,oǁard, 200ϳͿ. Neǀ-
ertheless, the rate of deĐline of traditional retail is 
noteǁorthy, and has Đlear labour ŵarket iŵpliĐations 
that haǀe inĐluded signiĮĐant redundanĐies ;�utler, 
2018Ϳ. dhe labour ŵarket aspeĐt of the Đhallenge faĐ-
ing retail has reĐeiǀed relatiǀely liƩle aƩention in the 
literature, hoǁeǀer, and this forŵs the subũeĐt of the 
neǆt seĐtion.

Analysis

&igure 1 illustrates the Đhange in ũob nuŵbers in the 
retail and ǁholesale seĐtor and Đoŵpares this ǁith 
Đorresponding data on all ũobs in the eĐonoŵy oǀer 
the period sinĐe 199ϱ. Kǀer this period there has 
been a ϲ.9й inĐrease in the nuŵber of ũobs in re-
tail͖ sinĐe the start of 2001, hoǁeǀer, there has been 
no gain. In Đontrast, the total nuŵber of ũobs in the 
eĐonoŵy has risen by 2ϲ.0й. In the years to 2000, 
the lines are roughly parallel. 'roǁth in distribution 
ŇaƩened out soŵeǁhat in the years leading up to 
the 2008 recession. The recession then hit jobs in 
distribution partiĐularly hard ʹ falling froŵ a high of 
ϱ.1 ŵillion in the Įrst Ƌuarter of 2008 to ϰ.8 ŵillion 
in ŵidͲ2011. Soŵe ϯ8й of all ũobs lost in this period 
ǁere in distribution, despite the faĐt that the seĐtor 
only aĐĐounts for about 1ϲй of the total nuŵber of 
ũobs in the eĐonoŵy. SinĐe 2011 eŵployŵent groǁth 
in the eĐonoŵy as a ǁhole has been strong, but in 
distribution it has ǀirtually Ňatlined ʹ and sinĐe ŵidͲ
2016 it has declined. 

dhe ŇaƩening of the line for distribution around the 
turn of the century is consistent with the advent of 
online shopping services. The severe shake-out of 
distribution ũobs during, and sloǁ reĐoǀery sinĐe, the 
reĐession is Đonsistent ǁith the deŵise of ǌoŵbie 
Įrŵs that had struggled to sustain theŵselǀes up to 
that point.

&igure 2 shoǁs the tiŵe path of redundanĐies in 
the distribution seĐtor, and Đoŵpares this ǁith the 
piĐture for the eĐonoŵy as a ǁhole. dhe series for 
wholesale and retail coincides with that observed for 
the ǁhole eĐonoŵy during the reĐession, but oth-
erǁise generally lies beloǁ. dhis ĐonĮrŵs that the 
distribution seĐtor ǁas partiĐularly hardͲhit by the 
recession. 



Copyright ©2019 by International Journal of Sales, Retailing and Marketing ◆Vol. 8 ◆No. 1 ◆2019

9RETAIL THERAPY: WORKER DISPLACEMENT AND RE-EMPLOYMENT IN THE UK

� releǀant Ƌuestion thus ĐonĐerns the destinations of 
ǁorkers in the distribution seĐtor that are displaĐed. 
Many ǁill suīer spells of uneŵployŵent, but ǁhat 
deterŵines hoǁ long suĐh spells last and ǁhat their 
ultiŵate destination ǁill be͍ do eǆaŵine this, ǁe 
use longitudinal data froŵ the >abour &orĐe Surǀey 
;>&SͿ to eǀaluate a ǀariety of duration ŵodels ǁhere, 
for retail seĐtor ǁorkers beĐoŵing uneŵployed, the 
haǌard of esĐape froŵ uneŵployŵent into ǀarious 

&igure 1 dotal ũobs and ũobs in distribution, h<, 199ϱͲ2018 ;indeǆͿ

&igure 2 Yuarterly redundanĐies in distribution and all industries, h<, 2001Ͳ201ϳ ;indeǆͿ

regiŵes ʹ inĐluding return to ǁork ;iͿ in or ;iiͿ out of 
the retail seĐtor ʹ is eǆaŵined oǀer the entire length 
of indiǀiduals͛ appearanĐe in the panel1. 

1 The data were provided by the UK Data Archive, and 
analysed using the st suite of surǀiǀal analysis routines in 
Stata.
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KnĐe seleĐted to partiĐipate in the >&S, households 
reŵain in the saŵple for Įǀe Ƌuarterly ǁaǀes of 
the surǀey, forŵing a rolling panel. te seleĐt ǁork-
ers ǁhose Įrst ǁaǀe is betǁeen the seĐond Ƌuarter 
2012 and the Įrst Ƌuarter of 201ϳ ʹ that is, Įǀe full 
years of entrants into the surǀey Ͳ ǁho, in their Įrst 
ǁaǀe, are eŵployed in the retail seĐtor ;SIC ϰϳͿ, and 
ǁho either sǁitĐh to a ũob in a diīerent ;three dig-
itͿ industry or beĐoŵe uneŵployed in one of their 
subseƋuent ǁaǀes. Soŵe of the laƩer subseƋuently 
reͲenter eŵployŵent before their Įnal ǁaǀe ʹ either 
in the retail seĐtor or in soŵe other industry, and the 
surǀey proǀides inforŵation about these. Kthers ǁill 
reŵain uneŵployed, and ;sinĐe they ŵight reͲenter 
eŵployŵent aŌer the ĮŌh ǁaǀeͿ these obserǀations 
ŵust be treated as right Đensored. 

�round ϲϰй of the saŵple of ϳϳϱ ǁorkers ;soŵe 
ϰ9ϯͿ regain eŵployŵent ǁithin their period of en-
gageŵent ǁith the >&S͖ the residual 282 ǁorkers 
reŵain uneŵployed at the end of their engageŵent 
ǁith the surǀey ;and are therefore right ĐensoredͿ. 
do eǆaŵine the faĐtors that inŇuenĐe ǁhether ;and 
hoǁ ƋuiĐklyͿ ǁorkers return to eŵployŵent, ǁe esti-
ŵate a Coǆ ;19ϳ2Ϳ proportional haǌards ŵodel. dhis 
alloǁs ĐonstruĐtion of a baseline Đuŵulatiǀe haǌard 
;&igure ϯͿ ǁhiĐh shoǁs the probability of esĐape froŵ 
uneŵployŵent as a funĐtion of the tiŵe sinĐe last 
eŵployed and a surǀiǀor funĐtion ;&igure ϰͿ ǁhiĐh 
shoǁs the probability of reŵaining in uneŵploy-
ŵent, again as a funĐtion of the tiŵe elapsed sinĐe 
last in ǁork. �s eǆpeĐted, the Đuŵulatiǀe haǌard rises 
;and the surǀiǀor funĐtion fallsͿ oǀer tiŵe, indiĐating 
that ŵore displaĐed ǁorkers suĐĐeed in esĐaping un-
eŵployŵent as tiŵe passes. dhe horiǌontal aǆis in 
eaĐh graph is ŵeasured in days sinĐe displaĐeŵent͖ 
Đhanges in the probability of esĐape Đoŵe in disĐrete 
ũuŵps beĐause eŵployŵent status is ŵeasured only 
at Ƌuarterly interǀals.

Kur foĐus is on ŵodelling hoǁ ƋuiĐkly ǁorkers ǁith 
diīerent ĐharaĐteristiĐs return to eŵployŵent, and 
on hoǁ these ĐharaĐteristiĐs eǆplain the propensity 
ǁith ǁhiĐh that eŵployŵent is in the saŵe ;retailͿ 
seĐtor as they haǀe leŌ. 

dhe saŵple Đoŵprises soŵe ϳϳϱ ǁorkers ǁho, at the 
start of their engageŵent ǁith the >&S are ǁorking 
in the retail seĐtor and ǁho ŵoǀe froŵ their initial 
eŵployŵent oǀer the subseƋuent four Ƌuarters. �e-
sĐriptiǀe statistiĐs for the ŵain ǀariables of interest in 
the analysis appear in dable 1. Kther than age ;ǁhiĐh 
is ŵeasured in yearsͿ all ǀariables are binary. dhe ed-
uĐation ǀariables signify the highest leǀel of eduĐa-
tion Đoŵpleted. 

variable ŵean standard deǀiation
ŵale 0.3910 0.4883
age 39.2710 16.9952

degree 0.2000 0.4000
A level 0.3626 0.4811
'CS�s 0.2542 0.4357
white 0.9368 0.2435

London 0.0658 0.2481
ŵanager 0.1226 0.3282

unhealthy 0.1368 0.3438

dable 1 �esĐriptiǀe statistiĐs

The hazard depicted here is known as a baseline be-
Đause it Đan be shiŌed up or doǁn by a ǀariety of Đo-
faĐtors ʹ in this Đase desĐribing ĐharaĐteristiĐs of the 
displaĐed ǁorker. ,enĐe, for eǆaŵple, ǁe ŵight eǆ-
peĐt the probability ǁith ǁhiĐh a ǁorker regains eŵ-
ployŵent ƋuiĐkly to depend upon the ǁorker s͛ age, 
gender, ƋualiĮĐations, ethniĐity, health, oĐĐupation, 
or region of residenĐe. dhe haǌard ratios reported in 
dable 2 shoǁ hoǁ these ǀariables aīeĐt the probabil-
ity of esĐaping uneŵployŵent͖ ǀalues eǆĐeeding uni-
ty indicate a higher probability of escape while those 
below unity indicate a lower probability of escape. 
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dable 2 Results of Coǆ proportional haǌards ŵodel͗ esĐape froŵ uneŵployŵent

Note͗ ǌ ǀalues in parentheses. ΎΎΎ, ΎΎ and Ύ denote signiĮĐanĐe at 1й, ϱй and 10й respeĐtiǀely.

&igure ϰ Surǀiǀor funĐtion&igure ϯ Cuŵulatiǀe baseline haǌard 

dhe results indiĐate that ŵale ǁorkers, younger ǁorkers, and ǁorkers ǁith a degree haǀe a higher probability 
of esĐape froŵ uneŵployŵent than do others, and the eīeĐt is statistiĐally signiĮĐant. �eing a ŵanager also 
inĐreases the probability of esĐape, as does being healthy ʹ although the estiŵated haǌard ratios in these 
Đases are signiĮĐant only at generous leǀels. �thniĐity appears to haǀe no eīeĐt. 

dhe aboǀe results proǀide neǁ inforŵation about the propensity ǁith ǁhiĐh displaĐed ǁorkers ǁith diīerent 
ĐharaĐteristiĐs Įnd neǁ eŵployŵent. �Ƌually interesting, hoǁeǀer, is the Ƌuestion of the propensity ǁith 
ǁhiĐh their neǁ ũobs are in the retail seĐtor. dhis Đan be analysed by eǆtending the duration analysis reported 
aboǀe in suĐh a ǁay as to aĐĐoŵŵodate Đoŵpeting risks ;&ine and 'ray, 1999Ϳ. 

variable haǌard ratio

ŵale
1.1935

;2.2ϲͿΎΎ

age
0.9892

;ϰ.08ͿΎΎΎ

degree
1.3228
;1.8ϲͿΎ

A level
1.0066
;0.0ϰͿ

'CS�s
1.0948
;0.ϲ0Ϳ

white
1.1570
;0.ϳ9Ϳ

London
0.8802
;0.ϳ2Ϳ

ŵanager
1.1138
;1.0ϳͿ

unhealthy
0.8500
;1.1ϳͿ

nuŵber of obserǀations 775
log pseudo likelihood -3349.36
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Kf the ϰ9ϯ ǁorkers in our saŵple that gain neǁ eŵ-
ployŵent ǁithin the tiŵe fraŵe of their engageŵent 
ǁith the >&S, soŵe 9ϲ ŵoǀe ;possibly aŌer a spell 
out of ǁorkͿ to another ũob in retail͖ the reŵaining 
ϯ9ϳ ŵoǀe ;again possibly aŌer a spell out of ǁorkͿ 
to a job outside the retail sector2.  So it appears that, 
ǁhile displaĐed ǁorkers in this seĐtor are Ƌuite suĐ-
Đessful at Įnding alternatiǀe eŵployŵent, only a ŵi-
nority do so in retail. 'iǀen the Ňatlining of the retail 
ũobs series reported in &igure 1, this is perhaps not 
surprising. 

&igure ϱ shoǁs the Đuŵulatiǀe inĐidenĐe funĐtions 
assoĐiated ǁith the outĐoŵes of esĐape froŵ uneŵ-
ployŵent into, respeĐtiǀely, a ũob in retail and a ũob 
elseǁhere. thile both funĐtions rise ǁith elapsed 
tiŵe ;of Đourse they Đannot fallͿ, the probability 
of seĐuring eŵployŵent outside the retail seĐtor 
is considerably higher than that of doing so within 
the sector. A widening of the gap between the two 
lines would be consistent with displaced workers ini-
tially searĐhing for eŵployŵent in the retail seĐtor, 
switching to a broader search strategy only as their 
uneŵployŵent spells lengthened ʹ hoǁeǀer ǁe do 
not obserǀe suĐh a phenoŵenon, and it seeŵs that 
displaĐed ǁorkers ƋuiĐkly reĐognise the opportuni-
ties in other seĐtors.

2 Kf these, ŵost end their period in the >&S saŵple ǁork-
ing in health and soĐial serǀiĐes ;1ϱ.ϱйͿ, ŵisĐellaneous 
serǀiĐes ;1ϰ.2йͿ, eduĐation ;11.ϳйͿ, or ŵanufaĐturing 
;11.ϳйͿ. Kther Đoŵŵon destinations inĐlude transport 
;11.ϯйͿ, hospitality ;9.ϲйͿ and ĮnanĐe and real estate 
aĐtiǀities ;ϳ.9йͿ. In seǀeral of these destinations, ǁorkers 
ŵay be utilising Đustoŵer relations skills used also in re-
tail. Kŵiƫng froŵ the analysis those aged under 2ϱ ;ǁho 
ŵay neǀer haǀe regarded retail as their ultiŵate oĐĐupa-
tional destinationͿ, the Đorresponding perĐentages are 
17.9, 11.5, 9.6, 13.5, 15.4, 6.4 and 7.7.

dhe subhaǌard ratio estiŵates obtained froŵ the 
Đoŵpeting risks ŵodel are reported in dable ϯ. dhese 
indiĐate that the signiĮĐant iŵpaĐts aƩributed to 
gender and age in dable 2 are priŵarily due to en-
try into sectors other than retail. Indeed none of the 
ĐofaĐtors is signiĮĐant in the eƋuation for the retail 
seĐtor ʹ and gender is signiĮĐant in the eƋuation for 
other seĐtors only at generous leǀels. SubũeĐt to the 
Đaǀeat that the estiŵates are not statistiĐally signiĮ-
Đant, an interesting obserǀation froŵ the results in 
Table 3 concerns the region in which respondents are 
loĐated ʹ Đoŵpared to those liǀing elseǁhere, those 
in >ondon appear to be ŵore likely to gain eŵploy-
ŵent in retail and less likely to gain eŵployŵent in 
other sectors. 

dable ϯ Results of &ine and 'ray Đoŵpeting risks 
ŵodel͗ esĐape froŵ uneŵployŵent

variable

subhazard 
ratios for Đoŵ-

peting risk с 
eŵployŵent in 

retail

subhazard 
ratios for Đoŵ-

peting risk с 
eŵployŵent in 

other sector

ŵale
1.0300 1.1478
;0.12Ϳ ;1.ϰϳͿ

age
1.0004 0.9885
;0.0ϱͿ ;ϯ.ϳ0ͿΎΎΎ

degree
1.3825 1.2136
;0.ϳϱͿ ;1.12Ϳ

A level
1.3494 0.9628
;0.ϲ9Ϳ ;0.2ϯͿ

'CS�s
1.6341 1.0405
;1.1ϰͿ ;0.2ϰͿ

white
1.1136 1.1380
;0.20Ϳ ;0.ϲ0Ϳ

London
1.4658 0.8138
;0.88Ϳ ;0.9ϰͿ

ŵanager
1.2849 1.0754
;0.ϲϲͿ ;0.ϱ2Ϳ

unhealthy
0.5808 0.9452
;1.2ϳͿ ;0.ϯ8Ϳ

nuŵber of ob-
serǀations 775

log pseudolike-
lihood -640.73 -2837.83
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CONCLUSION

dhe retail industry is undergoing draŵatiĐ Đhange. dhis has Đlear iŵpliĐations for ǁorkers Đurrently eŵployed 
in this seĐtor. Nuŵbers of ũobs in retail haǀe stagnated in reĐent years͖ ǁhile the seĐtor has struggled to 
reĐoǀer froŵ the 2008 reĐession, the genesis of the Đhange Đan be traĐed to a feǁ years before that. Most 
ǁorkers displaĐed froŵ eŵployŵent in the retail seĐtor Įnd neǁ ũobs reasonably ƋuiĐkly, but ŵost of these 
are in other seĐtors ʹ and this ŵay be partiĐularly true for ǁorkers loĐated outside >ondon. Men and young-
er ǁorkers are partiĐularly adǀantaged in their searĐh for neǁ eŵployŵent, partiĐularly outside the retail 
seĐtor. dhere is also soŵe eǀidenĐe that those ǁith eǆperienĐe of ŵanageŵent and those in good health are 
beƩer plaĐed to Įnd neǁ eŵployŵent than are other displaĐed ǁorkers.
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Abstract 

Student expectations of entertaining have ethical implications for business in the global workforce. This two-
part study examines entertaining from an international workforce perspective. A content analysis of 55 French 
and American graduating business students illustrates cultural differences in ethical challenges of entertain-
ing related to boundaries, drinking, resources and bribes. Utilizing Partial Least Squares (PLS) and Hofstede’s 
model as a framework, we analyzed the data from 228 American and French business school students and ex-
amined the relationship among internal bonding, perceived sales performance and entertaining orientation. 
Study two finds that entertaining behaviors have ethical implications in international business development 
in both samples. Therefore, onboarding training should address ethical standards across cultures from enter-
taining perspectives.    

Keywords: entertainment, Hofstede, cultural dimensions, relationship marketing, social exchange theory. 

INTRODUCTION

 
In today͛s global ŵarketplaĐe, sales organiǌations 
utiliǌe relationshipͲbuilding aĐtiǀities suĐh as 
entertaining to ĐonduĐt business and ĐonneĐt 
ǁith Đustoŵers froŵ other Đountries and Đultures 
at a ŵore personal leǀel. dhese soĐial aĐtiǀities 
inĐlude haǀing breakfast, lunĐh, dinner, or ĐoĐktails, 
or sharing in an eǆperienĐe suĐh as a ŵusiĐal or 
sports eǀent. �ntertainŵent aĐĐounts for at least 
ϲй of annual traǀel and entertainŵent spending 
for businesses ;ConĐur, 2012Ϳ. �ue to the ŵelting 
pot enǀironŵent in the hnited States, indiǀiduals 
froŵ aĐross diǀerse ethniĐ baĐkgrounds, Đountries 
and Đultures inŇuenĐe hoǁ business is ĐonduĐted. 
�ntertaining guests froŵ other Đountries and 
baĐkgrounds proǀides an intriguing and uniƋue 
eǆperienĐe, enabling sales professionals to gain a 
beƩer understanding of their guests͛ needs ;&inn 
and MonĐrief, 198ϱͿ. Cultural norŵs diīer ǁhen 
ĐonduĐting business oǀer dinner or ĐoĐktails, yet 
ŵiniŵal training on these diīerenĐes and ethiĐal 

standards is proǀided, ǁhiĐh Đan Đreate legal 
iŵpliĐations for the Đoŵpany ;�ordǁin, 199ϰͿ. 

dhis ŵisunderstanding and ŵisĐoŵŵuniĐation 
of ethiĐal standards Đan Đreate a dissatisĮed and 
hostile ǁork enǀironŵent ;�elliǌǌi and ,asty, 198ϰͿ. 

dhe purpose of this researĐh is to identify hoǁ 
entertaining iŵpaĐts business, Đonsidering global 
and ethiĐal iŵpaĐts froŵ the perspeĐtiǀe of 
students entering the ǁorkforĐe. �oth Ƌualitatiǀe 
and Ƌuantitatiǀe analysis illustrates the Đurrent 
state in a ŵultinational study of Đollege students.

STUDY ONE

do gauge future business leaders͛ eǆpeĐtations of 
entertaining and potential ethiĐal iŵpliĐations in the 
ǁorkforĐe, ǁe ĐonduĐted a Đontent analysis. dhis 
eǆploratory ŵethod proǀides riĐh soĐial Đonteǆt, too 
oŌen oǀerlooked in Ƌualitatiǀe researĐh ;Vargo and 
>usĐh, 200ϰͿ.
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Methodology

Seniors in &renĐh and �ŵeriĐan business sĐhools 
ǁere sent eleĐtroniĐ surǀeys during Đlass asking theŵ 
to respond to the Ƌuestion, ͞that are soŵe possible 
ethiĐal issues that ŵay arise ǁhile entertaining 
for business͍͟ Students ǁere giǀen the folloǁing 
deĮnition of entertaining͗ ͞SoĐial oĐĐasions utiliǌed 
by business and sales professionals to gain insights or 
beƩer understanding of a prospeĐt s͛ or Đustoŵer s͛ 
ǁants, needs and probleŵs.͟  � total of ϱϱ surǀeys 
ǁere returned out of ϲ0 surǀeys sent, a 91.ϲй 
response rate. WartiĐipants ǁere ϯϯ ;ϲ0йͿ �ŵeriĐan 
students and 22 ;ϰ0йͿ &renĐh students, and of that 
nuŵber, ϯϲ ;ϲϱйͿ ǁere ŵale and 19 ;ϯϱйͿ feŵale, 
ǁith an aǀerage age of 22. �t both business sĐhools, 

the perĐentage of ŵale students is ϲ0й͖ therefore, 
this saŵple aligns ǁith the student population.  
do eǆaŵine the data, a tǁoͲpart ŵethod ǁas 
deployed. &irst, NViǀo 10 ǁas used ǁith the initial 
data to identify Đoŵŵon theŵes and nodes present 
in the data. Seǀeral theŵes eŵerged related to 
inappropriate ǁords, behaǀiors, deĐisions and 
intentions. &olloǁing this, tǁo independent 
researĐhers eǆaŵined the data to identify subtheŵes 
ǁithin the response set, a teĐhniƋue used by 
researĐhers eǆploring student data ;�oyer et al., 
201ϯͿ. � third researĐher ǁas inĐluded to disĐuss the 
Đategoriǌation of subtheŵes and any disĐrepanĐies 
ǁere resolǀed through disĐussion. &inally, the data 
ǁas separated by nationality to identify diīerenĐes 
betǁeen &renĐh and �ŵeriĐan Đultures. 

Theme Subthemes U.S. French dotal WerĐentage of 
totalΎ

Inappropriate 
behavior 19 13 32 ϱ8й

�oundaries 3 9 12 22%
�ǆĐessiǀe drink-

ing 19 11 30 55%

Waste of re-
sources 7 -- 7 13%

Inappropriate 
intentions 10 6 16 29й

Bribe/pressure 11 4 15 27%
Inappropriate 

ǁords 3 3 6 11%

Inappropriate 
deĐisions 3 1 4 7%

Results and Discussion

dable 1 illustrates the Įndings froŵ the Đontent analysis. &our ŵaũor theŵes eŵerged in the data, using 
NViǀo͗ inappropriate ǁords, deĐisions, behaǀiors and intentions. Independent Đoders found additional sub-
theŵes ǁithin the data set and the Đorresponding diīerenĐes betǁeen &renĐh and �ŵeriĐan seniors in busi-
ness sĐhool. Maũor subtheŵes identiĮed inĐlude͗ boundaries, bribesͬpressure, eǆĐessiǀe drinking and ǁaste 
of resourĐes. dable 2 illustrates the Đategories, deĮnition and eǆaŵples of eaĐh Đategoriǌation. 

Ύ� total of ϱϱ students responded

dable 1 Content �nalysis Results for h.S. and International �usiness Student Seniors͗ that are the possible 
ethiĐal iŵpliĐations of entertaining in business
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dheŵeͬ Subtheŵe �eĮnition �ǆaŵple

Boundaries Crossing a line that divides busi-
ness ǁith personal ŵaƩers

͞zou ŵay be ŵuddying the ǁaters 
between what is acceptable be-
haǀior froŵ your Đlient in a busi-
ness transaĐtion.͟

�ribeͬpressure
Intention to persuade or pressure 
another party to aĐt in one s͛ faǀor 
in a dishonest way

͞zou Đould be seen as trying to 
buy the person s͛ deĐision if you 
are Đoŵpeting ǁith another Đoŵ-
pany.͟

�ǆĐessiǀe drinking Consuŵing unreasonable aŵount 
of alcohol at work

͞KǀerĐonsuŵption of alĐoholiĐ 
beǀerages leading to poorly reŇeĐt 
your organiǌation and lead to ter-
ŵination of relationship.͟

Inappropriate behavior hndesirable aĐtions at ǁork
͞&eel too ĐonĮdent and haǀe an 
inappropriate behaǀior ͬ or ŵake 
inappropriate oīers.͟

Inappropriate decisions Undesirable choices at work
͞�ntertaining Đan iŵpair the Đli-
ent s͛ ũudgŵent and ŵake theŵ 
ŵore likely to agree.͟

Inappropriate intentions Undesirable purpose or agenda at 
work

͞Soŵe Đlients ŵay see it as at-
teŵpting to ͞buy͟ their business 
ǁith your entertainŵent.͟

Inappropriate words Undesirable language at work

͞Weople feel at ease and ŵay say 
stupid things they regret aŌer. It s͛ 
not rare to hear disĐriŵinatiǀe re-
ŵarks.͟

taste of resourĐes hnneĐessary spending of ŵoney, 
tiŵe or huŵan Đapital

zou Đan start abusing that poǁer 
and using the Đoŵpany Đredit Đard 
to haǀe a free ŵeal and not dis-
cuss business.

dable 2 �eĮnitions and �ǆaŵples of �thiĐal IŵpliĐations of �ntertainŵent in �usiness

Cultural diīerenĐes eŵerged in four interesting 
subtheŵes͗ boundaries, bribesͬpressure, eǆĐessiǀe 
drinking and waste of resources. According 
to &renĐh students, about ϰ0й suggested 
entertainŵent Đreated far ŵore ethiĐal iŵpliĐations 
related to crossing boundaries between business 
and personal relationships by entertaining the 
Đlient, as opposed to only 9й of �ŵeriĐan students. 
,oǁeǀer, ϱ8й of �ŵeriĐan students Đonsidered 
eǆĐessiǀe Đonsuŵption of alĐohol ǁould be an 
ethiĐal iŵpliĐation ǁhile entertaining for business, 
ǁhile ϱ0й of &renĐh students Đonsidered this a 
probleŵ. dhis Įnding is interesting, Đonsidering 
,ofstede͛s Đultural diŵension of indulgenĐe ;1980Ϳ. 
�ŵeriĐans rank higher on indulgenĐe, ǁhiĐh 
ŵay resonate ǁith students froŵ the h.S. ǁhose 
overindulgence in alcohol on the job could create 
this ethiĐal Đhallenge. Students froŵ the h.S. 
;21йͿ also Đonsidered entertaining to be a ǁaste 
of resourĐes for the Įrŵ, ǁhile no students froŵ 
&ranĐe Đonsidered entertaining a ǁaste of resourĐes. 
Werhaps this is due to the ŵore ĐolleĐtiǀe soĐiety 

of &ranĐe, Đoŵpared to the ŵore indiǀidualistiĐ 
soĐiety of the h.S., aĐĐording to ,ofstede͛s Đultural 
diŵensions. &inally, ϯϯй of �ŵeriĐan students 
considered bribes and pressure on the client a 
challenge during entertaining, while only 18% of 
&renĐh students felt bribes and pressure ǁould be 
a result of entertaining. �gain, this ŵay be a result 
of ,ofstede͛s Đultural diŵension of ĐolleĐtiǀisŵ ǀs 
indiǀidualisŵ, ǁhere spending tiŵe in a group and 
outside of ǁork ŵay be ŵore aĐĐeptable in the 
ĐolleĐtiǀe Đulture ;1980Ϳ. 

SinĐe Đultural diīerenĐes eǆist in student 
perĐeptions of ethiĐal iŵpaĐts of entertaining, there 
is an opportunity to eǆplore these diīerenĐes and 
inǀestigate the state of researĐh on entertainŵent, 
in order to proǀide Đlarity to ŵanagers regarding 
ǁhere to start in onboarding. dhe Įndings related to 
boundaries, bribesͬpressure and ǁaste of resourĐes 
illuŵinate diīerenĐes betǁeen Đultures related 
to internal ;peers and ŵanageŵentͿ ǀs eǆternal 
entertaining ;Đlients and prospeĐtsͿ. Wreǀious 
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&igure 1 �ntertainŵent Krientation and Internal �onding Model of WerĐeiǀed �ntertainŵent IŵpaĐt on  
Sales WerforŵanĐe

researĐh ;Rodrigueǌ et al., 201ϱͿ, eǆplores these 
tǁo forŵs of entertainŵent ;internal and eǆternalͿ 
by salespeople in the hS. Study tǁo seeks to eǆtend 
the sales entertainŵent literature by eǆploring 
ǁhether Đultural diīerenĐes play a role in ethiĐal 
eǆpeĐtations ǁhile entertaining in business.

HYPOTHESIS DEVELOPMENT

Relationship Marketing and Social Exchange 
Theory

dhe basiĐ tenets of Đustoŵer aĐƋuisition and 
retention are built on the fundaŵentals of 
relationship ŵarketing, deĮned as ͞all ŵarketing 
aĐtiǀities direĐted toǁard establishing, deǀeloping, 
and ŵaintaining suĐĐessful relational eǆĐhanges͟ 
;Morgan and ,unt, 199ϰ͗ 22Ϳ. dhe eǆtant researĐh 
on relationship ŵarketing suggests that building 
Đoŵŵitŵent ǁith Đustoŵers and prospeĐts leads 
to iŵproǀed sales perforŵanĐe ;Moorŵan et al., 
1992͖ Sirdeshŵukh et al., 2002Ϳ. Relationship 
ŵarketing inĐludes all aĐtiǀities in the sales proĐess 
that enable professionals to build, nurture and 
retain ĐonneĐtions ǁith prospeĐts and Đustoŵers, 
inĐluding entertaining, and haǀe a positiǀe iŵpaĐt 
on seller perforŵanĐe ;Walŵatier et al., 200ϳͿ. 
�ntertaining is deĮned as ͞using soĐial aĐtiǀities, 
suĐh as taking Đustoŵers to lunĐh or dinner, drinks, 
Đoīee, or sporting eǀents, for the purpose of 
deǀeloping relationships ǁith eǆternal stakeholders 
;Đlients or prospeĐtsͿ͟ ;Rodrigueǌ et al., 201ϱ͗2ϲ0Ϳ. 

 SoĐial �ǆĐhange dheory ;S�dͿ reinforĐes the 
ĐonĐept of entertaining in the sales proĐess, deĮned 
as the ͞eǆĐhange of aĐtiǀity, tangible or intangible, 
and ŵore or less reǁarding or Đostly betǁeen at 
least tǁo persons͟ ;,oŵans, 19ϲ1͗ 1ϯͿ. SoĐialiǌing 
inǀolǀes interaĐtions betǁeen indiǀiduals both 
personally and professionally that Đan inŇuenĐe 
one͛s poǁer on the relationship ;�ŵerson, 19ϳϲ͖ 
Cook and �ŵerson, 198ϰ͖ Cook et al., 200ϲ͖ Cook et 
al., 201ϯͿ. �ntertaining aĐtiǀities suĐh as lunĐheons, 
cocktail hours, and dinners can build stronger 
relationships betǁeen seller and buyer, leading to 
potential reǀenue opportunities ;&u et al., 2009Ϳ. 
dhis type of soĐial eǆĐhange betǁeen buyer and 
seller Đan iŵpaĐt Đoalition forŵation, trust and 
positiǀe eŵotions ;Cook and RiĐe, 200ϯͿ, leading to 
inĐreased perforŵanĐe.  

�uilding oī the original researĐh on entertaining 
ĐonduĐted by &inn and MonĐrief ;198ϱͿ, Rodrigueǌ 
et al. ;201ϱͿ eǆaŵined the iŵpaĐt of entertaining 
orientation on perĐeiǀed eǆternal bonding ;soĐial 
aĐtiǀities ǁith Đlients and prospeĐtsͿ and internal 
bonding ;soĐial aĐtiǀities ǁith Đolleagues and 
peers ǁithin the organiǌationͿ related to sales 
perforŵanĐe. tith both theories serǀing as the 
foundation, this study eǆpands the ĐonĐeptual 
ŵodel in &igure I and eǆaŵines ǁhether diīerenĐes 
eǆist betǁeen the h.S. and &ranĐe, utiliǌing tǁo 
diŵensions of ,ofstede͛s ŵodel͗ indulgenĐe and 
ĐolleĐtiǀisŵ. 

 

H1 

H2 

Entertainment 
Orientation 

Perceived Entertainment 
Impact on Sales Performance 

Internal Bonding 

dhe priŵary foĐus of the study is to build on the en-
tertainŵent orientation ŵodel by eǆaŵining Đultur-
al diīerenĐes betǁeen the h.S. and &ranĐe. dhese 
tǁo diŵensions ǁere Đhosen based on the Đontent 
analysis, in-class discussion and parallels to those 
diŵensions͛ potential iŵpaĐt on soĐialiǌing and en-
tertaining. dhe folloǁing seĐtion proǀides ŵore inͲ
depth Đonǀersation on the tǁo speĐiĮĐ diŵensions 
of indulgenĐe and ĐolleĐtiǀisŵ. 

Hofstede’s Dimensions of Culture
,ofstede s͛ initial ŵodel inĐluded four diŵensions of 
Đulture͗ Woǁer �istanĐe͖ IndiǀidualisŵͲColleĐtiǀisŵ͖ 
MasĐulinityͲ&eŵininity͖ and hnĐertainty �ǀoidanĐe 
;,ofstede, 1980Ϳ. dǁo additional diŵensions ǁere 
then added to the fraŵeǁork͗ >ongͲderŵ ;ǀs ShortͲ
derŵͿ Krientation and IndulgenĐe ;,ofstede and 
�ond, 1988Ϳ. dhe ĐrossͲĐultural fraŵeǁork desĐribes 
a soĐiety s͛ ǀalues and hoǁ diīerenĐes in ǀalues relate 
to behaǀior. &igure II illustrates diīerenĐes betǁeen 
h.S. and &renĐh Đulture, aĐĐording to ,ofstede.
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&igure 2 ,ofstede s͛ Model of Cultural �iŵensions͗ &ranĐe ǀs. hS.

dhe Įrst diŵension of foĐus for this study is Indul-
genĐe, ǁhiĐh is deĮned as the eǆtent to ǁhiĐh a 
soĐiety alloǁs gratiĮĐation, outside of basiĐ huŵan 
needs, related to enũoying life ;,ofstede, 2011Ϳ. dhe 
opposite of indulgence in restraint. In restrained cul-
tures, gratiĮĐation is restriĐted and ŵore Đontrolled.  
>ooking speĐiĮĐally at IndulgenĐe, the sĐore for 
the h.S. is ŵuĐh higher than &renĐh Đulture. �ased 
on the higher sĐore, �ŵeriĐan Đustoŵers are ŵore 
likely to seek gratiĮĐation and indulge in entertain-
ŵentͲoriented aĐtiǀities suĐh as dinners, golf outings 
or ĐoĐktails. Sales professionals utiliǌe entertainŵent 
opportunities to deǀelop Đloser relationships ;Ro-
drigueǌ et al., 201ϱͿ. ͞� soĐial eǀent Đan predispose 
the buyer to be ŵore reĐeptiǀe to subseƋuent sales 
overtures. It also increases awareness of the sales-
person s͛ produĐt or serǀiĐes and, ŵost iŵportant-
ly, of the sales rep as a person͟ ;'eiger and durley, 
200ϱ͗ 2ϲϳͿ. dhough the ŵeasure generally desĐribes 
the h.S. as a ǁhole, past researĐh has ĐonĮrŵed that 
entertainŵent plays a role in the sales proĐess and 
has a positiǀe relationship ǁith sales perforŵanĐe 
;>ohtia et al., 2009͖ �e tulf et al., 2001͖ &inn and 
MonĐrief, 198ϱ͖ Rodrigueǌ et al., 201ϱͿ. hsing ,ofst-
ede s͛ ŵodel as a foundation and looking at the high-
er h.S. sĐore of indulgenĐe, ǁe propose͗  

 H1: The relationship between entertainment orien-
tation and sales performance will be stronger for the 
more indulgent culture, the United States. 

 

dhe seĐond diŵension Đonsidered is Indiǀidualisŵ 
;ǀersus ColleĐtiǀisŵͿ, ǁhiĐh is deĮned as the leǀel to 
which individuals are integrated into groups. In indi-
ǀidualistiĐ Đultures, the foĐus is on personal aĐhieǀe-
ŵents͖ those in ĐolleĐtiǀist soĐieties are foĐused on 
ǁorking in harŵony and as a Đohesiǀe group ;,ofst-
ede, 2001͗ 209Ϳ. dhis suggests that there is soŵe leǀ-
el of interdependenĐe aŵong ŵeŵbers of a soĐiety, 
oŌen eǆpressed by an ͞I͟ ǀs ͞ǁe͟ ŵentality. Coun-
tries that are higher in this diŵension tend to look 
aŌer theŵselǀes, ǁhile those on the loǁer end of 
the sĐale are ŵore ĐolleĐtiǀe in nature and Đonsider 
those ǁho belong to their group. In &igure II, the h.S. 
sĐores 91 and &ranĐe ϳ1 in indiǀidualisŵ, ŵeaning 
that &ranĐe is ŵore ĐolleĐtiǀe. dhis ĐolleĐtiǀe asso-
Điation ǁould indiĐate a greater need to forŵ deep 
relationships ǁith their peers at ǁork. Rodrigueǌ 
et al. ;201ϱͿ, identify this phenoŵenon as Internal 
�onding, ǁhiĐh is deĮned as ͞soĐial aĐtiǀities used to 
engage internal ŵeŵbers for the purpose of gaining 
trust, understanding needs, andͬor gaining aĐĐess to 
inforŵation͟ ;2ϲ1Ϳ. �s shoǁn in past researĐh, so-
Đialiǌation aŵong internal stakeholders ;ŵarketing 
serǀiĐe, ŵanageŵentͿ Đontributes to future sales 
perforŵanĐe ;Cropanǌano and MitĐhell, 200ϱͿ. hsing 
,ofstede s͛ ŵodel of ĐolleĐtiǀisŵ ͬ indiǀidualisŵ, ǁe 
propose:  

H2: The relationship between internal bonding and 
sales performance will be stronger for the more col-
lective culture, France.
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dable ϯ Correlations, ConstruĐt Validity and Reliability

STUDY TWO

dhe foĐus of this study is to test the Đultural relation-
ship diīerenĐes in student perĐeption of �ntertain-
ŵent Krientation and Internalͬ�ǆternal �onding on 
Sales WerforŵanĐe.

Methodology

�ata ǁas ĐolleĐted using an online surǀey Đonsisting 
of &renĐh and �ŵeriĐan business students. WartiĐi-
pants were selected for the study based on several 
Đriteria͗ 21 years of age or older, ŵiniŵuŵ student 
standing as a senior, aƩending a &renĐh or �ŵeriĐan 
business sĐhool, froŵ &ranĐe or the hnited States, 
and Đurrently enrolled in a business ŵarketing or 
sales upper level course.

Sample

Student data ǁas utiliǌed for tǁo reasons. &irst, the 
generation noǁ entering the ǁorkforĐe ǁill shape 
the business enǀironŵent today and for years to 
Đoŵe. �y 2020, ŵillennials alone ǁill forŵ ϱ0й of 
the global ǁorkforĐe. SeĐond, the neǁ generation, 
noǁ 'en �, is diīerent froŵ those ǁho haǀe gone 
before, ǁith diīerent ŵotiǀations and ǁork aƫtudes 
;Rigoni and �dkins, 201ϲͿ. tith the potential for this 
generation to represent a large portion of the future 
ǁorkforĐe, and ǁith diīerent ǀieǁs, the Įndings 
ǁill help sales ŵanagers deǀelop guidanĐe froŵ an 
entertaining perspeĐtiǀe. dhe saŵple for this study 
Đaŵe froŵ business ŵarketing and sales Đlasses in 
�ŵeriĐan and &renĐh business sĐhools. �n online 
surǀey yielded 228 partiĐipants out of 2ϱ2 surǀeys 
sent ;90.ϰй response rateͿ. dhe saŵple inĐluded͗ 
ϰ9й ŵales, ϱϱй &renĐh and ϰϱй �ŵeriĐan, ǁith 
ages ranging froŵ 21Ͳ2ϯ years.

Measures

�ll ŵeasures in this study ǁere borroǁed froŵ pre-
ǀious researĐh. Iteŵs ǁere ŵeasured on a ϳͲpoint 
>ikert sĐale ǁith anĐhors of Strongly �isagree ;1Ϳ 
and Strongly �gree ;ϳͿ. �ntertainŵent Krientation 
Đoŵes froŵ preǀious researĐh on relationshipͲbuild-
ing aĐtiǀities ;'eiger and durley, 200ϱ͖ Walŵatier et 
al., 200ϳͿ. �n eǆaŵple Ƌuestion is͗ �ntertainŵent 
is iŵportant in building business relationships. dhe 
construct, Internal Bonding, focuses on internal re-
lationshipͲenhanĐing aĐtiǀities. �n eǆaŵple Ƌuestion 
is͗ ͞It is eǆtreŵely iŵportant to ŵy Đareer to haǀe a 
drink ǁith ŵy Đolleagues aŌer ǁork,͟  taken froŵ Ro-
drigueǌ et al. ;201ϱͿ. Relationship perforŵanĐe ǁas 
adapted froŵ Suũan et al. ;199ϰͿ learning orientation 
sĐale. dhe sĐale ŵeasures the perĐeption of enter-
tainŵent s͛ iŵpaĐt on perforŵanĐe. �n eǆaŵple 
Ƌuestion is͗ ͞�ntertaining enables business profes-
sionals to identify ŵaũor aĐĐounts and sell to theŵ.͟  

dhe guidelines for eǆaŵining internal ĐonsistenĐy, 
Đonǀergent ǀalidity, and disĐriŵinant ǀalidity ǁere 
folloǁed to ĐheĐk the ŵeasureŵent ǀalidity of all 
ĐonstruĐts ;'efen and Straub, 200ϱͿ. dable ϯ pres-
ents the Đorrelations aŵong the ĐonstruĐts and the 
psyĐhoŵetriĐ Ƌuality ŵeasures for eaĐh ĐonstruĐt, 
inĐluding Đoŵposite reliability and CronbaĐh s͛ alpha. 
 Nunnally ;19ϲϳͿ reĐoŵŵends that ĐonstruĐts haǀe 
an alpha ĐoeĸĐient greater than .ϳ0.  Coŵposite 
reliability ranged froŵ .ϳ9ϳ to .821 for all entertain-
ŵent orientation, internal bonding and relationship 
perforŵanĐe, eǆĐeeding the ŵiniŵuŵ reƋuireŵent 
of 0.ϳ0. dhe aǀerage ǀarianĐe eǆtraĐted ;�V�Ϳ ǁas 
slightly higher than .ϱ0 for all three ĐonstruĐts, eǆ-
Đeeding 0.ϱ0 ;,air et al., 2012Ϳ, indiĐating Đonǀer-
gent ǀalidity for all ĐonstruĐts. te also ĐalĐulated the 
,eterotraitͲMonotrait Ratio ;,dMdͿ ǀalues, ǁith the 
highest ǀalue being .ϯ88, ǁhiĐh is beloǁ .8ϱ ŵaǆi-
ŵuŵ Đriteria. dherefore, there is disĐriŵinant ǀalidi-
ty aŵong the sĐales. dable ϯ illustrates these Đorrela-
tions, reliability and ǀalidity ŵeasures.

�K IB PER
�ntertainŵent Krienta-
tion .596

Internal Bonding .293 .732
WerĐeiǀed �ntertainŵent 
IŵpaĐt on Sales Werfor-
ŵanĐe

.361 .206 .757

CronbaĐh s͛ �lpha .821 .797 .814
Coŵposite Reliability .827 .851 .819
AVE .515 .536 .573
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Structural Model and Multigroup Analysis 

In order to eǆaŵine the relationships betǁeen the 
ĐonstruĐts and Đoŵpare the path ĐoeĸĐients be-
tǁeen �ŵeriĐan and &renĐh Đultures, tǁo analyses 
ǁere perforŵed. dhe Įrst step ǁas to eǆaŵine the 
relationships ǁith Wartial >east SƋuares StruĐtural 
�Ƌuation Modeling ;W>SͲS�MͿ using SŵartW>S 2.0 
;Ringle et al., 200ϱͿ. W>S is siŵilar to traditional Đo-
ǀarianĐeͲbased StruĐtural �Ƌuation Modeling, in that 
both teĐhniƋues ŵodel the struĐtural relationship 
in a set of ĐonstruĐts ;>ee, 199ϳͿ. W>SͲS�M reƋuires 
feǁer statistiĐal speĐiĮĐations and data Đonstraints 
than ĐoǀarianĐeͲbased S�M. dable ϰ suŵŵariǌes 

the path ĐoeĸĐients to eǀaluate ŵodel Įt and ŵea-
sure strength of assoĐiation betǁeen independent 
and dependent ǀariables ;,air et al., 2011Ϳ. dhe es-
tiŵated ĐoeĸĐients in the path diagraŵ represent 
the strength of the eŵpiriĐal relationships. &or the 
&renĐh saŵple, both path ĐoeĸĐients, internal bond-
ing to relationship perforŵanĐe and entertainŵent 
orientation to relationship perforŵanĐe, are both 
signiĮĐant at .ϯ1ϱ and .280 respeĐtiǀely. dhe �ŵer-
iĐan saŵple shoǁs the relationship betǁeen enter-
tainŵent orientation and relationship perforŵanĐe 
is signiĮĐant, at .ϲ00, and the relationship betǁeen 
internal bonding and relationship perforŵanĐe has a 
path ĐoeĸĐient of .1ϲ8. 

Path
 Coeĸ-
cient

&renĐh

T
StatistiĐs

P
Values

Path Co-
eĸĐient 

hS

T
Statis-

tiĐs

P
Values

Internal Bonding -> Perceived Entertain-
ŵent IŵpaĐt on Sales WerforŵanĐe .315 1.588 .113 .168 1.356 .176

�ntertainŵent Krientation Ͳх WerĐeiǀed 
�ntertainŵent IŵpaĐt on Sales Werfor-
ŵanĐe

.280 .777 .438 .600 6.782 .001

R SƋuare ;WerĐeiǀed �ntertainŵent  
IŵpaĐt on Sales WerforŵanĐe .271 .484

dable ϰ Wath CoeĸĐients

dable ϱ Multigroup �nalysis

In ,ypothesis 1, ǁe propose the relationship betǁeen entertainŵent orientation and sales perforŵanĐe is 
stronger for the ŵore indulgent Đulture, the hnited States. tith a path ĐoeĸĐient of .ϲ00, �ŵeriĐan enter-
tainŵent orientation relationship ǁith perforŵanĐe ǁas higher than the Đulture ǁith a loǁer sĐore on indul-
genĐe, &ranĐe͖ therefore, ,1 ǁas supported. 
In ,ypothesis 2, ǁe propose that the relationship betǁeen internal bonding and sales perforŵanĐe ǁill be 
stronger for the higher ĐolleĐtiǀisŵ Đulture, &ranĐe. tith a path ĐoeĸĐient of .2ϳ0, &ranĐe s͛ internal bonding 
relationship ǁith perforŵanĐe ǁas higher than the Đulture ǁith a loǁer sĐore on ĐolleĐtiǀisŵ, the hnited 
States͖ therefore, ,2 ǁas supported
Neǆt, a W>S ŵultigroup analysis ;W>SͲM'�Ϳ ǁas used to deterŵine ǁhether signiĮĐant diīerenĐes betǁeen 
path ĐoeĸĐients for the h.S. and &ranĐe eǆist ;<eil et al., 2000Ϳ. Wrior to running W>SͲM'�, ǁe tested ŵea-
sureŵent inǀarianĐe of Đoŵposite ;MICKMͿ, to identify ŵeasureŵent inǀarianĐe ;,enseler et al., 201ϲͿ. dhe 
results indiĐate pͲǀalues of outer loadings are higher than .0ϱ͖ therefore, establishing inǀarianĐe of the ŵea-
sures.  �dditionally, absolute diīerenĐes of the path ĐoeĸĐients and pͲǀalues are suŵŵariǌed in dable ϱ. 
tith pͲǀalues of .ϲ2ϯ for entertainŵent orientation on perforŵanĐe and .1ϳ1for internal bonding on perfor-
ŵanĐe, the results shoǁ that there are no signiĮĐant diīerenĐes, sinĐe the ǀalues are not sŵaller than .00ϱ 
or higher than .95. 

Wath CoeĸĐientsͲdiī      
;&R�NC, Ͳ hSͿ

p-Value 
;&R�NC, Ͳ hSͿ

�ntertainŵent Krientation Ͳх WerĐeiǀed �ntertainŵent IŵpaĐt on 
Sales WerforŵanĐe

.320 .623

Internal �onding Ͳх WerĐeiǀed �ntertainŵent IŵpaĐt on Sales Wer-
forŵanĐe

0.147 0.171
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Discussion and Implications

�s the global ǁorkforĐe beĐoŵes ŵore diǀerse, it 
is iŵportant for sales professionals to be aǁare of 
Đultural diīerenĐes and deǀelop the skills to ŵanage 
selling transaĐtions froŵ a ĐrossͲĐultural perspeĐtiǀe. 
�espite oǀerall proof that people froŵ diǀerse baĐk-
grounds and Đultures diīer in the ǁay they ĐonduĐt 
business, it is huŵan nature to think that eǀeryone 
behaǀes the saŵe. 
do begin to understand this, ǁe eǆaŵined student 
perĐeptions of possible ethiĐal Đhallenges faĐed 
ǁhile entertaining in business for both �ŵeriĐan and 
&renĐh student populations of graduating seniors. 
�lthough Đoŵŵon theŵes eŵerged betǁeen the 
groups, notable diīerenĐes eǆist in perĐeiǀed ethiĐal 
iŵpliĐations of entertaining related to blurring the 
boundaries between work and personal life, espe-
Đially for the &renĐh students, and eǆĐessiǀe drink-
ing, entertainŵent seen as a ǁaste of resourĐes and 
bribesͬpressure as a result of entertaining espeĐially 
for the �ŵeriĐan students. 
In Study dǁo, ǁe eǆaŵined tǁo Đultures, the h.S. and 
&ranĐe, aĐross entertainŵent orientation and inter-
nalͬeǆternal bonding and entertainŵent s͛ perĐeiǀed 
iŵpaĐt on sales perforŵanĐe. te Įrst proposed that 
the h.S. ǁill haǀe a stronger relationship betǁeen 
entertainŵent orientation and sales perforŵanĐe ǀs 
&renĐh Đulture, due to higher indulgenĐe sĐores. dhe 
path ĐoeĸĐient for �ŵeriĐan Đulture ǁas larger than 
&renĐh Đulture, ǁhiĐh ŵeans that entertaining ŵay 
play a big role in �ŵeriĐan Đulture. dhose froŵ oth-
er Đultures ŵay Đonsider inǀesting in soĐial aĐtiǀities 
such as dinners, luncheons, and happy hours in order 
to ĐonduĐt ŵore suĐĐessful business ŵeetings. dhese 
type of selling teĐhniƋues proǀide a uniƋue tool to 
sales professionals ;Rodrigueǌ et al., 201ϱ͖ 'eiger 
and durley, 200ϱͿ. Kther Đultures doing business ǁith 
�ŵeriĐan Đustoŵers Đannot oǀerlook the poǁer of 
ĐonduĐting business outside the ǁorkplaĐe. hnder-
standing the �ŵeriĐan tendenĐy to indulge Đan help 
sales professionals froŵ other Đultures ǁork ŵore 
eīeĐtiǀely to aĐhieǀe suĐĐessful sales transaĐtions. 
Kn the other side, �ŵeriĐan sales professionals 
should not assuŵe that other Đultures are as indul-
gent and eŵbraĐe indulging in soĐial aĐtiǀities. Kǀer 
engaging in entertainŵent behaǀiors, suĐh as drink-
ing or eǆpensiǀe dinners, Đan lead to unĐoŵfortable 
or diĸĐult situation for those Đultures ǁho are loǁ in 
indulgenĐe sĐores.  �ntertainŵent froŵ a ĐrossͲĐul-
tural perspeĐtiǀe Đan be seen as Đonfusing, oīensiǀe 
or unethiĐal.  It s͛ iŵportant that Đultures in the hnit-
ed States or other Đountries researĐh the loĐal eti-
ƋueƩe, Đustoŵs and protoĐol.   
dhe seĐond hypothesis proposed that &renĐh ǁill 
haǀe stronger relationships betǁeen internal bond-
ing and sales perforŵanĐe ǀs �ŵeriĐan Đulture due 
to &renĐh Đulture s͛ loǁer indiǀidualisŵ ;higher Đol-
leĐtiǀisŵͿ sĐores. dhough not signiĮĐantly diīerent, 
there is a relationship betǁeen internal bonding and 

sales perforŵanĐe for &ranĐe. dhe &renĐh are ŵore 
of a ĐolleĐtiǀisŵ soĐiety than the h.S., ǁhiĐh ŵeans 
the Đulture plaĐes ŵore foĐus on the group than the 
indiǀidual. then ŵanaging internal teaŵs froŵ a 
ĐrossͲĐultural perspeĐtiǀe, leaders should Đonsider 
Đultural Đustoŵs and ǀalues. &or the &renĐh, that 
ŵay ŵean grabbing Đoīee, eating lunĐh together 
or Đoordinating teaŵͲbuilding eǀents. �dditionally, 
ŵanagers Đan Đonsider Đoŵpensation ŵodels that 
beneĮt the entire group ŵore than the indiǀidual. 
�ased on the results, a ĐolleĐtiǀist soĐiety ǀalues in-
ternal bonding, believing this leads to increased per-
forŵanĐe for the Įrŵ. Managers froŵ other Đultures 
ǁho are leading �ŵeriĐan sales teaŵs, hoǁeǀer, 
need to take into Đonsideration the high indiǀidual-
istiĐ sĐores and foĐus on indiǀidual reǁards reĐogniǌ-
ing perforŵanĐe.   
&roŵ an aĐadeŵiĐ perspeĐtiǀe, sales eduĐators 
should inĐorporate ŵore ĐrossͲĐultural disĐussion 
and role plays in professional selling Đourses. Sales 
eduĐators Đan utiliǌe roleͲplay siŵulations as an ef-
feĐtiǀe tool to deǀelop the neǆt generation of sales 
professionals ;Inks and �ǀila, 2008Ϳ, and although 
eduĐators agree Đultural diīerenĐe training is ǀalu-
able, few include training in their role plays and 80% 
of sales eduĐators haǀe liŵited knoǁledge of Đul-
tural diīerenĐes. dherefore, ,ofstede s͛ Model ŵay 
proǀide soŵe foundational support to sales eduĐa-
tors and sales ŵanagers alike ;Rodrigueǌ and �oyer, 
201ϳͿ.  
doday s͛ sales enǀironŵent is beĐoŵing ŵore glob-
al. It is proũeĐted that neǁ eŵigrants ǁill aĐĐount 
for ŵore than eighty perĐent of population groǁth 
froŵ 200ϱ to 20ϱ0, and alŵost tǁenty perĐent of 
the h.S. population ǁill be ĮrstͲgeneration eŵi-
grants by ŵidͲĐentury ;Wassel and Cohn, 2008Ϳ. tith 
the inĐrease of globaliǌation in the Đurrent ŵarket-
plaĐe, the ŵodernͲday sales professional is faĐed 
ǁith understanding diīerent Đultures, behaǀiors, 
and ǀalues froŵ both inside ;internal bondingͿ and 
outside ;entertainŵent orientationͿ the Įrŵ. �s �ak-
er and �elpeĐhitre suggest, ͞�eǀeloping ĐrossͲĐul-
tural adaptability thus reƋuires Đultural intelligenĐe 
to suppleŵent traditionally taught adaptiǀe selling 
skills as a neĐessary Đoŵponent of the ĐrossͲĐultur-
al selling suĐĐess͟ ;201ϲ͗ ϳ8Ϳ. �ue to the foreĐasted 
groǁth for the h.S. to do business internationally, it 
is ĐruĐial that toŵorroǁ s͛ sales leaders adapt to eaĐh 
Đountry s͛ Đultural diīerenĐes. tith the Đoŵpleǆity 
of understanding the global business enǀironŵent, 
the sales proĐess is eǀolǀing, and therefore, ŵodern 
sales professional should evolve as well. Those who 
are unǁilling to adapt ŵay fail in deǀeloping relation-
ships in cross-cultural selling, crucial to evolving into 
global sales Đitiǌens.
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Limitations and Future Research

'iǀen the eǆploratory nature of this researĐh in en-
tertainŵent froŵ a ĐrossͲĐultural perspeĐtiǀe, there 
are seǀeral liŵitations. &irst, the study is based on 
student perĐeptions for entertainŵent. SinĐe they 
haǀe not yet ũoined the ǁorkforĐe, the saŵple laĐks 
the eǆperienĐe of soĐialiǌing froŵ a business per-
speĐtiǀe. �t their age ;21Ͳ2ϯ yearsͿ soĐialiǌing is Đen-
tral to their liǀelihood and ŵay Đhange ǁith ŵore 
responsibilities and ŵaturity. &uture studies should 
eǆpand to inĐlude a broader saŵple of students 
and business professionals. SeĐond, the study ǁas 
liŵited to the h.S. and &ranĐe. &uture studies ŵay 
seek to eǆpand to other ŵaũor Đountries that Đon-
duĐt business ǁith the h.S., suĐh as China, �raǌil or 
South �ŵeriĐan Đountries. dhird, the ,ofstede Coun-
try Coŵparison dool  is referenĐed as a foundation to 

understand ĐrossͲĐultural diīerenĐes froŵ a general 
population perspeĐtiǀe. �s past researĐh has shoǁn, 
eaĐh indiǀidual ŵay perĐeiǀe Đulture diīerently 
;MarsiĐk and tatkins, 200ϯͿ. &uture researĐh should 
inĐlude an assessŵent suĐh as the indiǀidualisŵͬĐol-
leĐtiǀisŵ sĐale deǀeloped by driandis and 'elŇand 
;1998Ϳ. �dding the ĐonstruĐt ǁould enable researĐh-
ers to test the ŵoderating eīeĐt of Đultural diŵen-
sions direĐtly. &inally, the ŵodel ǁas liŵited to tǁo 
diŵensions of ,ofstede s͛ ŵodel͗ indulgenĐe and Đol-
leĐtiǀisŵ. dhese tǁo diŵensions ǁere Đhosen based 
on the eǆploratory study and inͲĐlass disĐussion on 
the potentials parallels betǁeen entertaining and 
the tǁo diŵensions of indulgenĐe and ĐolleĐtiǀisŵ. 
� future study should inĐlude all siǆ diŵensions of 
,ofstede s͛ ŵodel and eǀaluate hoǁ eaĐh diŵension 
inŇuenĐes entertainŵent orientation and internal 
bonding.
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INTRODUCTION 

Inforŵation teĐhnologies deǀelopŵent ǁorldǁide 
and their iŵpaĐt on all aspeĐts of huŵan life and 
work is also evident within the areas of Bosnia and 
,erǌegoǀina. dhis is the era in ǁhiĐh ŵost Đoŵpanies 
switch to electronic business. Nowadays, without 
the Internet and electronic business, it is digitally 
undoable to realize the business goals, as well as set 
and ĐonduĐt business proĐesses ŵore eĸĐiently. 

dhe aiŵ of the paper is to inǀestigate the ŵost 
iŵportant preĐonditions in deǀelopŵent of 
eĐoŵŵerĐe in �osnia and ,erǌegoǀina and to 
eǆaŵine ǁhiĐh ones present the ŵost iŵportant 
faĐtors under Đertain assuŵptions that aīeĐt 
the suĐĐessful deǀelopŵent of eͲĐoŵŵerĐe. dhe 
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Abstract 

The appearance of the Internet indicates the need to move to new business conditions, for not just the com-
pany, but also the user in terms of obtaining the information required for the desired products and / or ser-
vices. Objective to the huge competition of companies must strive to satisfy as much as possible the needs 
of customers and to connect them to themselves. Companies have to build long-term relationships based on 
trust and loyalty, which can largely provide information technology as a well-organized database as one of 
the elements of e-business.
The aim of the paper is to investigate the most important preconditions for the development of e-commerce 
in Bosnia and Herzegovina and to examine the most important factors under certain assumptions that affect 
the successful development of e-commerce.
The subject of the research is to determine the relevant prerequisites for the development of electronic com-
merce by analyzing the mostly secondary data available to us.
The research results show that the development of e-commerce in Bosnia and Herzegovina was certain, but 
it is necessary to include in the most important trend and look for innovative solutions that can improve this 
development both quantitatively and qualitatively. Also, the strategy for the future development of e-com-
merce in Bosnia and Herzegovina needs to be saturated with the following assumptions: increasing the level 
of economic and social development, greater connectivity of telecommunication and information systems 
(technological preconditions), higher education of the population in terms of information technologies and 
knowledge of English. (social preconditions) as well as adequate legal regulation of electronic commerce.

Keywords: electronic commerce, marketing, e-commerce prerequisites, information technology.

JEL: M37

inǀention of the Internet signiĮed the need of 
sǁitĐhing to a neǁ business enǀironŵent, not only in 
the sphere of the Đoŵpany, but also for the users in 
terŵs of obtaining the inforŵation needed in pursue 
for the desired produĐts and ͬ or serǀiĐes. 'iǀen the 
treŵendous Đoŵpetition, the Đoŵpany ŵust striǀe 
to ŵeet the best possible Đustoŵer ͬ  Đustoŵer needs 
and to ĐonneĐt these ǁith theŵselǀes. Coŵpanies 
need to build longͲterŵ relationships based on 
trust and loyalty, which can be largely supported by 
inforŵation teĐhnology as a ǁellͲorganiǌed databaseͲ 
one of the key eleŵents of eͲbusiness. 

tithin Đonstant struggle enǀironŵent, and strong 
Đoŵpetition, Đoŵpanies Įnd neǁ strategies 
in aĐhieǀing beƩer ŵarket position and ŵore 
suĐĐessful business. Kne of the key strategies is 
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ŵarketing orientation to Đlients froŵ ǁhiĐh the 
respeĐtiǀe goals are pursued, applying eleŵents of 
eleĐtroniĐ business, and a Đonteŵporary eͲŵarketing 
strategy. dhis strategy iŵplies Đonstant fulĮllŵent 
of Đustoŵers͛ desires and their needs, establishing 
Đonstant ĐoŵŵuniĐation and ŵaintaining Đustoŵer 
relationships. �s a result of this strategy, Đustoŵers 
will gain the asset throughout a range of product 
and serǀiĐe enhanĐeŵents. SuĐh a trend is the 
result of Đontinuous teĐhnologiĐal Đhanges, 
espeĐially in the Įeld of inforŵationͲĐoŵŵuniĐation 
teĐhnologies innoǀation, ŵarket deǀelopŵent, 
and the iŵproǀeŵent of produĐtion and serǀiĐe 
processes, changes within the process of physical 
goods produĐtion in terŵs of starting proĐesses 
towards clients. According to the latest Internet-
based research conducted worldwide, there has 
been a steady increase with the Internet users. 
dhe situation is siŵilar in �osnia and ,erǌegoǀina. 
ReĐently, strong adǀertising Đaŵpaigns haǀe been 
launĐhed to proŵote ;Đheaper and fasterͿ 

Internet aĐĐess serǀiĐes throughout the ŵedia. �ased 
on this, it s͛ eǀident that �osnia and ,erǌegoǀina is 
also following the world trends in this area. 

dhe Internet has beĐoŵe the basis of Đonteŵporary 
business ĐoŵŵuniĐation on an international sĐale, 
on ǁhiĐh the basis for the deǀelopŵent of eleĐtroniĐ 
ŵarketing and eͲĐoŵŵerĐe, giǀes the opportunity 
for Đoŵpanies to present produĐts and serǀiĐes 
globally. hnder these Đonditions, global Đoŵpanies 
are forŵed ǁith a branĐh netǁork, ǁhiĐh is through 
EDI1  in Đontinuous ĐoŵŵuniĐation ǁith produĐers, 
trading Đoŵpanies, banks and Įnally, Đonsuŵers.

THE ESTIMATES ON THE DEVELOPMENT OF 
ELECTRONIC COMMERCE IN BOSNIA AND 
HERZEGOVINA

In order to deǀelop the eleĐtroniĐ ĐoŵŵerĐe in 
Bosnia and Herzegovina, it is crucial to achieve the 
neĐessary institutional and teĐhniĐalͲteĐhnologiĐal 
assuŵptions. �ll the estiŵates do not haǀe the 
saŵe inŇuenĐe on the deǀelopŵent of eleĐtroniĐ 
ĐoŵŵerĐe in �osnia and ,erzegovina, but each 
of theŵ Đan aīeĐt the suĐĐessful deǀelopŵent or 
stagnate in the deǀeloping ǁorld. In the fraŵeǁork 
of institutional assuŵptions, the ŵost iŵportant is 
to proǀide adeƋuate legal regulation at state leǀel 
of Bosnia and Herzegovina, which is about to be in 
a ĐoŵplianĐe ǁith legislation of eleĐtroniĐ business 
with other countries in the world and especially with 
the legislation of the �uropean hnion and the hnited 
States. 

1 �leĐtroniĐ �ata InterĐhange ;�i,, elektronska raǌŵũena 
podatakaͿ

,arŵoniǌation of the legal regulations on eleĐtroniĐ 
banking ǁith regulation the �h assuŵption ŵakes 
faster and ŵore eĸĐient iŵpleŵentation of 
eleĐtroniĐ ĐoŵŵerĐe and eleĐtroniĐ business at all in 
Bosnia and Herzegovina.

The legal assumptions

�y analyǌing seĐondary data, it ŵakes eǀident that 
at the level of Bosnia and Herzegovina there is no 
legal regulation in the Įeld of eleĐtroniĐ business or 
eleĐtroniĐ ĐoŵŵerĐe as the ŵost iŵportant segŵent 
of eleĐtroniĐ business. Knly the >aǁ on �leĐtroniĐ 
Signature has been passed froŵ the legal regulations. 
�ased on an analysis of the legal regulations at the 
�ntity leǀel of the �osnia and ,erǌegoǀina &ederation 
and the �ntities of Republika Srpska and the �rĐko 
�istriĐt, it is noted there is a legal gap in the �ntity 
of the &ederation of �osnia and ,erǌegoǀina and the 
�rĐko �istriĐt in realiǌation of eleĐtroniĐ business as 
well as at the state level of Bosnia and Herzegovina 
, thile the �ntity of Republika Srpska has legally 
fraŵed this area, but there are probleŵs in realiǌing 
the adopted legal fraŵeǁorks. �nother probleŵ is 
that at the level of Bosnia and Herzegovina, there 
is no Đertifying establishŵent in registration of 
electronic signatures. Perhaps the biggest obstacle 
to greater deǀelopŵent of eleĐtroniĐ ĐoŵŵerĐe is 
the absenĐe of the �leĐtroniĐ CoŵŵerĐe �Đt neither 
at the level of Bosnia and Herzegovina, nor at the 
�ntity and �rĐko leǀel, ǁhiĐh is neĐessary for faster 
deǀelopŵent of eĐoŵŵerĐe.

Economic assumptions

�ĐonoŵiĐ issues aīeĐt the ĐonĐept of eleĐtroniĐ 
ĐoŵŵerĐe and eͲĐoŵŵerĐe, both ǁithin the 
organiǌation itself and in relation ǁith the 
enǀironŵent. dhe neǁ teĐhnologies applianĐe in the 
Đoŵpany s͛ business results in loǁer operating Đosts, 
proǀiding tiŵely inforŵation and Đheaper serǀiĐes 
to Đonsuŵers. tithin the Đoŵpany, the inforŵation 
appliĐation and ĐoŵŵuniĐation teĐhnologies leads 
to the autoŵation of the business proĐess itselfͲ the 
inforŵation that is aǀailable alǁays is aĐĐessible to all 
organiǌational units in the Đoŵpany, thus speeding 
up the business cycle itself. Applying the concept of 
eͲbusiness outside the Đoŵpany, or the enǀironŵent 
integration alloǁs for a uniĮed netǁork betǁeen 
suppliers, large Đorporations, goǀernŵent agenĐies 
and other business factors, leading to a faster 
and ŵore eĸĐient business, thus inĐreasing the 
Đoŵpany s͛ Đoŵpetitiǀeness on the global ŵarket.2 
&or the deǀelopŵent of eleĐtroniĐ ĐoŵŵerĐe, 
eĐonoŵiĐ assuŵptions are key faĐtors. Realiǌation of 
eleĐtroniĐ ĐoŵŵerĐe results ǁith a reduĐtion in the 
transaĐtion Đosts and saǀings that Đan be aĐhieǀed 

2 Noǀakoǀiđ, J. ;200ϱͿ �lektronsko posloǀanũe. �eograd͗ 
Megatrend uniǀerǌitet priŵenũenih nauka,  str. ϲ.
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throughout this business segŵent. tebͲbased 
business enables you to reduce your banking costs, 
which are in this case a lot lower. Here are the crucial 
Įǆed Đosts that arise froŵ the need for eƋuipŵent and 
teleĐoŵŵuniĐation lines. �lso, the additional Đosts 
of serǀiĐing business transaĐtions on the teb ŵight 
be ǀery loǁ. �leĐtroniĐ business enables relatiǀely 
loǁ Đosts, not ũust Đoŵpanies but also indiǀiduals, 
to be globally aǀailable. So, the loĐation is no longer 
iŵportant. Coŵpanies noǁ get to Đhoose a loĐation 
and a country depending on their business costs and 
Đhoose the ŵost Đonǀenient destination for realiǌing 
their business aĐtiǀities. �lso, a Đoŵpany Đan engage 
a highly skilled ǁorkͲrelated terŵ that Đould be 
ŵore Đoŵpetitiǀe. It is iŵportant to obserǀe the Id 
infrastruĐture, but it should not be forgoƩen that 
the transport infrastruĐture is ǀery iŵportant, both 
land, sea, and air. dhe realiǌation of an eͲĐoŵŵerĐe 
proũeĐt Đan͛t be iŵpleŵented ǁithout thinking 
globally, ǁhiĐh inĐludes deǀelopŵent and aǀailability 
of ŵarkets, produĐtion organiǌation, Đorporate 
goǀernanĐe and Đonsuŵer strategy at the global leǀel. 
In addition, tǁentyͲfour hours of ǁork should be 
proǀided on daily basis. dhe key eĐonoŵiĐ adǀantage 
for Đoŵpanies, both ŵanufaĐturers and traders, is 
that eͲĐoŵŵerĐe Đould haǀe direĐt ;direĐtͿ aĐĐess to 
a greater ŵarket potential for the plaĐeŵent of their 
produĐts and serǀiĐes. In addition, the Đoŵpany s͛ 
eĐonoŵiĐ beneĮts inĐlude͗ 

• ŵore eĸĐient and eīeĐtiǀe business through 
autoŵation of business proĐesses, ŵore eĸĐient 
and faster ĐoŵŵuniĐation ǁith partners, ŵore 
eĸĐient ŵanageŵent, ŵore preĐise and upͲto 
date reĐords and less adŵinistration burden͖ 

• reduĐtion of operating Đosts͗ transaĐtion Đosts 
between business partners, leasing and sale 
Đosts, purĐhase, logistiĐs, inǀentory, labor, 
ŵarketing and sales Đosts͖ 

• inĐreasing Đoŵpetitiǀeness by opening neǁ 
Đhannels of ĐoŵŵuniĐation and sales to 
Đustoŵers and partners͖ 

• innoǀating produĐts, serǀiĐes and selling 
ŵeans through relationships iŵproǀeŵent 
ǁith Đustoŵers, suĐh as ĐolleĐting feedbaĐk, 
Đustoŵiǌing Đustoŵer habits, etĐ. 

�ĐonoŵiĐ adǀantages for the Đustoŵer are faĐilitating 
easier purchases3 : 

• Availability of products and services 24-7, 
higher priĐe transparenĐy, beƩer aǀailability and 
Đoŵparability of produĐt inforŵation, greater 
purĐhasing ĐonǀenienĐe, aǀailability of ŵany 
Đonsuŵers ǁhiĐh ŵay be territorially degraded 
and the ability to perforŵ ŵany transaĐtions in 
a short tiŵe͖ 

• a greater ĐhoiĐe of options and ŵore stable oīers, 
greater adaptability to indiǀidual reƋuireŵents, 
a ǁider range of produĐts not liŵited by the 
storage ĐapaĐity of a store͖ �leĐtroniĐ ĐoŵŵerĐe 
has great signiĮĐanĐe in deǀeloping Đountries, 
since without it, they could not realize outbound 
serǀiĐes, ǁhiĐh are iŵportant for realiǌing 
business froŵ their oǁn Đountry to Đoŵpanies in 
the global ŵarketplaĐe.4 

Coŵpanies in �osnia and ,erǌegoǀina reĐogniǌe 
the iŵportanĐe of eĐonoŵiĐ faĐtors in the use of 
eleĐtroniĐ ĐoŵŵerĐe, ǁhiĐh are reŇeĐted in reduĐing 
operating Đosts and inĐreasing reǀenues. 

Technological assumptions

�leĐtroniĐ ĐoŵŵerĐe inǀolǀes the use of a ǀariety 
of eleĐtroniĐ inforŵation and ĐoŵŵuniĐation 
teĐhnologies, ǁhiĐh inĐlude telephone, faǆ, eleĐtroniĐ 
ŵail, the autoŵatiĐ identiĮĐation of bar ĐodeͲbased, 
�ddie, direĐt aĐĐess to the Įles of the business 
partner, the transfer of a ŵessage on the eleĐtroniĐ 
forŵs, the transfer of eleĐtroniĐ Đatalogs and the 
use of the Internet. MeĐhaniĐal ŵeans in CoŵŵerĐe 
gradually replaĐes autoŵation, and its teĐhniĐalͲ
teĐhnologiĐal basis ŵakes the Đoŵputer and neǁ 
systeŵs of ĐoŵŵuniĐation, based on the eleĐtroniĐ 
eǆĐhange of data and business doĐuŵentation. It s͛ 
about innoǀation in the doŵain of dialogue betǁeen 
business partners, knoǁn under the naŵe of ��I 
;�leĐtroniĐ �ata InterĐhangeͿ. tith the adǀent of 
the ��I&�Cd Sd�N��R� of standards ǁas Đreated 
I rationaliǌation option business doĐuŵents suĐh 
as purĐhase orders, shipŵents, reĐeipts, inǀoiĐes, 
and etĐ. Wreǀious eǆĐessiǀely eǆpensiǀe paper 
doĐuŵentation to standardiǌe and shares in 
eleĐtroniĐ forŵat betǁeen the ŵanufaĐturer, trade 

ϯ doŵiđͲWetroǀiđ, N., Wetroǀiđ, �. ;2011Ϳ Wraǀne i kultur-
oloƓke pretpostaǀke ǌa raǌǀoũ elektronske trgoǀine u 
RepubliĐi Srbiũi, �eograd͗ yyIy Siŵpoǌiũuŵ o noǀiŵ teh-
nologiũaŵa u poƓtanskoŵ i telekoŵunikaĐionoŵ sao-
brađaũu ʹ Wosdel 2011, �eograd, 0ϲ. i 0ϳ. deĐeŵbar 2011., 
str. 72.
ϰ <shetri, N. ;200ϳͿ �arriers to eͲĐoŵŵerĐe and Đoŵpeti-
tiǀe business ŵodels in deǀeloping Đountries͗ � Đase study, 
�leĐtroniĐ CoŵŵerĐe ResearĐh and �ppliĐations, Voluŵe 
6, Issue 4, str. 449.
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and Đonsuŵers. dhis kind of spatially distributed 
ĐoŵŵuniĐation systeŵ iŵplies the eǆistenĐe of 
speĐiĮĐ international standards.5 

dhe standardiǌation of inforŵation teĐhnology is a 
key faĐtor of the deǀelopŵent and appliĐation of the 
ĐonĐept of eleĐtroniĐ ĐoŵŵerĐe. �epending on the 
leǀel of standardiǌation and diīerentiation that takes 
plaĐe, trading Đoŵpanies are ŵostly͗ 1Ϳ a globally 
oriented, 2Ϳ regionally oriented ϯͿ loĐally oriented. 
Spatial deĐentraliǌation of trade aĐtiǀities, it ǁill 
be the priǀilege of the Įrst in the Đhain ǁhiĐh ǁill 
lead to the eǆĐlusion froŵ a business relationship 
͞inforŵation nonͲstandardiǌed͟ Đoŵpanies. It ŵeans 
that the deǀelopŵent of eleĐtroniĐ ĐoŵŵerĐe is not 
only a ŵaƩer of ŵanageŵent, but also professional 
assoĐiations, States and international organiǌations 
suĐh as ISK, I�C, IdC. 

dhe Įrst signiĮĐant Đhanges in inforŵation and 
ĐoŵŵuniĐation systeŵ for data transŵission 
and business doĐuŵentation in international 
trade transaĐtions, they aƩaĐh theŵselǀes to the 
forŵation of ��N systeŵ. �leĐtroniĐ point of sale 
;�WKSͿ, based on barͲĐode represent a starting 
point ŵarketing inforŵation systeŵ ;MISͿ in retail. 
dhis innoǀation delusional are the foundations of 
ŵodern ĐoŵŵerĐe. ,oǁeǀer, the ��N systeŵ and 
�WKS does not represent the ultiŵate range of 
inforŵation teĐhnology in the area of trade. dhe 
further deǀelopŵent of the eleĐtroniĐ data eǆĐhange 
and the adoption of ��I&�Cd Sd�N��R� standards 
Đaused the need to launĐh ǁithin the ��N systeŵ a 
proũeĐt Đalled ��NCKM. dhe ��N 'eneral �sseŵbly, 
one year aŌer the adoption of the ��I&�Cd 
standard, ŵade a deĐision on the deǀelopŵent of 
an international proũeĐt Đalled ��NCKM. In 1989 
they adopted a deĐision on the deǀelopŵent of the 
international proũeĐt under the naŵe ��NCKM.  
dhe goal of this proũeĐt ǁas standardiǌation of 
business doĐuŵents and teleĐoŵŵuniĐations funds, 
ǁhiĐh alloǁed the eleĐtroniĐ eǆĐhange of inforŵation 
betǁeen business partners Đountries ŵeŵber of the 
EAN. 

�y the end of 200ϲ, there ǁas a standardiǌed ŵessage 
ϰ8 on the basis of the hNͬ��I&�Cd Sd�N��R�. Most 
of theŵ are standardiǌed in the storeͲ2ϳ, then in 
transitͲ9, ĮnanĐeͲϳ and in ĐustoŵsͲϰ ŵessages. 
deĐhnologiĐal innoǀations in the Įeld of eleĐtroniĐs, 
InforŵatiĐs and ĐoŵŵuniĐations haǀe announĐed 
signiĮĐant Đhanges in the funĐtioning of the 
trade. Valuable insights for the deǀelopŵent and 
iŵpleŵentation of teĐhnologiĐal innoǀation ;��I, 
��I&�Cd Sd�N��R� standards and the InternetͿ 
proǀides the theory and praĐtiĐe of the Đountries 
in ǁhiĐh innoǀations in eleĐtroniĐ ŵarketing and 

ϱ  Staniđ, R. ;200ϳͿ �lektronsko posloǀanũe.  �eograd͗ 
�konoŵski fakultet, str. 21.

eleĐtroniĐ ĐoŵŵerĐe beĐaŵe reality. Not only is the 
turnoǀer of the eǆisting goods and serǀiĐes ŵore 
eĸĐient, but it also Đreates a need for neǁ produĐts. 
,ardǁare and soŌǁare in the serǀiĐe of eleĐtroniĐ 
ĐoŵŵerĐe and ŵarketing signiĮĐantly represents the 
Đurrent eĐonoŵiĐ ŵarket. �esides, ŵany neǁ, and 
soŵe ŵature produĐts through these sales Đhannels 
are gaining the ŵost optiŵal ǁay out on the ŵarket.  
dhese Đountries͛ trade is open for an iŵpleŵentation 
of technical progress and as such is deeply ventured 
in the soͲĐalled inforŵation reǀolution, ǁhiĐh is a 
deǀelopŵent goal.6 

Kne of the ǀery iŵportant teĐhnologiĐal assuŵptions 
and to enable the payŵent of goods and serǀiĐes 
using a ǀariety of Internet payŵent systeŵ, either 
through an interŵediary, or debit and Đredit Đards, 
giǀen to a ǀery sŵall nuŵber of the Đoŵpany alloǁs 
payŵent of its produĐts and serǀiĐes through bank 
aĐĐounts, Đash on deliǀery or soŵe other oldͲfashion 
systeŵ of payŵent. 

�ǀery day, in the teĐhnology ŵarket, neǁ ŵodels 
of Đoŵputers, portable Đoŵputers, Đell phones 
and other ĐoŵŵuniĐation deǀiĐes are eŵerging, 
ǁhiĐh haǀe aĐĐess to the bidders͛ ǁeb pages and 
the realiǌation of the purĐhase, no ŵaƩer hoǁ they 
approach the seller site.  

do be able to keep up ǁith this trend reƋuires 
perŵanent eduĐation serǀiĐe users for the 
purpose of using diīerent features of teĐhnologiĐal 
aĐhieǀeŵents, and in it, in ŵany ǁays they Đan help 
salespeople using set guidelines on its teb site, and 
not ũust in teǆt and iŵage forŵat than and ǀideo 
instruĐtions.7 

dhe deǀelopŵent of inforŵation teĐhnologies and 
their ĐonneĐtion ǁith the ǀital spheres ;InternationalͿ 
business, represents the general basis of the 
deǀelopŵent of eleĐtroniĐ ĐoŵŵerĐe.8 

ϲ �uǌoǀiđ, S. drgoǀanũe u eri digitalne ekonoŵiũe, Wosloǀ-
na politika, online͗ hƩp͗ͬͬǁǁǁ.posloǀnapolitika.Đoŵͬin-
deǆ.php͍optionсĐoŵͺĐontentΘtaskсǀieǁΘidсϯϰϳΘIteŵ
idсϰ1, ;12.01.2012Ϳ 

ϳ �brahaŵs, �. S., Θ Singh, d. ;2010Ϳ. �n �Đtiǀe, ReŇeĐtiǀe 
>earning CyĐle for �ͲCoŵŵerĐe Classes͗ >earning about 
�ͲCoŵŵerĐe by �oing and deaĐhing. Journal of Inforŵa-
tion Systeŵs �duĐation, 21;ϰͿ, ϯ8ϯн. hƩp͗ͬͬǁǁǁ.Ƌuestia.
Đoŵ 

8 Noǀakoǀiđ, I. i Mariđ, S. ;200ϲͿ �lektronsko posloǀanũe, 
Kraljevo: Kvark, str. 24.
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tith the teĐhnologiĐal aspeĐts in �osnia and 
Herzegovina, it could be stated that there are 
aǀailable resourĐes. ,oǁeǀer, the distribution of 
these resourĐes is diīerent in urban and rural areas. 
�eĐause of the high Đoŵpetition that has eŵerged in 
the Įeld of the proǀision of serǀiĐes of the Internet, 
both by the great �, deleĐoŵ operators, as ǁell 
as on the Internet service providers service dozen, 
there is only a sŵall nuŵber of plaĐes in �osnia and 
Herzegovina that does not have the ability to access 
the Internet. Still, by the indiĐators at the leǀel of 
Europe, Bosnia and Herzegovina, as well as her 
neighbors are plaĐed at the boƩoŵ of the sĐale.

The social assumptions

'iǀen that eleĐtroniĐ ĐoŵŵerĐe has global goals, the 
Đoŵpanies that deǀelop eleĐtroniĐ ĐoŵŵerĐe ŵust 
take into aĐĐount the soĐial and Đultural assuŵptions 
in order to eīeĐtiǀely Đarry out the business in other 
Đultures ;ĐountriesͿ as ǁell. Coŵpanies ŵust adapt 
to these cultures. It is necessary to take into account 
the language IE. It is necessary to create a website to 
keep traĐk of loĐaliǌation for speĐiĮĐ regional areas, 
as well as the language that is being used in certain 
areas9. Culture is a Đoŵbination of language and Đus-
toŵs, ǁhiĐh is diīerent in ǀarious Đountries and eǀen 
ǁithin a single Đountry there are diīerent languag-
es and Đustoŵs.  It is also neĐessary to ǁork on the 
ĐonstruĐtion of eͲĐulture that ǁould be based on͗ 
trust, Đooperation and lifelong learning. Studies haǀe 
shoǁn that users ǁho Đan relate to a partiĐular ǁeb 
page haǀe an inĐrease in their satisfaĐtion, ǀalue and 
loyalty10, and to achieve this it is necessary to build 
up eͲĐulture. SoĐial faĐtors that adǀersely aīeĐt the 
deǀelopŵent of eleĐtroniĐ ĐoŵŵerĐe Đan be diǀid-
ed into eǆternal ʹ that is, those that generally aīeĐt 
the aĐĐeptanĐe of the Internet as a neĐessary ŵeans 
for the deǀelopŵent of eleĐtroniĐ ĐoŵŵerĐe, and in-
ternal ʹ Đultural forŵs that aīeĐt the aĐĐeptanĐe of 
eleĐtroniĐ ĐoŵŵerĐe ǁith the already eǆisting Inter-
net users. then it Đoŵes to eǆternal faĐtors, Įrst of 
all ǁe Đan state that the ŵaǆiŵuŵ potential nuŵber 
of users of eleĐtroniĐ ĐoŵŵerĐe serǀiĐes is eƋual to 
the nuŵber of Internet users. In addition to the nuŵ-
ber of the Internet users, the structure of the Inter-
net users should be taken into account as a factor of 
the deǀelopŵent of eleĐtroniĐ ĐoŵŵerĐe froŵ the 
age structure11 point of view. 

9  �ddo, d. �., Chen, M. M., Θ >eu, z. ;200ϯͿ. �2� �ͲCoŵ-
ŵerĐe in the hnited States, �urope, and Japan͗ � Coŵpar-
atiǀe Study. Journal of Academy of Business and Econom-
ics, 2;1Ϳ, 1ϯ8н. hƩp͗ͬͬǁǁǁ.Ƌuestia.Đoŵ 
10  Walǀia, W. ;2009Ϳ dhe role of trust in eͲĐoŵŵerĐe rela-
tional eǆĐhange͗ � uniĮed ŵodel Inforŵation Θ Manage-
ŵent, Voluŵe ϰϲ, Issue ϰ, str. 21ϳ. 
11  <shetri, N. ;2010Ϳ. Norŵatiǀe and Cognitiǀe Institu-
tions �īeĐting a &irŵ s͛ �ͲCoŵŵerĐe �doption1. Journal 
of Electronic Commerce Research, 11;2Ϳ, 1ϱϳн. 

hsually aŵong the users the young people doŵi-
nate, ŵany that still do not haǀe their oǁn ŵaterial 
assets, or on the other hand, the favorable structur-
al ĐharaĐteristiĐs that should go in faǀor of the eleĐ-
troniĐ ĐoŵŵerĐe deǀelopŵent, are reŇeĐted in the 
fact that Internet users in the world, and therefore in 
�osnia and ,erǌegoǀina in general people are ŵore 
eduĐated and haǀe signiĮĐantly higher ŵaterial reǀe-
nue than the average.  

,oǁeǀer, the ĐruĐial Ƌuestion raised in ĐonneĐtion 
with Internet users in less developed countries is 
ǁhy is there a large nuŵber of Internet users that 
have never purchased anything via the Internet. If 
the fears of the seĐurity of eleĐtroniĐ transaĐtions 
are eǆĐluded, a ĐonĐlusion Đan be reaĐhed that the 
reason for this loǁ leǀel of eleĐtroniĐ ĐoŵŵerĐe 
should be sought in Đultural faĐtors, Įrst of all, in a 
widespread fear of possible fraud as a result of this 
trade vision. This fear is the result of several factors. 
&roŵ one point of ǀieǁ, it steŵs froŵ the absenĐe 
of trust in the State institutions that are supposed 
to be a guarantee of reliability and fairness, which 
is priŵarily a ĐonseƋuenĐe of the ǀarious eǀents in 
the last tǁenty years ;unfair transition, sanĐtions, 
ǁars, the absenĐe of the soĐial funĐtion of the StateͿ. 
Kn the other hand, a loǁ leǀel of ĐonĮdenĐe is also 
deeply rooted in forŵs of soĐiability of Đitiǌens12.  

drust is a ǀery iŵportant faĐtor for the deǀelopŵent 
of eleĐtroniĐ ĐoŵŵerĐe13. According to the results of 
a global survey of social values for the period 2005-
2008. years, which covered 57 countries and around 
80,000 of respondents around the world14, it can be 
seen that Đountries like the �h and the hS, ǁhere the 
electronic business is specially developed, the level 
of ĐonĮdenĐe in the ũudiĐiary is generally ŵoǀing at a 
leǀel of oǀer ϱ0й ;froŵ testern �uropean Đountries 
surǀeyedͲthe loǁest in &ranĐe, ϰ0.1й and highest in 
Norǁay 8ϲй, on the global leǀel of ϱϳ.ϰй and NKt 
in Japan, 82йͿ. �osnia and ,erǌegoǀina is not inĐlud-
ed in this surǀey but I aŵ sure a lot of does not fall 
short of the surrounding countries, whose level of 
trust in the ũudiĐiary ;Serbia 28.ϱй͖ Roŵania 29.ϯй͖ 
�ulgaria ǁith ϯϲ.9й, Sloǀenia ϯ2.8йͿ ǁhile the aǀer-
age on the world level, 53.2%. 

12  doŵiđͲWetroǀiđ, N., Wetroǀiđ, �. ;2011Ϳ Pravne i kul-
turološke pretpostavke za razvoj elektronske trgovine u 
Republici Srbiji, �eograd͗ yyIy Siŵpoǌiũuŵ o noǀiŵ teh-
nologiũaŵa u poƓtanskoŵ i telekoŵunikaĐionoŵ sao-
brađaũu ʹ PosTel 2011, Beograd, 06. i 07. decembar 2011., 
str. 73-75. 
1ϯ  Mehta, S. S., Θ <line, �. M. ;2002Ϳ. IntroduĐtion by 
'uest �ditors͗ �ͲCoŵŵerĐe Strategies for the &uture. 
Journal of Business Strategies, 19;1Ϳ, VIIн. hƩp͗ͬͬǁǁǁ.
Ƌuestia.Đoŵ 
14  http://www.wvsevsdb.com/wvs/WVSDocumentation.
jsp?Idioma=I ;12.01.2012Ϳ 
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dhe situation ǁith ĐonĮdenĐe in the poliĐe is siŵi-
lar. In the �h Đountries, the leǀel of ĐonĮdenĐe in the 
poliĐe is generally ŵore ǀaried froŵ oǀer ϲ0й ;froŵ 
testern �uropean ĐountriesͲbest is ϱ9.ϰй in the 
Netherlands and the highest in &inland 91,8йͿ, ǁhile 
in the global sĐale in the hS aŵounts to ϳ0.ϯй and 
Australia 83.1%. In the surrounding countries, the 
leǀel of ĐonĮdenĐe in the poliĐe is siŵilar to the leǀel 
of trust in the ũudiĐiary ;ϯϱй, Serbia, Roŵania, �ul-
garia, ϯ9.8й ϱϰ.8й, Sloǀenia ϯ8.ϰйͿ, ǁhiĐh is far be-
low the world average of 58.4%. The survey covered, 
aside froŵ the State institutions, the trust in people 
as ǁell. then it Đoŵes to �h Đountries, ǀariations 
are far greater stretĐhing froŵ ũust 18.8й ĐonĮdenĐe 
in &ranĐe up to ϳϰ.2й ĐonĮdenĐe in Norǁay. Kn a 
global scale, trust in other people, a priori, 39.3% of 
Đitiǌens trusted, ϯ9.1й of the Japanese and ϰϲ.1й 
of Australians. As for the surrounding countries, the 
situation is as folloǁs ;1ϱ.ϯй, Serbia Sloǀenia 18.1й, 
�ulgaria 22.2й, Roŵania 20.ϯͿ, ǁhile the aǀerage on 
a global sĐale aŵounts to 2ϲ.ϰй.   

The research looked at a lot of other criteria that are 
interesting as a soĐial Đoŵponent of the assuŵptions 
of the deǀelopŵent of eleĐtroniĐ ĐoŵŵerĐe, but 
they all generally indicate, that the lower the social 
standard, and the purchasing power of that trust less 
and, therefore, the possibility of the deǀelopŵent of 
eleĐtroniĐ ĐoŵŵerĐe. In these enǀironŵents, eleĐ-
troniĐ ĐoŵŵerĐe Đould not iŵŵediately Đoŵe aĐross 
the fertile soil, but it is neĐessary to ǁork on Đhanges 
in State institutions, as ǁell as on the eduĐation of 
Đitiǌens, and Đreating ŵore faǀorable Đonditions for 
the deǀelopŵent of eleĐtroniĐ ĐoŵŵerĐe. tithout 
any Đhanges to this atŵosphere of distrust, espeĐial-
ly in soŵe segŵents ǁhere there is no direĐt Đontrol 
oǀer the relationship or proĐess, it Đan be diĸĐult to 
talk about the ŵore intense deǀelopŵent of eleĐ-
troniĐ ĐoŵŵerĐe. 

then it Đoŵes to the soĐial faĐtor, the ŵore signiĮ-
Đant use of eleĐtroniĐ ĐoŵŵerĐe Đertainly is direĐtly 
assoĐiated ǁith a deĐrease in the nuŵber of eŵ-
ployees and, therefore, a decrease in business costs. 
,oǁeǀer, Đoŵpanies do not haǀe to lay oī eŵploy-
ees that are already ǁorking, but eduĐate the eŵ-
ployees instead, introduĐe theŵ to the iŵportanĐe 
of eleĐtroniĐ ĐoŵŵerĐe and to stiŵulate15 the best 
in sales. &roŵ the point of ǀieǁ of �ĐonoŵiĐs and ra-
tional business, ĐostͲĐuƫng is one of the iŵportant 
preĐonditions of reduĐtion in the priĐe of produĐts 
and serǀiĐes, and therefore of their greater Đoŵpet-
itiǀeness. ,oǁeǀer, the deǀelopŵent of eleĐtroniĐ 
ĐoŵŵerĐe, no ŵaƩer ǁhiĐh branĐh of the eĐonoŵy 
is in Ƌuestion, Đreates the need for reduĐtion of the 
workforce. 

1ϱ  Masǁera, d., �dǁards, J., �aǁson, R. ;2009Ϳ ReĐoŵ-
ŵendations for eͲĐoŵŵerĐe systeŵs in the tourisŵ in-
dustry of subͲSaharan �friĐa deleŵatiĐs and InforŵatiĐs, 
Voluŵe 2ϲ, Issue 1, str. 1ϲ. 

&roŵ the point of ǀieǁ of the eĐonoŵy and ŵarket 
operations, the deǀelopŵent of inforŵation teĐhnol-
ogy ;itͿ business has a lot of ũustiĮĐation, but for the 
purpose of retaining ũobs it is essential for the Đontin-
uous iŵproǀeŵent of the ǁorkforĐe in order aĐĐept 
and use the new technology. 

A sense of usefulness and ease of use of electronic 
ĐoŵŵerĐe serǀiĐe is Đertainly present in the popu-
lation that uses the Internet on a daily basis, in their 
spare tiŵe and at ǁork. Kn the other hand, a large 
part of the population is not inherently faŵiliar ǁith 
the possibilities and adǀantages of eleĐtroniĐ Đoŵ-
ŵerĐe Đoŵpared to soŵe other forŵs of trade. It is 
neĐessary to eŵphasiǌe the iŵportanĐe of the role 
of the funds, but also the inforŵation and sĐhool 
systeŵ in raising the leǀel of knoǁledge about the 
beneĮts of the Internet and eleĐtroniĐ ĐoŵŵerĐe, 
through eduĐational and inforŵatiǀe prograŵs, but 
also through the systeŵatiĐ proŵotion of Đase study 
and suĐĐessful eͲĐoŵŵerĐe organiǌations16. 

dhe inĐlusion of a large nuŵber of the population in 
soĐial netǁorks ǀia the Internet is Đontributing to an 
inĐrease in the inĐlusion of options in ǀarious forŵs 
of eleĐtroniĐ ĐoŵŵerĐe. doday there are oǀer 800 
ŵillion ŵeŵbers of soĐial netǁorks. �t least ϲ0й of 
the riĐh Đonsuŵers in the hnited States are inĐluded 
in soĐial netǁorks. Coŵpanies are inǀesting funds in 
adǀertising through soĐial netǁorks, therefore en-
Đouraging potential buyers, so that it is estiŵated 
that for the purpose of adǀertising in year 201ϯ. up 
to 1.6 billion dollars17 were spent.    

Currently, the ŵost freƋuently used soĐial netǁorks͗ 
&aĐebook, MySpaĐe, >inkedIn, and  dǁiƩer. SoĐial 
netǁork &aĐebook has oĸĐially 1,ϳ90 ŵillion users 
around the world18, and in Bosnia and Herzegovina, 
this nuŵber is 1,ϰ01.ϱ20, ǁhiĐh is the perĐent of the 
total population of ϯ0.ϱϯ19 and we are in 74th place 
out of 213 countries around the world, according to 
data froŵ the ǁebsite SoĐialbakers.Đoŵ. dhe nuŵ-
ber of &aĐebook users in �i, inĐreased in the last siǆ 
ŵonths up to 2ϲ.0ϯй. dhe largest nuŵber of users 
of social networks is currently in the age bracket be-
tween the years 18-24, and then follow the users be-
tween the ages of 25 to 34 years. 

16  Trniniđ, � ;2010Ϳ Wosle prǀih deset godina͗ �naliǌa stan-
ũa, trendoǀa i reƓenũa ǌa dalũi raǌǀoũ elektronske trgoǀine u 
Srbiũi i regionu. Waliđ, �bornik radoǀa sa y MeĜunarodne 
konferencije E-trgovina 2010, str. 45. 
1ϳ  Mathieson, R. ;2010Ϳ. dhe KnͲ�eŵand �rand͗ 10 Rules 
for �igital Marketing SuĐĐess in an �nytiŵe, �ǀeryǁhere 
torld. Neǁ zork͗ �M�CKM, str. ϲ0. 
18  hƩps͗ͬͬǁǁǁ.soĐialbakers.ĐoŵͬstatistiĐsͬfaĐebookͬ 
;21.0ϱ.201ϳͿ 
19 hƩp͗ͬͬǁǁǁ.abĐ.baͬnoǀostͬϯ9ϲϳϯͬnaͲdnuͲsŵo-liste-
vise-od-30-posto-ukupne-populacije-u-bih-koristi-face-
book ;21.0ϱ.201ϳͿ 
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dhese nuŵbers shoǁ potential Đustoŵers eleĐtroniĐ 
ĐoŵŵerĐe by using soĐial netǁorks, espeĐially &aĐe-
book. SoĐial netǁorking Đan be used to obtain ŵore 
inforŵation about Đonsuŵers, beĐause these pages 
Đontain user proĮles that Đontain the data that is iŵ-
portant to the Đoŵpany for the purpose of obserǀa-
tion and ŵonitoring of the trends in the behaǀior of 
Đonsuŵers. dhrough soĐial netǁorks, Đoŵpanies Đan 
ĐonduĐt ŵarketing aĐtiǀities20. 

In the fraŵeǁork of soĐial faĐtors on the eleĐtron-
iĐ ĐoŵŵerĐe, aīeĐted are all faĐtors that oĐĐur in 
the ĐlassiĐ trade ǁith the addition of teĐhnologiĐal 
Đoŵponents and relationships aĐĐording to the saŵe 
Đonsuŵer. Kne of the iŵportant faĐtors is the nuŵ-
ber of inhabitants as a purchasing power. This factor 
for �osnia and ,erǌegoǀina s͛ opportunities is not as 
faǀorable sinĐe in �osnia and ,erǌegoǀina has a sŵall 
nuŵber of inhabitants. daking into Đonsideration the 
internationaliǌation of eleĐtroniĐ ĐoŵŵerĐe, this faĐ-
tor does not haǀe to be the key to ŵaking deĐisions 
for the iŵpleŵentation of eleĐtroniĐ ĐoŵŵerĐe. �lso 
ǀery iŵportant, but adǀerse, is the soĐial faĐtor and 
the Đhanges in the population struĐture ;age, edu-
Đation, religion, Đulture, the ratio of the nuŵber of 
ŵale and feŵale population, the ŵobility of the 
populationͿ. &or the iŵpleŵentation of eleĐtroniĐ 
ĐoŵŵerĐe, the struĐture of the Đonsuŵption of the 
population is iŵportant, hoǁ ŵuĐh is spent on hous-
ing, food, clothing, energy, travel and the like. The 
deǀelopŵent of eleĐtroniĐ ĐoŵŵerĐe Đontributes 
to the eduĐation leǀel and population for the use of 
inforŵation teĐhnology. &roŵ the aspeĐt of the edu-
Đational proĐess, ǁe Đan be satisĮed ǁith regard to 
inforŵatiĐs as a subũeĐt ǁas introduĐed in basiĐ, seĐ-
ondary and higher eduĐation, so that the inĐreasing 
nuŵber of population ǁho ǁork ǁith a Đoŵputer, in-
forŵation and ĐoŵŵuniĐation deǀiĐes as the reality 
of the Đonteŵporary ǁays of life, and the teĐhnology 
for theŵ does not Đonstitute a barrier to aĐĐept neǁ 
forŵs of ĐoŵŵuniĐation betǁeen sellers and buyers, 
and an eleĐtroniĐ trade as one of the ǁays of ŵutu-
al eǆĐhange of goods and serǀiĐes. dhe �nglish lan-
guage has beĐoŵe a subũeĐt that is studied in priŵa-
ry eduĐation, so there is a deĐrease in the eǆistenĐe 
of language barriers. Cultural aƫtude toǁards this 
aspeĐt of trade represents the liŵiting faĐtor. 

20  Chailoŵ, W. ;2012Ϳ. �nteĐedents and ConseƋuenĐes of 
�ͲMarketing Strategy͗ �ǀidenĐe froŵ �ͲCoŵŵerĐe 
Business in Thailand. International Journal of Business 
Strategy, 12;2Ϳ, ϳϱн. hƩp͗ͬͬǁǁǁ.Ƌuestia.Đoŵ 

Other assumptions of electronic commerce 
 
In addition to the aboǀe assuŵptions, there are still 
a nuŵber of assuŵptions that aīeĐt the deǀelop-
ŵent of eleĐtroniĐ ĐoŵŵerĐe. Soŵe of theŵ haǀe a 
great iŵpaĐt, ǁhile soŵe haǀe liƩle iŵpaĐt, but they 
still ŵust be Đonsidered for the sake of the ŵore eĸ-
Đient deǀelopŵent of eleĐtroniĐ ĐoŵŵerĐe. dhe Įrst 
ones concerne ǁith Đoŵpanies that plan to deǀelop 
eleĐtroniĐ ĐoŵŵerĐe, ǁhile the others relate to the 
enǀironŵent ǁith ǁhiĐh the Đoŵpany is Đoŵŵuni-
Đating daily. 

tithin the Đoŵpany it is neĐessary to, beside the 
inforŵationͲĐoŵŵuniĐation eƋuipŵent, proǀide or 
further train the staī, ǁhiĐh Đan ĐonduĐt eleĐtroniĐ 
ĐoŵŵerĐe. dhe Đoŵpany ŵust be 100й ŵarketͲori-
ented and take Đare of the perŵanent inĐrease in 
the Ƌuality of its serǀiĐes. 
&roŵ an enǀironŵental point of ǀieǁ, there are ǀery 
iŵportant and institutional prereƋuisites, beĐause 
depending on theŵ, the Đoŵpany Đan ƋuiĐkly fulĮll 
the neĐessary reƋuireŵents that are needed to eǆer-
Đise the right of the Đoŵpany to engage in eleĐtroniĐ 
ĐoŵŵerĐe. �lso, one of the ŵost iŵportant deter-
ŵinants is the state of inforŵation struĐture in the 
Đountry, not only froŵ the aspeĐt of teĐhnologiĐal 
possibilities but also froŵ the aspeĐt of the popula-
tion, ǁhiĐh is inforŵatiĐally eduĐated and ready to 
aĐĐept this trade. �lso, eͲĐoŵŵerĐe also depends 
on the ĮnanĐial Đapabilities of the population, giǀ-
en that ǁith reduĐed ĮnanĐial resourĐes there ǁill 
also be a reduced possibility of developing this type 
of trade. dhe key faĐtor is that, in ĐonũunĐtion ǁith 
the ĐonǀergenĐe of ŵobile and Internet teĐhnolo-
gies, there is also progress in ŵonetary transŵission 
across the network, i.e. there is a possibility of inter-
aĐtiǀe payŵent. ,oǁeǀer, all Đoŵpanies do not haǀe 
the saŵe ĐhanĐe to deǀelop eleĐtroniĐ ĐoŵŵerĐe in 
the forŵ they ǁould like, to Đoŵplete the proĐess 
froŵ order to deliǀery eleĐtroniĐally, but eaĐh Đoŵ-
pany Đan at least realiǌe one eleĐtroniĐ ĐoŵŵerĐe 
segŵent itself. &or eǆaŵple, eleĐtroniĐ ĐoŵŵerĐe 
ŵakes it ǀery diĸĐult to sell eǆpensiǀe things like a 
Đar, but it Đan be ensured that a prospeĐtiǀe buyer 
is ǁellͲaĐƋuainted ǁith a produĐt that he ǁould like 
to buy, ǁith all its features, priĐes, Đoŵparatiǀe ad-
vantages over other bidders and that based on the 
online inforŵation they Đoŵe to the Đoŵpany and 
ŵake a purĐhase. 
It is also necessary to observe the intent of everyone 
to use eleĐtroniĐ ĐoŵŵerĐe, ǁhiĐh is deterŵined by 
a feǁ other faĐtors ;WiĐture 1Ϳ, of ǁhiĐh the faĐtor of 
priǀaĐy and seĐurity of transaĐtion seĐurity and all 
other data that are eǆĐhanged and stored are of par-
aŵount iŵportanĐe. 
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Intention to Use
eCommerce

Namjera za korištenje
elektronske trgovine

Security Perception
Percepcija sigurnosti

Innovativeness
Inovativnost

Perceived Value 
Added

Percipirana dodana
vrijednost

Privacy Perception
Percepcija o zaštiti 

privatnosti

Compatibility
Kompatibilnost

Perceived Enjoyment
Percepcija uǎitka

Subjective Norm
Subjektivna norma

Perceived Cost
Percepcija cijene

Perceived Easy of
Use

Percepcija lakođe
korištenja

Perceived 
Usefulness
Percepcija

koristi

 WiĐture 1͗ SĐheŵa ĐonstruĐts the ǀieǁ faĐtors that deĮne the intention and ǁillingness to  
use eleĐtroniĐ ĐoŵŵerĐe

SourĐe͗ �dapted aĐĐording to͗ drniniđ, �. ;2010Ϳ Wosle prǀih deset godina͗ �naliǌa stanũa, trendoǀa i reƓenũa 
ǌa dalũi raǌǀoũ elektronske trgoǀine u Srbiũi i regionu. Waliđ, �bornik radoǀa sa y MeĜunarodne konferenĐiũe 
Etrgovina 2010, str. 45

CONCLUSION

�espite inĐreasing ǀoluŵe of transaĐtions and eǆ-
Đhange of inforŵation in eleĐtroniĐ forŵ, hoǁeǀer, 
the deǀelopŵent of eͲĐoŵŵerĐe in our Đountry and 
region is signiĮĐantly lagging behind other regions of 
Europe and developed countries of the world. There 
are seǀeral Đoŵpanies in �osnia and ,erǌegoǀina 
that ǁork on the deǀelopŵent of eleĐtroniĐ Đoŵ-
ŵerĐe, but the ǀoluŵe of this trade did not reaĐh a 
signiĮĐant leǀel so that eͲĐoŵŵerĐe as a speĐial trade 
segŵent is not distinguished in �osnia and ,erǌegoǀ-
ina s͛ statistiĐs as opposed to soŵe Đountries in the 
region suĐh as Serbia and Croatia, ǁhere eleĐtroniĐ 
ĐoŵŵerĐe Đan be found in the Đoŵprehensiǀe trade 
of the ŵentioned Đountries. 
dhe paper analyǌes the prereƋuisites for the deǀel-
opŵent of eleĐtroniĐ ĐoŵŵerĐe, ǁhiĐh are uniǀer-
sal for all Đountries in ǁhiĐh eleĐtroniĐ ĐoŵŵerĐe is 
planned, as well as for Bosnia and Herzegovina. Elec-
troniĐ ĐoŵŵerĐe in �osnia and ,erǌegoǀina has its 
own future, because in the world this kind of busi-
ness has long been widespread. 
do proŵote the deǀelopŵent of eͲĐoŵŵerĐe in 
Bosnia and Herzegovina, it is necessary to include 
all releǀant faĐtors, priŵarily the state through the 

adaptation of laǁs and regulations at all, to deǀelop 
eͲĐoŵŵerĐe deǀelopŵent strategy and to Đarry out 
eduĐation both for Đitiǌens and Đoŵpanies, publiĐ 
institutions and other organiǌations. In addition, the 
state of �osnia and ,erǌegoǀina ŵust ǁork to har-
ŵoniǌe regulations and standards ǁith international 
standards, sinĐe eleĐtroniĐ ĐoŵŵerĐe deals ǁith in-
ternational sĐale. 
dherefore, the further deǀelopŵent of eͲĐoŵŵerĐe 
is Đertain, but it is neĐessary to inĐlude the ŵost iŵ-
portant trends and look for innoǀatiǀe solutions that 
Đan iŵproǀe this deǀelopŵent both Ƌuantitatiǀely 
and in Ƌualitatiǀe terŵs. 
dhe strategy for the future deǀelopŵent of eͲĐoŵ-
ŵerĐe in �osnia and ,erǌegoǀina should be based 
on the folloǁing assuŵptions͗ inĐreasing the leǀel 
of eĐonoŵiĐ and soĐial deǀelopŵent ;eĐonoŵiĐ pre-
ĐonditionsͿ, greater ĐonneĐtion betǁeen teleĐoŵ-
ŵuniĐation and inforŵation systeŵs ;teĐhnologiĐal 
preĐonditionsͿ, higher eduĐation of the population 
in terŵs of inforŵation teĐhnologies and knoǁledge 
of �nglish SoĐial preĐonditionsͿ as ǁell as adeƋuate 
legal regulation of eleĐtroniĐ ĐoŵŵerĐe ;legal pre-
ĐonditionsͿ. 
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Abstract 

Transition from public to private ownership, respectively from socialism to capitalism, generated enormous 
unemployment in Bosnia and Herzegovina. Most affected are vulnerable categories with reduced work abili-
ties and a lack of competence, making them uncompetitive in the labour market. The above results in multiple 
social exclusion, unavailability of social amenities and poverty. This paper examines the burden of the prob-
lem and the possible solutions, and the measures that should enable sustainable solution to pressing social 
problems. The paper analyzed the policies and measures in developed countries and the state, problems and 
opportunities of Bosnia and Herzegovina in terms of the social economy as a powerful lever for employment 
of hard-to-employ categories. According to the authors’ opinion, the social economy, with special emphasis 
on social entrepreneurship has no alternative, because the state does not have the resources to solve social 
innovation without increased social problems.

Keywords: social economy, social entrepreneurship, hard-to-employ categories 
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INTRODUCTION

dhe soĐial situation in �osnia and ,erǌegoǀina is Đoŵ-
pleǆ and diĸĐult. �osnia and ,erǌegoǀina spends ϰй 
of the annual '�W on the soĐial aid systeŵ. ,oǁ-
ever, as scarce as it is, this social aid is not fairly  
distributed. 
dhe torld �ank ŵaintains that these oǀerǁhelŵing 
budget Đosts haǀe been inadeƋuately distributed, 
sinĐe 20й of the poorest Đategories of population 
reĐeiǀe a ŵere 1ϳй of soĐial beneĮts1 , whereas the 
entire reŵaining aŵount is alloĐated to the riĐher 
Đategories.  dhese faĐts indiĐate that this systeŵ of 
soĐial beneĮts is unsustainable and does not proǀide 
proteĐtion to the soĐial groups that are at risk the 
ŵost. 

1 CoŵŵuniƋuĠ of the Steering �oard of the WeaĐe Iŵple-
ŵentation CounĐil of ϯ0 June 2009, Stateŵent by the �ŵ-
bassador of teh Steering �oard of 22 &ebruary 2010, as 
ǁell as the �i, Wrogress Report froŵ 2009 ;�russels, 1ϰ 
KĐtober 2009, S�C ;2009Ϳ 1ϯϯ8Ϳ

This issue has also been recognised by the Peace 
Iŵpleŵentation CounĐil and the �uropean Coŵŵis-
sion.2 
tithin the eǆisting soĐial proteĐtion systeŵ, there 
are tǁo parallel systeŵs of beneĮts that are aǁard-
ed on the basis of the beneĮĐiaries͛ status, not their 
needs. SuĐh an approaĐh is not in ĐoŵplianĐe ǁith 
the international and �uropean huŵan rights stan-
dards. tith suĐh an approaĐh, the priority is not 
giǀen to those ǁho need help the ŵost. �ǁarding 
of funds intended for soĐial proteĐtion on the basis 
of the beneĮĐiary s͛ status Đreates a heaǀy burden to 
the entity budgets on one hand, and preǀents the 
provision of appropriate social services on the other. 
This prevents the proper provision of assistance and 
support to the ŵost threatened Đategories, ǁhiĐh in 
its turn ŵakes the Įght against soĐial eǆĐlusion and 
poǀerty ŵore diĸĐult. �round 18й of �osnia and 

2 CoŵŵuniƋuĠ of the Steering �oard of the WeaĐe Iŵple-
ŵentation CounĐil of ϯ0 June 2009, Stateŵent by the �ŵ-
bassador of teh Steering �oard of 22 &ebruary 2010, as 
ǁell as the �i, Wrogress Report froŵ 2009 ;�russels, 1ϰ 
KĐtober 2009, S�C ;2009Ϳ 1ϯϯ8Ϳ
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,erǌegoǀina population liǀe beloǁ the line of ĐritiĐal 
poverty, whereas 48% are on the verge of poverty 
and soĐial eǆĐlusion. In year of 2018, the nuŵber of 
registered uneŵployed in �i, ǁas ϰϯϳ.ϳ8ϯ.3 

dable no. 1͗ Registered uneŵployŵent in �osnia and 
Herzegovina

SourĐe͗ �genĐy for StatistiĐs of �osnia and ,erǌegoǀ-
ina, Septeŵber 2018

dhe faĐt that 119,ϳϯϯ ;2ϳйͿ of uneŵployed are un-
ƋualiĮed labour forĐe is the ŵost ǁorrying. If ǁe 
take into account that, knowing that the chances 
to seĐure a ũob are ŵiniŵal, the latent labour forĐe 
abstain the forŵ registering ǁith the �ŵployŵent 
Bureau, we have a picture of social needs. The state 
does not dispose of adeƋuate resourĐes or poliĐies 
to provide these categories with a life worth living. 
SuĐh a situation reƋuires an innoǀatiǀe approaĐh to 
solǀing the probleŵ of soĐial eǆĐlusion Đaused by un-
eŵployŵent. dhe poliĐies and ŵeasures that ǁould 
be iŵpleŵented through the alternatiǀe forŵs of 
eĐonoŵy are reƋuired. SoĐial eĐonoŵy enĐoŵpasses 
all agents in soĐial proteĐtion ǁho ŵay Đontribute to 
the inĐlusion of the hard to eŵploy Đategories into 
soĐial life and labour ŵarket. 
In the past Đouple of deĐades, the terŵs suĐh as so-
Đial eĐonoŵy, soĐial entrepreneurship, soĐial enter-
prise and social entrepreneur have been increasingly 
used in relation to the alternatiǀe eĐonoŵy.
dhe soĐial eĐonoŵy is a part of the eĐonoŵiĐ reality 
in which the issues of social inclusion, well-being, so-
cial care and social capital intertwine, and the focus 
is on one deǀelopŵent perspeĐtiǀe. It iŵplies the ap-
pliĐation of the prinĐiple of soĐial responsibility. So-
Đial eĐonoŵy is a seĐtor ǁhiĐh largely Đontributes to 
the eŵployŵent, sustainable groǁth and ŵore eƋui-
table distribution of ǁealth.

SoĐial entrepreneurship Đonstitutes the part 
of the soĐial eĐonoŵy. It is ǁithout any doubt ǀery 
iŵportant and has no alternatiǀe ǁhen it Đoŵes to 
business aĐtiǀities ǁith a soĐial ŵission that inĐludes 
support to the soĐially eǆĐluded Đategories. It rep-
resents an innoǀatiǀe ŵethod of solǀing diīerent 
eĐonoŵy, eduĐation, health and enǀironŵent relat-
ed issues that people enĐounter in their Đoŵŵunity 
through one s͛ oǁn ǁork, partnership and appliĐation 
of the sustainable business ŵodels.

dhe authors still haǀe not reaĐhed the Đon-
sensus ǁhen it Đoŵes to deĮning the ĐonĐept of ͞so-
Đial entrepreneurship .͟ �lso, there is no disĐernable 

ϯ hƩp͗ͬͬǁǁǁ.bhas.baͬsaopstenũaͬ2018ͬ
>��ͺ0ϯͺ2018ͺ10ͺ0ͺ�S.pdf

�osnia and ,erǌegoǀina Total
Registered uneŵployͲ
ŵent ;Septeŵber 2018Ϳ 437.783 

Đonsistent theoretiĐal fraŵeǁork for understanding 
of ͞soĐial entrepreneurship͟ ;'oldstein et al., 2009Ϳ. 
that is Đertain is that the soĐial entrepreneurship 
should be disĐerned froŵ other priǀate initiatiǀes 
ǁith a soĐial ŵission aiŵed at general ǁellbeing, i.e. 
Đharity or philanthropy. hnlike the aboǀe ŵentioned 
aĐtiǀities, the soĐial entrepreneurship iŵplies an aĐ-
tiǀe ǁork that relies on eĐonoŵiĐ aĐtiǀities. �lthough 
the soĐial entrepreneurs are ĐoŵŵiƩed to soĐial ob-
ũeĐtiǀes, they are also aĐtiǀe on the ŵarket. 

THE CONCEPT OF SOCIAL ECONOMY

�ĐĐording to the norŵatiǀe deĮnition of soĐial eĐon-
oŵy oīered by �efourny and �elǀeterre, ǁhiĐh is 
broadly aĐĐepted in aĐadeŵiĐ and politiĐal ĐirĐles͗
͞ dhe soĐial eĐonoŵy inĐludes all eĐonoŵiĐ aĐtiǀities 
ĐonduĐted by enterprises, priŵarily Đooperatiǀes, as-
soĐiations and ŵutual beneĮt soĐieties, ǁhose eth-
ics convey the following principles:
1. plaĐing serǀiĐe to its ŵeŵbers or to the Đoŵŵu-

nity ahead of proĮt͖
2. autonoŵous ŵanageŵent͖
3. a deŵoĐratiĐ deĐisionͲŵaking proĐess͖
4. the priŵaĐy of people and ǁork oǀer Đapital in

the distribution of reǀenues.͞

dhe soĐial eĐonoŵy has the folloǁing key features͗
• it Đonstitutes a part of the ŵarket eĐonoŵy
• third sector
• it Đoŵprises a range of organisations͗ Đoopera-

tiǀes, assoĐiations, Đharities, foundations, etĐ.
• it also Đoŵprises organisations ǁhiĐh do not

haǀe purely eĐonoŵiĐ role .

It should be eŵphasised that the norŵatiǀe approaĐh 
does not translate ǁell into the legalistiĐ deĮnition. 
In soŵe Đountries, assoĐiations and foundations 
haǀe no enhanĐed deŵoĐratiĐ deĐisionͲŵaking pro-
Đesses ;Sŵith and deasdale, 2012Ϳ. then it Đoŵes to 
organisational forŵ, the soĐial eĐonoŵy Đonsists of 
assoĐiations, Đooperatiǀes, ŵutual organisations and 
foundations. 
SoĐial eĐonoŵy is a third seĐtor aŵong eĐonoŵies 
betǁeen the priǀate ;businessͿ and publiĐ seĐtors 
;goǀernŵentͿ. It inĐludes organisations suĐh as Đo-
operatiǀes, nonͲproĮt organisations and Đharities. It 
also inĐludes the organisations that do not haǀe only 
the eĐonoŵiĐ role. SoĐial eĐonoŵy theory aƩeŵpts 
to situate these organisations into a broader politi-
Đal eĐonoŵiĐ Đonteǆt. It inǀestigates in partiĐular the 
eĐonoŵiĐ ǀiability of Đooperatiǀes and the ǀalue of 
nonͲproĮt organisations and Đharities in traditional 
eĐonoŵiĐ theory.
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In the �uropean hnion, 2 ŵillion of Đoŵpanies operate in the soĐial eĐonoŵy ;10й of all �uropean Đoŵ-
paniesͿ and eŵploy oǀer 11 ŵillion of paid eŵployees ;the eƋuiǀalent of ϲй of ǁorking population of 
the �hͿ, out of ǁhiĐh ϳ0й are eŵployed in nonͲproĮt assoĐiations, 2ϲй in Đooperatiǀes, and ϯй in soĐial 
enterprises. Mutual soĐieties for healthĐare and soĐial proteĐtion proǀide assistanĐe and Đoǀer ŵore than 
120 ŵillion of people. Krganisations for ŵutual insuranĐe take 2ϯ.ϳй of share on the ŵarket. SoĐial en-
terprises are present in alŵost all seĐtors of eĐonoŵy, i.e. banking, insuranĐe, agriĐulture, ĐraŌs, ǀarious 
ĐoŵŵerĐial serǀiĐes, health and soĐial serǀiĐes, etĐ.

SoĐial eĐonoŵy studies the relationship betǁeen 
eĐonoŵy and soĐial behaǀiour. It analyses hoǁ Đon-
suŵer behaǀiour is inŇuenĐed by soĐial ŵorals, eth-
iĐs and other huŵanitarian philosophies. dhe soĐial 
eĐonoŵy eǆaŵines aĐtiǀity that is related to eĐo-
noŵiĐs aŵongst the Đoŵŵunity and eǆposes the in-
forŵation to the Đoŵŵunity. dhis inĐludes the soĐial 
enterprise and voluntary sectors.
� soĐial eĐonoŵy deǀelops beĐause of a need for neǁ 
solutions for issues ;soĐial, eĐonoŵiĐ or enǀironŵen-
talͿ and to satisfy needs ǁhiĐh haǀe been ignored 
;or inadeƋuately fulĮlledͿ by the priǀate or publiĐ 
seĐtors. �y using solutions to aĐhieǀe notͲforͲproĮt 
aiŵs, a soĐial eĐonoŵy has a uniƋue role in Đreating a 
strong, sustainable, prosperous and inclusive society.
SuĐĐessful soĐial eĐonoŵy organisations play a role 
in fulĮlling goǀernŵental poliĐy obũeĐtiǀes by͗
• InĐreasing produĐtiǀity and Đoŵpetitiǀeness
• Contributing to soĐiallyͲinĐlusiǀe ǁealth Đreation
• �nabling indiǀiduals and Đoŵŵunities to reneǁ 

local neighbourhoods.
• �eŵonstrating neǁ ǁays to deliǀer publiĐ ser-

vices
• �eǀeloping an inĐlusiǀe soĐiety and aĐtiǀe Điti-

zenship.

dhe ŵost iŵportant aĐtiǀities of the soĐial eĐonoŵy 
are:
• Public health
• SoĐial serǀiĐes
• �ŵployŵent serǀiĐes
• Supply
• &ood produĐtion
• Wriŵary produĐtion
• dourisŵͲrelated serǀiĐes
• �nǀironŵent and sustainable deǀelopŵent

DEVELOPMENT OF THE IDEA OF SOCIAL ECONOMY

Certain forŵs of soĐial eĐonoŵy Đould be reĐognised 
as early as in 14th century in Italy. In 1489, the Re-
publiĐ of >uĐĐa established the banks Đalled ͞ŵonte 
di pieta ,͟ ǁhiĐh used the saǀings of the riĐh to help 
the poor.
It is presuŵed that the terŵ ͞soĐial eĐonoŵy͟ ap-
peared for the Įrst tiŵe in 18ϯ0. dhat year, &renĐh 
liberal eĐonoŵist Charles �unoyer published his 
dreaty on SoĐial �Đonoŵy in ǁhĐh he adǀoĐated a 
ŵoral approaĐh to eĐonoŵiĐ sĐienĐe.
derŵ ͞soĐial eĐonoŵy͟ has been in use sinĐe late 

18th Đentury, ŵainly in great politiĐal, eĐonoŵiĐ and 
social debates. Historically speaking, a social econ-
oŵy pertains to a theoretiĐal approaĐh that ǁas 
Įrst deǀeloped by the htopian soĐialists, espeĐial-
ly early founders of Đooperatiǀe tradition ʹ Kǁen, 
&ourier, SaintͲSiŵon and Wroudhon. derŵ ͞soĐial 
eĐonoŵy͟ ǁas Įrst tiŵe applied by the eĐonoŵists 
suĐh as Charles 'ide ;18ϰϳͲ19ϯ2Ϳ and >eon talras 
;18ϯϰͲ1910Ϳ, as ǁell as by soĐiologist &rederiĐ >e Wlay 
;180ϲͲ1882Ϳ, ǁho saǁ in soĐial eĐonoŵy also the ǀal-
ues of Đonserǀatiǀe soĐial CatholiĐisŵ, ǁhiĐh he en-
deaǀored to proŵote. 
dhe Įrst >oan &und ǁas set up by �ean Jonathan 
SǁiŌ in �ublin in the 1ϳ20s. dhe nuŵber of >oan 
&unds inĐreased rapidly in the years before the 'reat 
&aŵine, ǁhen it is estiŵated that up to 20й of the 
Irish population ǁere reĐeiǀing Đredit froŵ these 
funds.
In 1ϳϳϱ, there ǁere ͞'olden Cross͟ publiĐ houses, 
oǁned by RiĐhard <entley, operating in �irŵinghaŵ 
and <entley, ǁhere the Irish ŵiners saǀed their ŵon-
ey in order to buy ŵaterial for building of their hous-
es. dhis ǁas a forŵ of soĐial entrepreneurship based 
on solidarity systeŵ.
dhe ŵost iŵportant features of the Đonteŵporary 
ĐonĐept of soĐial eĐonoŵy ǁere shaped in late 19th 
Đentury and ǁere based on ǀalues of deŵoĐratiĐ as-
soĐiation, solidarity and Đooperatiǀe ŵoǀeŵent.
�Ōer publishing of Studies in SoĐial �Đonoŵy͗ the 
dheory of �istribution of SoĐial tealth ;Études 
d’Économie Sociale: théorie de la répartition de la 
richesse sociale, Lausanne, 1986Ϳ, the soĐial eĐono-
ŵy beĐaŵe a part of eĐonoŵiĐ sĐienĐes, as ǁell as 
an area of eĐonoŵiĐ aĐtiǀity ǁhiĐh largely inǀolǀed 
Đooperatiǀes, ŵutual soĐieties and assoĐiations ǁe 
know today.
SoĐial eĐonoŵy eŵerged as a response to Đapital-
isŵ, a systeŵ ĐharaĐterised by ŵonopolisŵ, as ǁell 
as to a failure of goǀernŵents to Įnd solutions to 
the probleŵs of soĐiety and to appropriately ŵeet 
the soĐial needs in a long run by ŵeans of ŵoney. 
dhis resulted in eŵergeanĐe of the Įrst forŵs of so-
ĐioͲeĐonoŵiĐ organisations in the 19th Đentury �u-
rope. dhese organisations proǀided support to the 
ŵarginalised groups of population ǁhiĐh ǁere ŵost 
aīeĐted by the underdeǀeloped ŵarket eĐonoŵies. 
�iīerent types of soĐioͲeĐonoŵiĐ organisations ap-
peared in the forŵ of agriĐultural Đooperatiǀes ʹ Đo-
operatiǀes, saǀings banks, Đredit soĐieties and the 
like. SoĐial eĐonoŵy represented a spontaneous re-
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sponse to the eĐonoŵiĐ Đonditions brought by indus-
trial reǀolution.

PRINCIPLES OF SOCIAL ECONOMY

dhe ŵost reĐent ĐonĐeptual deĮnition of the soĐial 
eĐonoŵy by its oǁn organisations is that of the Char-
ter of WrinĐiples of the SoĐial �Đonoŵy proŵoted by 
the �uropean Standing ConferenĐe on Cooperatiǀes, 
Mutual SoĐieties, �ssoĐiations and &oundations 
;C�WͲCM�&Ϳ
dhe prinĐiples in Ƌuestion are͗
• dhe priŵaĐy of the indiǀidual and the soĐial ob-

ũeĐtiǀe oǀer Đapital
• Voluntary and open ŵeŵbership
• �eŵoĐratiĐ Đontrol by ŵeŵbership ;does not 

ĐonĐern foundations as they haǀe no ŵeŵbersͿ
• Coŵbination of the interests of ŵeŵbersͬusers 

andͬor the general interest
• �efenĐe and appliĐation of the prinĐiple of soli-

darity and responsibility
• �utonoŵous ŵanageŵent and independenĐe 

froŵ publiĐ authorities
• hse of the ŵost of the surpluses to pursue sus-

tainable deǀelopŵent obũeĐtiǀes, serǀiĐes of in-
terest to ŵeŵbers or of general interest.

DEFINITION AND FEATURES OF THE SOCIAL  
ECONOMY

dhe �uropean Coŵŵission ;2010Ϳ deĮnes soĐial 
eĐonoŵy as inĐlusiǀe Đooperatiǀes, soĐial Đoŵŵuni-
ties, nonͲproĮt assoĐiations, foundations and soĐial 
enterprises ;�uropean Coŵŵission ;2010Ϳ.
dhe �uropean �ĐonoŵiĐ and SoĐial CoŵŵiƩee 
;��SCͿ published nuŵerous reports and opinions on 
Đontribution of the soĐial eĐonoŵy enterprises to 
aĐhieǀeŵent of ǀarious publiĐ poliĐy goals. dhis re-
port proposes the folloing ǁorking deĮnition of the 
soĐial eĐonoŵy͗
͞dhe set of priǀate, forŵallyͲorganised enterprises, 
ǁith autonoŵy of deĐision and freedoŵ of ŵeŵber-
ship, Đreated to ŵeet their ŵeŵbers͛ needs through 
the ŵarket by produĐing goods and proǀiding ser-
ǀiĐes, insuranĐe and ĮnanĐe, ǁhere deĐisionͲŵaking 
and any distribution of proĮts or surpluses aŵong 
the ŵeŵbers are not direĐtly linked to the Đapital or 
fees Đontributed by eaĐh ŵeŵber, eaĐh of ǁhoŵ has 
one ǀote. dhe soĐial eĐonoŵy also inĐludes priǀate, 
forŵallyͲorganised organisations ǁith autonoŵy of 
deĐision and freedoŵ of ŵeŵbership that produĐe 
nonͲŵarket serǀiĐes for households and ǁhose sur-
pluses, if any, cannot be appropriated by the eco-
noŵiĐ agents that Đreate, Đontrol or ĮnanĐe theŵ .͟
dhe soĐial eĐonoŵy Đoŵprises tǁo ŵaũor subͲseĐ-
tors:
aͿ      the ŵarket or business subͲseĐtor, and 
bͿ      the nonͲŵarket soĐial eĐonoŵy subͲseĐtor. 

&roŵ a soĐioͲeĐonoŵiĐ point of ǀieǁ there are Đlose 
ties betǁeen ŵarket and nonͲŵarket in the soĐial 
eĐonoŵy.
�ĐĐording to the aboǀe deĮnition, the shared fea-
tures of these tǁo subͲseĐtors of the soĐial eĐonoŵy 
are:
1. They are private, in other words, they are not 

part of or Đontrolled by the publiĐ seĐtor͖
2. dhey are forŵallyͲorganised, that is to say that 

they usually haǀe legal identity͖
3. dhey haǀe autonoŵy of deĐision, ŵeaning that 

they haǀe full ĐapaĐity to Đhoose and disŵiss 
their governing bodies and to control and organ-
ise all their aĐtiǀities͖

4. dhey haǀe freedoŵ of ŵeŵbership. In other 
ǁords, it is not obligatory to ũoin theŵ͖

5. �ny distribution of proĮts or surpluses aŵong 
the user ŵeŵbers, should it arise, is not propor-
tional to te Đapital or to the fees Đontributed by 
tehŵeŵbers but to their aĐtiǀities or transaĐ-
tions ǁith the organisation͖

6. dhey pursue an eĐonoŵiĐ aĐtiǀity in its oǁn right, 
to ŵeet the needs of persons, households or 
faŵilies. &or this reason, soĐial eĐonoŵy organ-
isations are said to be organisations of people, 
not of capital. They work with capital and other 
nonͲŵonetary resourĐes, but not for Đapital͖  

7. dhey are deŵoĐratiĐ organisations. �ǆĐept for 
soŵe ǀoluntary organisations that proǀide 
nonͲŵarket serǀiĐes to households, soĐial eĐon-
oŵy priŵary leǀel or ĮrstͲtier organisations usu-
ally apply the prinĐiple of ͞one person, one ǀote͟ 
in their deĐisionͲŵaking proĐess, irrespeĐtiǀe of 
the Đapital or fees Đontributed by the ŵeŵbers. 
�t all eǀets, they alǁays eŵploy deŵoĐratiĐ and 
partiĐipatiǀe deĐisionͲŵaking proĐesses. Krgani-
sations at other leǀels are also organised deŵo-
ĐratiĐally. dhe ŵeŵbers haǀe ŵaũority or eǆĐlu-
siǀe Đontrol of the deĐisionͲŵaking poǁer in the 
organisation.

dhe �uropean Coŵŵission supported �uropean S� 
Conferences in 1990, 1992, 1993 and 1995, held in 
Roŵe, >isbon, �russels and Seǀille. In 199ϳ, a suŵ-
ŵit ǁas held in >uǆeŵbourg ǁhere the role of soĐial 
eĐonoŵy enterprises in loĐal deǀelopŵent and Đre-
ation of ũobs ǁas reĐognised. �t this suŵŵit, the pi-
lot proũeĐt entitled ͞dhird SeĐtor and �ŵployŵent͟ 
ǁas launĐhed and the area of soĐial eĐonoŵy ǁas 
accepted as the reference area.
In 200ϲ, the �uropean Warliaŵent reƋuested froŵ 
the �uropean Coŵŵission to ͞respeĐt soĐial eĐon-
oŵy and to publish ĐoŵŵuniĐation on this Đorner-
stone of the �uropean soĐial ŵodel .͟ In 2009, the 
�uropean Warliaŵent adopted the soĐial eĐonoŵy 
report in ǁhiĐh the soĐial eĐonoŵy ǁas reĐognised 
as social partner and key factor in reaching of the Lis-
bon Strategy obũeĐtiǀes.
dhe �uropean Coŵŵission has reĐently launĐhed 
tǁo iŵportant initiatiǀes on soĐial enterprises, a 
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range of enterprises that are the integral parts of the 
soĐial eĐonoŵy͗ the SoĐial �usiness Initiatiǀe ;S�IͿ 
and the Proposal of Ordinance on European Funds.

THE MARKET OR BUSINESS SUB-SECTOR OF SOCIAL 
ECONOMY IN THE EU

In essenĐe, the ŵarket subͲseĐtor of the S� is ŵade 
up of Đooperatiǀes and ŵutual soĐieties and other S� 
organisations, other siŵilar Đoŵpanies and Đertain 
nonͲproĮt institutions serǀing S� Đoŵpanies. dhe 
�uropean Coŵŵission Manual eŵphasises three es-
sential ĐharaĐteristiĐs of S� Đoŵpanies͗ϰ 
• They are created to meet their members’ needs

through applying the principle of self-help, i.e.
they are companies in which the members and
the users of the activity in question are usually
one and the same.

In Đooperatiǀes and ŵutual soĐieties, the ŵeŵbers 
and the users of the aĐtiǀity in Ƌuestion are usual-
ly one and the saŵe. dhe prinĐiple of selfͲhelp is a 
traditional prinĐiple of the Đooperatiǀe and ŵutual 
ŵoǀeŵent. dhe ŵain obũeĐtiǀe of these Đoŵpanies 
is to Đarry out a Đooperatiǀised or ŵutualist aĐtiǀity 
to ŵeet the needs of their typiĐal ŵeŵbers ;Đooper-
atiǀist or ŵutualist ŵeŵbersͿ ǁho are ŵainly indi-
ǀiduals, households or faŵilies.
It is the Đooperatiǀised or ŵutualist aĐtiǀity that de-
terŵines the relationship betǁeen the user ŵeŵber 
and the S� Đoŵpany. In a ǁorkers͛ Đooperatiǀe, the 
Đooperatiǀised aĐtiǀity is eŵployŵent for its ŵeŵ-
bers, in a housing Đooperatiǀe it is building hoŵes 
for the ŵeŵbers͖ in a farŵing Đooperatiǀe it is ŵar-
keting the goods produĐed by the ŵeŵbers͖ in a ŵu-
tual soĐiety, the ŵutualist aĐtiǀity is to ensure the 
ŵeŵbers, etĐ. �lso, in the Đase of ŵutual soĐieties, 
there is an inseparable relationship betǁeen being a 
ŵeŵber and being a poliĐyͲholder ;a ŵeŵber is at 
the saŵe tiŵe the reĐipient of the ŵutual aĐtiǀityͿ.
dhe beneĮĐiaries of the aĐtiǀities of S� Đoŵpanies 
also play a leading role in these Đoŵpanies, ǁhiĐh 
Đonstitute reĐiproĐal solidarity initiatiǀes set up by 
groups of Đitiǌens to ŵeet their needs through the 
ŵarket.

• SE companies are market producers, which
means that their output is mainly intended for
sale on the market at economically significant
prices.

dhe �S� 9ϱ ;�uropean Systeŵ of National and Re-
gionsal �ĐĐountsͿ Đonsiders Đooperatiǀes, ŵutual so-
Đieties, holding Đoŵpanies, other siŵilar Đoŵpanies 
and nonͲproĮt institutions serǀing theŵ to be ŵar-
ket producers.

ϰ �uropean �ĐonoŵiĐ and SoĐial Coŵŵittee.  dhe SoĐial �Đon-
oŵy in the �uropean hnion. Visits and WubliĐations͟ hnit ��SCͲ 
2012-55-EN

• While they may distribute profits or surpluses
among their user members, this is not propor-
tional to the capital or to the fees contributed by
the members, but in accordance with the mem-
bers’s transactions with the organisation.

dhe proĮt and the surpluses ŵay be distributed to 
the ŵeŵbers if the ŵeŵbers ǁant this. ,oǁeǀer, 
there are ŵany Đases in ǁhiĐh Đooperatiǀes and ŵu-
tual soĐieties ŵake it a rule or Đustoŵ not to distrib-
ute surpluses to their ŵeŵbers. ,ere the point is 
only to eŵphasise that the prinĐiple of not distribut-
ing surpluses to ŵeŵbers is not an essential trait of 
soĐial eĐonoŵy Đoŵpanies.
&or a Đoŵpany to be Đonsidered part of the S�, the 
deŵoĐratiĐ Đriterion is Đonsidered a prereƋuisite.
In soŵe Đountries, Đertain soĐial eĐonoŵy Đoŵpa-
nies Đreated by ǁorkers in order to Đreate or ŵain-
tain ũobs for theŵselǀes take the forŵ of liŵited or 
publiĐ liŵited Đoŵpanies. dhese too ŵay be Đonsid-
ered deŵoĐratiĐ organisations ǁith deŵoĐratiĐ deĐi-
sionͲŵaking proĐesses, proǀided that the ŵaũority of 
their share capital is owned by the working partners 
and shared eƋually aŵong theŵ.

THE NON-MARKET SECTOR OF THE SOCIAL 
ECONOMY

dhe ǀast ŵaũority of this subͲseĐtor Đonsists of assoĐi-
ations and foundations, although organisations ǁith 
other legal forŵs Đan also be found. It is ŵade up 
of all S� organisations that the national aĐĐountsϱ 
cri-teria Đonsider nonͲŵarket produĐers, i.e. those 
that supply the ŵaũority of their output free of 
Đharge or at priĐes that are not eĐonoŵiĐally 
signifiĐant. dhis inĐludes priǀate, forŵallyͲorganised 
entities ǁith au-tonoŵy of deĐision and freedoŵ of 
ŵeŵbership that produĐe nonͲŵarket serǀiĐes for 
faŵilies and ǁhose surpluses, if any, cannot be 
appropriated by the eco-noŵiĐ agents that Đreate, 
Đontrol or finanĐe theŵ. In other ǁords, they are 
nonͲprofit organisations in the striĐt sense of the 
terŵ, sinĐe they apply the prin-Điple of nonͲ
distribution of profits or surpluses ;the nonͲ
distribution ĐonstraintͿ. �s in all soĐial eĐonoŵy 
entities, indiǀiduals are the true benefiĐiaries of 
the services they produce.
dhere are fiǀe institutionl seĐtors ǁithin the 
nation-al aĐĐounts systeŵ͗ nonfinanĐial seĐtor, 
state seĐtor, household seĐtor, and the seĐtor of 
nonͲprofit insti-tutions serǀing households ;NWIS,Ϳ. 

ϱ dhe systeŵ of National �ĐĐounts is an internationally 
adopted standard ;SN�9ϯ or �S�9ϱͿ, ǁhiĐh departs froŵ 
a broader ĐonĐept of produĐtion. In addition to the pro-
duĐtion of ŵaterial goods and serǀiĐes, it also Đoŵprises 
nonͲŵaterial serǀiĐes in the aĐtiǀities of eduĐation, health 
and soĐial proteĐtion, banking serǀiĐes and serǀiĐes of the 
insuranĐe Đoŵpanies, state authorities at all leǀels and 
other serǀiĐes not related to the ŵaterial produĐtion.
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dhe national aĐĐounts haǀe a speĐiĮĐ institutional 
seĐtor, S.1ϱ, Đalled ͞nonͲproĮt institutions serǀing 
the households ,͟ to diīerentiate theŵ froŵ other 
seĐtors. dhe �S�9ϱ deĮnes this seĐtor of Đonsisting 
of nonͲproĮt institutions that are separate legal en-
tities, that serǀe households and that are other pri-
ǀate nonͲŵarket produĐers. dheir prinĐipal resourĐ-
es, apart froŵ those deriǀed froŵ oĐĐasional sales, 
Đoŵe froŵ ǀoluntary Đontributions in Đash or in kind 
froŵ households in their ĐapaĐity as Đonsuŵers, 
froŵ payŵents ŵade by general goǀernŵent and 
froŵ property inĐoŵe.
dhe seĐtor of nonͲproĮt institutions inĐludes a ǀariety 
of organisations, ŵostly assoĐiations, ǁhiĐh perforŵ 
nonͲŵarket aĐtiǀities for their ŵeŵbers ;entities of 
a ŵutualist natureͿ or for groups of nonͲŵeŵber 
Đitiǌens ;general interest entitiesͿ. dhey inĐlude Đhar-
ities, relief and aid organistions, trade unions, profes-
sional or learned soĐieties, Đonsuŵers͛ assoĐiations, 
politiĐal parties, ĐhurĐhes or religious soĐieties, and 
soĐial, Đultural, reĐreational and sports Đlubs.

SOCIAL ECONOMY AND THE CORPORATE SOCIAL 
RESPONSIBILITY

If the soĐial eĐonoŵy is Đonsidered an aĐtion for the 
beneĮt of the loĐal Đoŵŵunity ŵeŵbers and if, in 
addition to the eĐonoŵiĐ goal, the soĐial ŵission is 
as iŵportant to the soĐial eĐonoŵy subũeĐts, then 
the Corporate SoĐial Responsibility ;CSRͿ ŵay be ob-
serǀed ǁithin the fraŵe of the soĐial eĐonoŵy.
Soŵe authors argue that CSR Đan be seen as either 
an integral part of the business strategy and corpo-
rate identity, or it Đan be used as a defensiǀe poliĐy, 
ǁith the laƩer being used ŵore oŌen by Đoŵpanies 
targeted by aĐtiǀists.
dhe rationale for CSR Đan be based on ŵoral argu-
ŵent, a rational arguŵent, or an eĐonoŵiĐ arguŵent 
;terther Θ Chandler, 200ϲͿ.  tays of desĐribing 
these rationales ǀary, froŵ the ŵore sĐeptiĐal ǀieǁ 
of ĐauseͲrelated ŵarketing to a ŵore generous at-
tribution of genuine soĐially responsible business 
praĐtiĐes ;<otler Θ >ee, 200ϱͿ. �lthough there is sub-
stantial ǀariation in the nature and the eǆtent of the 
Đorporate approaĐhes reŇeĐted in the literature, in-
terest in the Įeld seeŵs poised to stiŵulate further 
researĐh and to proǀide both researĐhers and CSR 
praĐtitioners soŵe ǀaluable direĐtion for aĐtion and 
reŇeĐtion.
� good eǆaŵple of the Đontrast betǁeen CSR as 
business Đase and CSR as ethiĐal issue is reported by 
,artŵan, Rubin and �handa ;200ϳͿ. dhe h.S. Đoŵ-
panies ũustify CRS only if it is in the funĐtion of the 
eĐonoŵy, ǁhereas �uropean hnion Đoŵpanies rely 
ŵore heaǀily on Đorporate aĐĐountability and ŵoral 
Đoŵŵitŵent. 

SOCIAL ECONOMY AND SOCIAL ENTERPRISES

dhe ĐonĐept of the soĐial eĐonoŵy is being further 
ĐoŵpliĐated by an inĐreasing use of terŵ ͞soĐial en-
terprises͟ ǁhiĐh has been in use sinĐe the 1990s. 
�eĮning a soĐial enterprise is probleŵatiĐ in itself, 
as the deĮnitions thereof ǀary froŵ one Đountry to 
another, or eǀen ǁithin one and the saŵe Đountry. 
Noya and Clarence indicate that the social enterprise 
ŵeans͗
͞�ny publiĐ aĐtiǀity ĐonduĐted in the publiĐ inter-
est, organised with an entrepreneurial strategy, but 
ǁhose ŵain purpose is not the ŵaǆiŵisation of prof-
it but the aƩainŵent of Đertain eĐonoŵiĐ and soĐial 
goals, and which hs the capacity for bringing innova-
tiǀe solutions to the probleŵs of soĐial eǆĐlusion and 
uneŵployŵent .͟
dhe ŵore reĐent publiĐations by K�C� desĐribe so-
Đial enterprises as ͞a neǁ and innoǀatiǀe business 
ŵodel that pursues both soĐial and eĐonoŵiĐ goals 
and Đontributes to the integration on the labour 
ŵarket, as ǁell as to soĐial inĐlusion and eĐonoŵiĐ 
deǀelopŵent .͟ �ased on the ǁork of the �M�S Inter-
national ResearĐh Netǁork in �urope, they oīer the 
folloǁing deĮnition of the soĐial enterprises͗
͞SoĐial enterprise is a priǀate and independent or-
ganisation that proǀides goods or serǀiĐes ǁith the 
eǆpliĐit goal to beneĮt the Đoŵŵunity, oǁned or 
ŵanaged by a group of Đitiǌens and ǁhere the ŵa-
terial interest of the inǀestor is liŵited .͟ �lso, it is 
iŵportant that the foĐus is on broader deŵoĐratiĐ 
ŵanageŵent struĐture and partiĐipation of ŵore 
stakeholders.
The authors stress that the concept of a social en-
terprise eǆpanded oǀer tiŵe, and noǁ it inĐludes Đo-
operatiǀes, nonͲproĮt organisations and business in 
Đoŵŵunity. SoĐial enterprises are Đonsidered a part 
of the soĐial eĐonoŵy, but it is iŵportant to eŵpha-
sise that the soĐial eĐonoŵy Đoŵprises a ǁide range 
of other organisational forŵs.
Not all enterprises are established with a view to 
generating proĮt for their oǁners. In ŵany areas of 
the eĐonoŵiĐ aĐtiǀity, groups of indiǀiduals ŵutually 
establish their oǁn struĐtures in order to proŵote 
their own or public interests. These structures are 
founded on ŵeŵbership and solidarity. dhe ŵeŵ-
bers ǀote on the aĐtiǀities of the enterprise, and then 
they ǁork in their Đoŵŵon interest. &roŵ the farŵ-
ers ǁho established a Đooperatiǀe in order to plaĐe 
their produĐts ŵore eĸĐiently, through a group of 
saǀings depositors ǁho established a ŵutual fund 
ǁith a ǀieǁ to ensuring that eaĐh ŵeŵber reĐeiǀes 
a deĐent pension, to the Đharities and organisations 
oīering serǀiĐes of general interest, the soĐial eĐon-
oŵy inĐludes a huge nuŵber of indiǀiduals through-
out Europe.
SoĐial enterprises are ĐharaĐterised by a notiĐeable 
personal inǀolǀeŵent of their ŵeŵbers in the ŵan-
ageŵent thereof, as ǁell as by the absenĐe of seeking 
of proĮts for the purpose of ĐolleĐting the share Đap-
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ital. �ue to the speĐiĮĐ ŵethod of operation, ǁhiĐh 
inĐludes eĐonoŵiĐ perforŵanĐes, deŵoĐraĐy and 
solidarity aŵong the ŵeŵbers, they also Đontribute 
to the iŵpleŵentation of iŵportant obũeĐtiǀes of the 
Đoŵŵunity, in partiĐular in the area of eŵployŵent, 
soĐial Đohesion, regional and rural deǀelopŵent, en-
ǀironŵent proteĐtion, Đonsuŵer proteĐtion and so-
cial security policy. 
dhe folloǁing hypothesis analysis ǁas perforŵed be-
low: 
• that the terŵ ͞Corporate SoĐial Responsibility͟ 

is known in the Banja Luka region in Bosnia and 
Herzegovina.

SOCIAL ECONOMY’S CONTRIBUTION TO 
EMPLOYMENT

�ĐĐording to �ǀans and SireƩ ;200ϳ, p. ϲ0Ϳ, ͞there 
are solid proofs that the soĐial eĐonoŵy giǀes an 
iŵportant and groǁing Đontribution to the entire 
eĐonoŵy in �urope .͟ Meanǁhile, Noya and ClarenĐe 
;200ϳͿ point out that the organisations in the soĐial 
eĐonoŵy ŵay play an iŵportant role in fostering 
soĐial inĐlusion. SeĐuring ũobs is one of the ǁays to 
aĐhieǀe this. It is hoǁeǀer iŵportant to stress that a 
signiĮĐant portion of ǁork in these organisations is 
unpaid work. 
dhere is a dileŵŵa as to ǁhether the eǆperienĐe in 
ũobs reƋuiring loǁ skills ŵay present a solution, Đon-
sidering the law wages paid for such jobs, the lack of 
subǀentions and the liǀing Đonditions that are beloǁ 
the poǀery line. It is neĐessary to inǀest signiĮĐant 
eīorts to obtain additional skills that ǁould enable 
indiǀiduals to seĐure beƩerͲpaid ũobs. 
Kn the basis of data froŵ 12 �uropean Đountries, 
�ided and Spear ;200ϯͿ pointed out to the role that 
the organisations in the soĐial eĐonoŵy play on the 
�uropean labour ŵarkets. dhey eŵphasised that the 
soĐial enterprises are distinguished by ǁhat they 
oīer ǁhen it Đoŵes to integration of at risk popu-
lation into the ǁorkforĐe͗ soŵe proǀide teŵporary 
training and eŵployŵent, ǁhile others oīer training 
and perŵanent eŵployŵent. dhey also notiĐed that 
the persons ǁho had good results at the eŵploy-
ŵent are usually the ones ǁho gained beƩer skills 
and easily Įnd ũobs, ǁhereas those ǁho oppose Įnd 
theŵselǀes in an unfaǀourable position on the la-
bour ŵarket and it is harder for theŵ to Įnd ũobs on 
the basis of teŵporary training or eŵployŵent.
It ǁas noted that the unŇeǆible systeŵs that do not 
oīer possibility of adǀanĐeŵent at ǁork hinder eĸ-
Đient integration of indiǀiduals into full eŵployŵent, 
ǁhile the bureauĐratiĐ proĐedures inĐrease the eŵ-
ployŵent Đosts for these organisations. Regardless of 
these diĸĐulties, �idet and Spear ĐonĐlude that ͞ ǁith 
the proper support, the soĐial eĐonoŵy Đan Đontrib-
ute to an eĸĐient eǆpansion of the labour ŵarket 
and to the Đreation of neǁ possibilities for loǁͲƋual-
iĮed ǁorkers or the ǁorkers ǁith the reduĐed ǁork 
abilities to use their skills and beĐoŵe fully aĐtiǀe in 

their professional life .͟ dhe authors ǁarn that the in-
diǀiduals ǁho haǀe been soĐially eǆĐluded for a long 
tiŵe ŵay not easily transforŵ into business subũeĐts 
through a ŵere plaĐeŵent into a soĐial enterprise. 
Besides, sustainability of their inclusion into labour 
ŵarket ǁould reƋuire a longterŵ support froŵ the 
state, Đoŵŵunity and the eŵployer.

RESEARCH

In �anũa >uka region, in the Įrst half of 2018, the 
students of the Banja Luka College did a research on 
the Đonsuŵers͛ perĐeption of the Đorporate soĐial 
responsibility.
Nс11ϱ
dhe inforŵation aĐĐording to ǁhiĐh only ϯ0й of the 
respondents heard about the terŵ ͞Corporate SoĐial 
Responsibility͟ is partiĐularly unseƩling.
then asked ͞thy is it good to buy organiĐ pro-
duĐe͍͟ the ŵaũority of respondents ;ϳϳйͿ stated 
health as the ŵain reason. ,alf of the respondents 
ŵaintain that the organiĐ produĐe should be bought 
beĐause of health resons, and ϰϳй of theŵ think 
that it should be bough beĐause of its Ƌuality. dhe 
results indicate that the respondents value the envi-
ronŵent, the Ƌuality and the health beneĮts. 
�nother Ƌuestion ǁas ͞thiĐh aĐtiǀities ǁere a dis-
play of soĐially responsible behaǀiour͍͟ ʹ the abso-
lute ŵaũority ;89йͿ said that the soĐially responsible 
behaǀiour reŇeĐted in reduĐed pollution, and ap-
proǆiŵately as ŵany naŵed ǁithdraǁal of irregular 
produĐts ;8ϯйͿ and reĐyĐling ;81йͿ. �round ϳϳй of 
respondents ŵaintain that a soĐially responsible be-
haǀiour is ŵanifested through the aĐtiǀities suĐh as͗ 
reĐyĐling, reduĐed energy Đonsuŵption, organiĐ pro-
duĐe, good Ƌuality and ǀolunteering.
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�esĐribe ǁhiĐh of the folloǁing aĐtiǀities you belieǀe are the eǆpression of soĐially responsible business
ReduĐtion of pollution 102 89%
tithdraǁal of irregular produĐts 96 83%
Recycling 93 81%
ReduĐtion in energy Đonsuŵption 89 77%
KrganiĐ produĐe 88 77%
'ood Ƌuality 88 77%
Volunteering 88 77%
�ĐĐurate inforŵation 85 74%
�onation of produĐts 83 72%
Charity events 81 70%
'ood ǁorking enǀironŵent 79 69%
�nergy eĸĐienĐy of faĐilities 76 66%
Ethics 76 66%
Money donation 74 64%
'ood treatŵent 71 62%
Not tested on aniŵals 66 57%
Wosition toǁard inǀestŵents 66 57%
Child labour 44 38%

dable no. 2͗ �Đtiǀities that are belieǀed to be a display of soĐially responsible behaǀiour

then it Đoŵes to the perĐeption of iŵportanĐe of Đertain aĐtiǀities that a Đoŵpany perforŵs, the preferred 
ones are the following:
• Wollution reduĐtion ;ϲϱйͿ, aǀoidanĐe of eǆploitation and Đhild labour ;ϱ2йͿ, good treatŵent of Đustoŵers 

;ϰ8йͿ, ethiĐal ĐonduĐt ;ϰ8йͿ, and reĐyĐling ;ϰϯйͿ.
• �ĐĐording to the respondents, the least iŵportant aĐtiǀities are͗ �onation of proĐeeds froŵ Đharity sales 

;10йͿ, WroduĐts not tested on aniŵals ;ϱйͿ.

Key: 0 с not iŵportant at all, 1 с rather uniŵportant, 2 с neutral, 3 с rather iŵportant, 4 с ǀery iŵportant

�SS�RdIKN 0 1 2 3 4 0 1 2 3 4
�onation of proĐeeds froŵ the Đharity sales ;e.g. donation of ŵoney for hNIC�&, 
ĐanĐer aǁareness, etĐ.Ϳ

12 19 9 27 35 10% 17% 8% 23% 30%

�nergy eĸĐienĐe 4 7 28 37 37 3% 6% 24% 32% 32%

Wroǀiding of appropriate inforŵation in the adǀertiseŵents 5 9 23 48 22 4% 8% 20% 42% 19%

Krganisation of Đharity eǀents 2 10 23 39 38 2% 9% 20% 34% 33%

Return of products if they turn out to be irregular or unsuitable 0 2 7 32 69 0% 2% 6% 28% 60%

ReduĐtion of enǀironŵent pollution 2 0 8 26 75 2% 0% 7% 23% 65%

'ood treatŵent of Đustoŵers ;e.g. proǀision of aĐĐurate inforŵation, fair priĐes, 
etĐ.Ϳ

1 2 18 34 55 1% 2% 16% 30% 48%

WroduĐts not tested on aniŵals 6 4 24 39 39 5% 3% 21% 34% 34%

Inǀesting in the relationships ǁith the eŵployees and aŵong the eŵployees ;e.g. 
teaŵ building, proŵotion of group aĐtiǀitiesͿ

4 9 20 47 32 3% 8% 17% 41% 28%

Recycling 1 1 12 46 50 1% 1% 10% 40% 43%

Coŵpany alloǁs its eŵployees to ǀolunteer during ǁorking hours ;e.g. helping 
hoŵeless, poor Đhildren, etĐ.Ϳ

1 5 28 41 34 1% 4% 24% 36% 30%

Inǀesting in the safe ǁorking enǀironŵent 4 4 19 46 39 3% 3% 17% 40% 34%

�ǀoiding of eǆploitation and Đhild labour 3 6 19 23 60 3% 5% 17% 20% 52%

ReduĐtion in energy Đonsuŵption 3 5 16 47 40 3% 4% 14% 41% 35%

Ethical conduct 1 1 11 42 55 1% 1% 10% 37% 48%

�onation of produĐts for Đharity 4 2 18 52 35 3% 2% 16% 45% 30%

Kīering of organiĐ produĐe 4 3 15 53 36 3% 3% 13% 46% 31%
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In terŵs of arithŵetiĐ ŵean, the assertions ǁith the greatest arithŵetiĐ ŵeans are͗ ReduĐtion of enǀiron-
ŵent pollution ;ϯ.ϰ9Ϳ͖ Return of produĐt in Đase of ŵalfunĐtion ;ϯ.ϰϯͿ͖ �thiĐal ĐonduĐt ;ϯ.29Ϳ and ReĐyĐling 
;ϯ.2ϰͿ. �onation of proĐeeds froŵ Đharity sales has the sŵallest arithŵetiĐ ŵean ;2.ϰ8Ϳ. dhis assertion also 
has the ŵaǆiŵuŵ ǀarianĐe ;1.ϲ1Ϳ and ǀarianĐe ĐoeĸĐient ;0.ϲϱͿ. Return of produĐt in Đase of ŵalfunĐtion has 
the ŵiniŵuŵ ǀarianĐe and the ǀarianĐe ĐoeĸĐient ;0.ϯ9Ϳ. In terŵs of ŵode, it ranges ǁithin the interǀal of ϯ 
to ϰ. dhe assertions ǁith the highest ŵedian ;ŵaǆiŵuŵ of ϰͿ are͗ Return of produĐt in Đase of ŵalfunĐtion, 
ReduĐtion of enǀironŵent pollution, �ǀoidanĐe of eǆploitation and Đhild labour.

&roŵ the aforeŵentioned researĐh it Đan rightly be 
concluded:
•  that a ǁorryingly sŵall nuŵber of people Ƌues-

tioned the ĐonĐept of Corporate SoĐial Respon-
sibility.

The presented research leads to a conclusion that a 
ǁorryingly sŵall nuŵber of respondents eǀen heard 
about the ĐonĐept of Corporate SoĐial Responsibility. 
The respondents have an awareness that the organic 
produĐe should be bought for its Ƌuality and health 
beneĮts. then it Đoŵes to the preferenĐes regard-
ing Đorporate aĐtiǀities, the respondents singled out 
the following:
• pollution reduĐtion, 
• ǁithdraǁal of ŵalfunĐtioning produĐts, and 
• recycling. 

�lŵost four ĮŌhs of respondents ŵaintains that a 
soĐially responsible behaǀiour is reŇeĐted in the aĐ-

 Arith.  
ŵean ;ђͿ

Vari-
anĐe ;ʍͿ

Stand. 
deǀ. ;S�Ϳ

Variance 
Đoeī. ;ʍͬђͿ Mode Med.

�onation of proĐeeds froŵ the Đharity 
sales 2,48 1,61 1,27 0,65 4 3

�nergy eĸĐienĐe 2,85 0,96 0,98 0,34 3 3
Wroǀiding of appropriate inforŵation in the 
adǀertiseŵents 2,61 0,89 0,94 0,34 3 3

Krganisation of Đharity eǀents 2,88 0,81 0,90 0,28 3 3
Return of products if they turn out to be 
irregular or unsuitable 3,43 0,39 0,63 0,11 4 4

ReduĐtion of enǀironŵent pollution 3,49 0,60 0,77 0,17 4 4
'ood treatŵent of Đustoŵers 3,21 0,65 0,81 0,20 4 3,5
WroduĐts not tested on aniŵals 2,88 1,07 1,03 0,37 3 3
Inǀesting in the relationships ǁith the 
eŵployees 2,79 0,89 0,94 0,32 3 3

Recycling 3,24 0,54 0,73 0,17 4 3
Coŵpany alloǁs its eŵployees to ǀolunteer 
during working hours 2,86 0,69 0,83 0,24 3 3

Inǀesting in the safe ǁorking enǀironŵent 3,00 0,86 0,93 0,29 3 3
�ǀoiding of eǆploitation and Đhild labour 3,15 0,92 0,96 0,29 4 4
ReduĐtion in energy Đonsuŵption 3,02 0,77 0,88 0,25 3 3
Ethical conduct 3,29 0,54 0,73 0,16 4 3,5
�onation of produĐts for Đharity 2,98 0,80 0,89 0,27 3 3
Kīering of organiĐ produĐe 3,00 0,79 0,89 0,26 3 3

tiǀities suĐh as͗
• recycling, 
• reduĐed energy Đonsuŵption, 
• organic produce, 
• good Ƌuality, and 
• volunteering.

then it Đoŵes to soĐial responsibility, the respon-
dents hold that it is ŵost iŵportant that a Đoŵpany 
takes care of:
• reduĐtion of enǀironŵent pollution, 
• aǀoids eǆploitation of Đhild labour, 
• that it is ethical in its conduct, and 
• that it recycles.

dhe researĐh hoǁeǀer indiĐates that the Đustoŵers, 
although noŵinally in support of soĐially responsible 
behaǀiour, are in faĐt led by other Đriteria ;produĐt 
priĐe and Ƌuality ratio, etĐ.Ϳ ǁhile shopping.
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CONCLUSION

dhe soĐial eĐonoŵy represents a ĐonĐept the interpretation, the ŵeaning and the Đoŵponents of ǁhiĐh ǀary 
froŵ one Đountry to another, and soŵetiŵes eǀen ǁithin one and the saŵe Đountry. dhe soĐial eĐonoŵy is 
ŵainly regarded on the basis of its features or operational prinĐiples that oŌen ;although not alǁaysͿ inĐlude 
deŵoĐratiĐ partiĐipation, liŵited distribution of proĮts and autonoŵpus ŵanageŵent. �ĐĐording to the le-
galist deĮnition, the soĐial eĐonoŵy Đonsists of speĐiĮĐ legal forŵs ;Đooperatiǀes, ŵutual, foundations and 
assoĐiationsͿ. �ue to ǀarious legal forŵs in ǁhiĐh the soĐial eĐonoŵy ŵanifests itself, the aŵount of its Đon-
tribution should be taken ǁith a grain of salt. Not ŵuĐh is knoǁn of the soĐial eĐonoŵy s͛ total Đontribution 
to the opening of neǁ ũobs for the ŵarginal groups, although it is oŌen Đlaiŵed that this is the priŵary role 
of soĐial enterprises in �urope. dhe authors do not share an unaniŵous position regarding this. dhe praĐtiĐe 
shoǁs that the soĐial eĐonoŵy has the best eīeĐts in integration into ǁorkforĐe, although soŵe of the au-
thors haǀe their reserǀes regarding this Ƌuestion.  
dhe Įeld researĐh shoǁs that a ǁorryingly sŵall nuŵber of respondents eǀen heard of the ĐonĐept of Corpo-
rate SoĐial Responsibility. dhe aǁareness of iŵportanĐe of CSR for the soĐiety is yet to be raised.
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Abstract 

The study aims to examine mobile shopping site attributes that deliver values to customers and ultimately 
lead to mobile shopping service satisfaction. A sample of 305 mobile service users drawn from a purchased 
consumer panel completed a web-based survey and structural equation modelling were used to analyse the 
data. The results confirm that site quality, shopping information, and shopping convenience attributes fulfil 
utilitarian value and social interaction attribute fulfils hedonic value. Further, those values derived from the 
site attributes increase mobile shopping service satisfaction. The categorized mobile site attributes in this 
study play a role in fulfilling different values, providing insights to marketers for optimizing site attributes for 
consumer specific needs.

Keywords: Mobile shopping site, Attributes, Values, Satisfaction 

Paper type: Research paper

INTRODUCTION

InĐreasing nuŵber of sŵartphone users are utiliǌing 
their ŵobile phones as a personal shopping assistant 
for obtaining produĐtͬpriĐe inforŵation, looking up 
Đustoŵer reǀieǁs online, and geƫng adǀiĐes froŵ 
others in ŵaking a purĐhase inͲstore ;Sŵith, 2012Ϳ. 
�s it is reported that ϱ1 perĐent of �ŵeriĐan shop-
pers purĐhased ǀia ŵobile phones ;Weǁ ResearĐh 
Center, 201ϲͿ, this trend pushes retailers to utiliǌe 
their ŵobile sites and ŵobile apps as a plaƞorŵ to 
ĐoŵŵuniĐate ǁith Đonsuŵers and proǀide optiŵal 
serǀiĐes ǁhen they are on the ŵoǀe. 
       thile ŵobile shopping is ǁell reĐogniǌed as a no-
table trend in retail ;e.g., Wantano Θ Wriporas, 201ϲͿ, 
researĐh in identifying speĐiĮĐ site aƩributes that 

ŵotiǀate Đonsuŵers to engage in ŵobile shopping 
is liŵited. &urtherŵore, eǆaŵining Đonsuŵer satis-
faĐtion in the use of ŵobile Đhannel ;tang Θ >iao, 
200ϳ͖ zeh Θǆ >i, 2009͖ Suki, 2011Ϳ Đan help retailers 
deterŵine releǀant serǀiĐes that fulĮll Đonsuŵer 
needs and ǁants. Retailers͛ abilities to design and 
ŵanage ŵobile site aƩributes that suit Đonsuŵers͛ 
shopping paƩern and styles ǁill serǀe as a Đoŵpeti-
tiǀe adǀantage, inĐreasing user satisfaĐtion ǁith the 
retailer s͛ ŵobile site. 
 �pplying the hierarĐhiĐal relationships of 
ŵeansͲend theory and aƩributesͲsatisfaĐtion theory, 
this study eǆaŵines the Đausal linkages of aƩributes, 
ǀalues, and satisfaĐtion ;'engler Θ Reynolds, 199ϱ͖ 
'runert et al., 199ϱ͖ toodruī Θ 'ardial, 199ϲͿ and 
further tests the degree of iŵportanĐe of eaĐh at-
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tribute and its iŵpaĐts on satisfaĐtion. �y deĐoŵ-
posing ŵobile shopping site aƩributes, this study 
takes steps to identify Đonsuŵer ǀalue that Đan be 
deriǀed froŵ retailers͛ ŵobile sites and further aiŵs 
to unĐoǀer indiǀidual and ĐolleĐtiǀe iŵpaĐts of the 
properties on satisfaĐtion. dhe result of the Đurrent 
study will increase our understanding in judging the 
releǀanĐe and salienĐe of ŵobile site aƩributes that 
Đreate ǀalue and forŵ Đonsuŵer satisfaĐtion ;tilkie 
Θ teinreiĐh, 19ϳ2͖ �eƩŵan et al., 1992Ϳ. 

LITERATURE REVIEW

Hierarchical Associations of Multi-Attributes-Val-
ue-Satisfaction

'rounded upon aƩributesͲsatisfaĐtion theory, Sǁan 
;1988Ϳ proposed that Đonsuŵers͛ degree of produĐt 
satisfaĐtion depends on hoǁ ǁell the produĐt aƩri-
butes fulĮll Đonsuŵer needs and ǀalues. ,igher sat-
isfaĐtion result froŵ higher perforŵanĐe of produĐt 
aƩributes and diīerent aƩributes of a produĐt shape 
Đonsuŵer satisfaĐtion in a diīerent ǁay ;Sǁan, 
1988Ϳ. &urtherŵore, ŵeansͲend theory fraŵeǁork 
suggests that Đonsuŵers tend to translate produĐt or 
serǀiĐe aƩributes into beneĮts or ĐonseƋuenĐes of 
use and then into their oǁn ǀalue orientation ;'en-
gler Θ Reynolds, 199ϱͿ. MeansͲendͲtheory eǆplains 
that Đonsuŵer ǀalue steŵs froŵ aƩributes that fa-
Đilitate Đonsuŵer s͛ ĐonĐrete ;e.g., ŵonetary saǀings 
and ĐonǀenienĐeͿ as ǁell as abstraĐt shopping goals 
;e.g., shopping is an adǀenture andͬor soĐial interaĐ-
tionͿ ;Rintaŵćki et al., 200ϲͿ. 
Shopping site aƩributes Đan be regarded as tools 
that deliǀer the ǀalues representing Đonsuŵer s͛ ul-
tiŵate endͲgoals and guiding prinĐiples in Đonsuŵ-
er deĐisionͲŵaking proĐess ;toodruī Θ 'ardial, 
199ϲͿ. dhis hierarĐhiĐal assoĐiation depiĐted in the 
ŵeansͲend theory enables the analysis of produĐts 
and serǀiĐes͛ aƩributes froŵ the aspeĐt of Đonsuŵer 
ǀalue ;'runert et al., 199ϱ͖ talker Θ Klson, 1991Ϳ. 
InĐorporating the aƩributesͲsatisfaĐtion theory and 
ŵeansͲend theory, ŵobile site aƩributes are studied 
as the lowest level of the hierarchy that correspond 
to the speĐiĮĐ ŵobile shopping site features and 
funĐtions. &urther, it is proposed that perforŵanĐes 
of site aƩributes fulĮll utilitarian and hedoniĐ ǀalues 
ǁhiĐh in turn lead to Đonsuŵer satisfaĐtion. 

Mobile Shopping Site Attributes and Consumer 
Values

In the Đonteǆt of general eͲĐoŵŵerĐe, ǁebsite aƩri-
butes are deĮned as features or aspeĐts of a ǁebsite 
that faĐilitate funĐtions of site Đapabilities ;,uang, 
200ϯͿ. �roadly Đategoriǌed, site aƩributes Đan be 
technology-oriented which concerns the structural 
properties of a site itself ;e.g., hyperlink ŵultiŵedia 
ŵodalitiesͿ, or userͲoriented ǁhiĐh proǀides Ƌualita-
tiǀe eǆperienĐes ǁith the struĐtural properties of a 

site ;e.g., naǀigability and deŵonstrabilityͿ ;,uang, 
200ϯͿ.  
Consuŵers aĐross shopping Đhannels are likely to 
pursue utilitarian and hedoniĐ ǀalue siŵultaneously 
;<iŵ Θ Shiŵ, 2002Ϳ. <iŵ and Kh ;2011Ϳ researĐhed 
Đustoŵer perĐeiǀed ǀalue in ŵobile data serǀiĐe and 
identiĮed utilitarian and hedoniĐ ǀalues as the key 
prediĐtors of ŵobile data serǀiĐe aĐĐeptanĐe and 
ĐontinuanĐe. In aĐĐordanĐe ǁith preǀious studies, 
this study regard perĐeiǀed ǀalue as a ŵultiͲdiŵen-
sional ĐonstruĐt that inĐludes utilitarian and hedoniĐ 
diŵensions. 
htilitarian ǀalue is deriǀed froŵ the funĐtions per-
forŵed by a ŵobile serǀiĐe, and is Đlosely related to 
the eīeĐtiǀeness and eĸĐaĐy that are engendered 
ǁith the use of suĐh serǀiĐe ;�abin Θ �arden, 199ϰͿ. 
&urther, utilitarian ǀalue is identiĮed as the instru-
ŵental beneĮt deriǀed froŵ its nonͲsensory aƩri-
butes ;,uang, 200ϯͿ, ǁhiĐh relates to usefulness, 
ĐonǀenienĐe, and eĸĐienĐy ;�atra Θ �htola, 1990͖ 
ChiƩuri et al., 2008Ϳ. htilitarian ǀalue is ǁeighted 
on task Đoŵpletion ;,irsĐhŵan Θ ,olbrook, 1982Ϳ 
and can be achieved when products or services sat-
isfy Đonsuŵer funĐtional or eĐonoŵiĐ need ;�abin 
et al., 199ϰͿ. In other ǁords, utilitarian ǀalue Đan be 
ŵet ǁhen Đonsuŵers aĐĐoŵplished their shopping 
tasks ;�aǀis et al., 1992͖ Venkatesh, 2000Ϳ. thile 
utilitarian ǀalue is draǁn froŵ shopping task Đoŵ-
pletion, hedoniĐ ǀalue is based on subũeĐtiǀe and 
personal eǀaluation of the subũeĐt that relates to a 
fun and playfulness shopping proĐess ;,olbrook Θ 
,irsĐhŵan, 1982Ϳ. ,edoniĐ ǀalue is deĮned as aes-
thetiĐ, eǆperiential, and entertainŵent aspeĐt of ǀal-
ue ;ChiƩuri et al., 2008Ϳ deriǀed froŵ sensory aƩri-
butes ;�atra Θ �htola, 1990͖ Croǁley et al., 1992Ϳ.
It ǁas found that Đonsuŵers fulĮll utilitarian andͬ or 
hedoniĐ ǀalues through Đoŵposition of ǁebsite aƩri-
butes or ǁith indiǀidual ǁebsite aƩributes ;,uang, 
200ϯͿ. then the leǀel of aƩribute perforŵanĐe ŵaǆ-
iŵiǌes goal fulĮllŵent ;i.e., Đonsuŵer ǀalueͿ, it in 
turn leads to higher satisfaĐtion ;MiƩal et al., 199ϰ͖ 
toodruī Θ 'ardial, 199ϲͿ. In ŵobile shopping Đon-
teǆt, utilitarian ǀalue ŵay be deliǀered ǁhen the ŵo-
bile site proǀides serǀiĐes that enable Đonsuŵers to 
shop easier, ŵore Đonǀeniently, and ŵore eĸĐiently. 
,edoniĐ ǀalue is fulĮlled ǁhen Đonsuŵers perĐeiǀe 
the site to be enjoyable in its own right  as they in-
teraĐt ǁith the Đoŵposition of sensory site aƩributes 
;e.g., Đolor, sounds, deĐent ŵobile site designͿ ;�aǀis 
et al., 1992͖ Igbaria et al., 199ϰ͖ Venkatesh, 2000Ϳ. 
In this regard, this researĐh proposes that ŵobile 
site aƩributes haǀe a signiĮĐant inŇuenĐe in fulĮlling 
hedoniĐ andͬor utilitarian ǀalue ǁhiĐh in turn shape 
Đonsuŵer satisfaĐtion.
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STUDY 1

Method

In order to disĐoǀer the diīerent ŵobile ǁebsite 
aƩributes, Đontent analysis ǁas perforŵed. Seǀen 
ǁebsites ǁere seleĐted based on the list of ŵobile 
ϱ00 ŵerĐhants ;Internet Retailer, 201ϰͿ ;i.e., �ŵa-
ǌon.Đoŵ, e�ay.Đoŵ, Sephora.Đoŵ, JCWenney.Đoŵ, 
talͲMart.Đoŵ, �arnes and Noble.Đoŵ, and darget.
Đoŵ.Ϳ. dhe Đoding sĐheŵe ǁas deǀeloped based on 
the preǀious literature on ǁebsite aƩributes ;i.e., 
Chen et al., 2010͖ 'anesh et al., 2010͖ tolĮnbarg-
er Θ 'illy, 200ϯͿ. Content of eaĐh ŵobile ǁebsite 
was analyzed by two trained independent coders. 
dhe Đoders ǀisited hR> links of ŵobile sites to inde-
pendently analyǌe the aƩributes using a systeŵatiĐ 
Đoding sĐheŵe and a guideline. then there ǁere 
disagreeŵents betǁeen Đoders during the initial 
training and pilot-coding processes, the researcher 
disĐussed the Đoding sĐheŵe and operational deĮni-
tions ǁith the Đoders to reaĐh Đonsensus.

Key Attributes of Mobile Websites

�ased on the analyses of the ŵobile ǁebsites, this 
study Đategoriǌes the aƩributes based on its Đoŵŵon 
ĐharaĐteristiĐs and beneĮts deĮned as the folloǁing. 
Site quality aƩributes is identiĮed as teĐhnologi-
Đal Đapabilities that faĐilitate ĮnanĐial and serǀiĐe 
transaĐtions on ŵobile ǁebsites ;Chen et al., 2010͖ 
SĐhaupp Θ �elanger, 200ϱͿ. Mobile shopping site 
aƩributes assoĐiated ǁith the site Ƌuality Đapability 
inĐlude reliable netǁork, safetyͬseĐurity of ŵobile 
site, ǁellͲdesigned ŵobile siteͬappliĐation, siŵple 
ŵobile siteͬappliĐation, ease to ĐonneĐt to Đustoŵer 
serǀiĐes, and ease of payŵent ;SĐhaupp Θ �elanger, 
200ϱͿ. 

Shopping information aƩribute is identiĮed as prop-
er display of ǀarious shopping related inforŵation 
that alloǁ Đonsuŵers to eǀaluate aŵong alternatiǀes 
to assist sŵart shopping deĐision ;MontoyaͲteiss, 
Voss, Θ 'reǁal, 200ϯ͖ �uĐoīe, 199ϲͿ. dhe ŵobile 
site aƩributes assoĐiated ǁith the shopping inforŵa-
tion aƩribute inĐlude produĐt reǀieǁsͬratings, ease 
of produĐt inforŵation searĐh, daily deals, produĐt 
reĐoŵŵendations, priĐe Đoŵparison aĐross ŵultiple 
retailers, and alert for ĐouponsͬpriĐe proŵotions of 
storesͬserǀiĐes based on the user loĐation. 

Social interaction aƩribute inĐlude features faĐilitat-
ing the idea of staying connected or linked to oth-
er sites, inforŵation resourĐes and people ;Jones, 
2009Ϳ. SoĐial interaĐtion aƩribute inĐlude links to 
soĐial ŵedia, personal shoppers, sharing produĐtͬ
serǀiĐe inforŵation using eŵail and teǆt. 

Shopping convenience aƩribute refer to the serǀiĐes 
and praĐtiĐes that saǀe Đonsuŵer tiŵe and eīort in 
the transaĐtion proĐess ;Chen et al., 2010Ϳ. Mobile 
site aƩributes Đategoriǌed as shopping ĐonǀenienĐe 
inĐlude eĸĐient produĐtͬserǀiĐes searĐh, searĐh by 
barĐode sĐanning, eǆpress ĐheĐkout ǁith one or tǁo 
ĐliĐks, and searĐh by a produĐt photo taken by ŵo-
bile phone Đaŵera.  

STUDY 2

�ased on the Įndings in Study 1, Study 2 eǆaŵines 
ǁhether the identiĮed ŵobile site aƩributes haǀe 
eīeĐt on Đonsuŵer perĐeiǀed ǀalue and satisfaĐ-
tion, folloǁing the aƩributesͲsatisfaĐtion theory and 
ŵeansͲend theory.

Mobile website attributes and value

Site Quality

Site Ƌuality is assoĐiated ǁith serǀiĐe Ƌuality and 
it aīeĐts the Đonsuŵer s͛ oǀerall assessŵent of the 
serǀiĐe proǀider ;>u et al., 2009Ϳ. �Ʃributes assoĐi-
ated ǁith site Ƌuality ;e.g., reliable netǁork, safetyͬ
seĐurity of ŵobile site, ease to ĐonneĐt to Đustoŵer 
serǀiĐe, siŵple ŵobile siteͬappliĐation, and ease of 
payŵentͿ Đan inĐrease Đonsuŵer trusts toǁard the 
site ǁhile reduĐing Đonsuŵer ĐonĐerns for priǀaĐy 
and seĐurity issues ;,illŵan Θ Neustaedter, 201ϳͿ. 
Reliable ŵobile site netǁork and transaĐtionͬpay-
ŵent systeŵ are ĐritiĐal as it inŇuenĐes Đonsuŵer 
deĐision on ǁhether or not to disĐlose personalͬ Į-
nanĐial inforŵation ǀia ŵobile netǁork. In addition, 
ǁellͲdesigned ŵobile sites giǀe iŵpression that the 
site is designed and ŵanaged professionally, ǁhiĐh 
leads to higher reliability ;tiǆoŵ Θ dodd, 200ϱͿ.
thile ŵobile site Ƌuality deliǀers utilitarian ǀalue, 
ǁellͲdesigned ŵobile site also oīers hedoniĐ ǀalue 
as it proǀides aesthetiĐally pleasing enǀironŵent, 
interaĐtiǀe ĐoŵŵuniĐation and enũoyable shopping 
eǆperienĐe. &or eǆaŵple, ǁhen Đonsuŵers are un-
able to iŵŵediately ĐonneĐt to Đustoŵer assistanĐ-
es or do not reĐeiǀe Ƌuality Đustoŵer serǀiĐe, it ŵay 
result in unpleasant shopping eǆperienĐe, failing to 
fulĮll hedoniĐ ǀalues. &urther, ŵore Ňeǆible and se-
Đure payŵent ŵethods ŵay inĐrease ĐonǀenienĐe 
and freedoŵ of ŵobile shopping transaĐtion eǆperi-
enĐe, deliǀering an enũoyable shopping eǆperienĐe at 
the site. tith the preĐeding disĐussion, this researĐh 
proposes that the leǀel of perforŵanĐe on site Ƌual-
ity aƩributes deǀelop both utilitarian and hedoniĐ 
values:
     ,1͗ Site Ƌuality aƩribute positiǀely aīeĐts utilitar-
ian ;aͿ and hedoniĐ ǀalue ;bͿ.
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Shopping Information

Seeking shopping inforŵation ǀia ŵobile sites is a 
ŵain aĐtiǀity for ŵobile shoppers and the root of 
their purchasing decisions. Mobile shopping, unlike 
general online shopping, has liŵitations in terŵs of 
sĐreen siǌe and data proĐessing Đapabilities. dhus, 
displaying riĐh inforŵation ǁith ŵiniŵal teǆtual de-
sĐription is ĐritiĐal to proǀide handful shopping infor-
ŵation ƋuiĐkly ;Islaŵ et al., 2011Ϳ. �s a result, ŵobile 
shopping sites ǁith ǁellͲorganiǌed inforŵation Đan 
inĐrease utilitarian ǀalue. &or eǆaŵple, neatly orga-
niǌed produĐt reǀieǁs and ratings help Đonsuŵers 
obtain the inforŵation they ǁant easily on a sŵall 
sĐreen and saǀe shopping tiŵe. �aily deal funĐtion 
autoŵatiĐally sends good deals to ŵobile shoppers, 
reduĐing Đonsuŵers͛ eīorts in searĐhing for the in-
forŵation. �lso, produĐt reĐoŵŵendation feature 
based on indiǀidual Đonsuŵer proĮle enables Đon-
suŵers to reĐeiǀe optͲin reĐoŵŵendations that 
ŵeet their situational needs and preferenĐes. WriĐe 
Đoŵparison feature aĐross ŵultiple retailers helps 
Đonsuŵers saǀe tiŵe and reduĐe Đoŵpleǆ Đoŵpar-
ison. >astly, alert funĐtion for ĐouponͬpriĐe proŵo-
tion based on user loĐation proǀides Đonsuŵers ǁith 
loĐation speĐiĮĐ inforŵation. dhus, the folloǁing hy-
pothesis is eǆaŵined͗
        ,2͗ Shopping inforŵation aƩribute positiǀely 
aīeĐts utilitarian ǀalue.

Social Interaction

SoĐial interaĐtion on ŵobile sites proǀides enũoy-
ŵent ;ReyĐhaǀ, NdiĐu, Θ tu, 201ϲͿ thus deriǀe he-
doniĐ ǀalue by leƫng Đonsuŵers share eǆperienĐe 
ǁith others. dhe link to retailer soĐial ŵedia sites Đan 
faĐilitate Đonsuŵers to share produĐt inforŵation 
ǁith their friends and faŵilies and obtain Đoupon 
or special deal.  Personal shopping assistance ser-
ǀiĐe eƋuipped ǁith ǀirtual sales assoĐiates Đan oīer 
adǀiĐes or suggestions to Đonsuŵers, fulĮlling their 
needs for a shopping Đoŵpanion. �nabling produĐtͬ
serǀiĐe inforŵation sharing ǀia eŵail or teǆting ŵay 
satisfy Đonsuŵer s͛ desire to interaĐt ǁith others and 
obtain opinions. Therefore, the following hypothesis 
is developed:
          ,ϯ͗ SoĐial interaĐtion aƩribute positiǀely aīeĐts 
hedonic value.

Shopping Convenience

Consuŵers utiliǌe teĐhnology for their ĐonǀenienĐe 
;Islaŵ et al., 2011Ϳ. Mobile shopping Đan proǀide the 
ĐonǀenienĐe Đonsuŵers are seeking that no other 
ŵediuŵ Đould thus far oīer. Mobile site funĐtions 
suĐh as eǆpress ĐheĐkout enhanĐe shopping Đonǀe-
nienĐe by ŵiniŵiǌing purĐhasing steps and shopping 
tiŵes. &or eǆaŵple, 'oogle tallet alloǁs Đustoŵers 
to pay by tapping on their phones, eǆpediting the 
ĐheĐkout proĐess ;�aǀis, 2012Ϳ. &urther, Đonsuŵers 

Đan easily loĐate produĐt inforŵation through bar-
Đode sĐanning, ǀisual searĐh ;i.e. searĐhing the ǁeb 
based on photosͿ, and Đoŵparison shopping ;e.g., 
Đoŵparing produĐt priĐes aĐross ŵultiple retailersͿ 
;Reed, 2011Ϳ. dhese funĐtions enable Đonsuŵers to 
reduĐe their eīorts in searĐhing for produĐt inforŵa-
tion, inĐreasing eĸĐienĐy and eĸĐaĐy in purĐhasing 
process. Therefore, the following hypothesis is for-
ŵulated͗
       ,ϰ͗ Shopping ĐonǀenienĐe aƩribute positiǀely 
aīeĐts utilitarian ǀalue.

Value and Satisfaction

SatisfaĐtion is deĮned as Đonsuŵer ũudgŵent on 
whether or not a product or service provides a plea-
surable leǀel of ĐonsuŵptionͲrelated fulĮllŵent ;Kli-
ǀer, 199ϳͿ. SatisfaĐtion Đan be deterŵined by the ǀal-
ue fulĮlled through retailer s͛ ŵobile site aƩributes.  
then the perforŵanĐe of the neǁ serǀiĐe is beƩer 
than eǆpeĐted, the satisfaĐtion toǁard the neǁ ser-
ǀiĐe ǁill be forŵed ;zeh Θ >i, 2009Ϳ. In ŵobile shop-
ping Đonteǆt, Đonsuŵer satisfaĐtion for the serǀiĐe 
Đan be inĐreased ǁhen ŵobile shoppers͛ eǆpeĐted 
valued is achieved during the shopping process. 
htilitarian and hedoniĐ ǀalues are oŌen Đonsidered 
as key faĐtors in deterŵining usage intention of ŵo-
bile serǀiĐe, and they are Đoŵpleŵentary in nature. 
In this regard, an indiǀidual ŵay eǀaluate a partiĐular 
produĐtͬserǀiĐe based on a ŵaǆiŵiǌation of oǀerall 
perĐeiǀed ǀalue ;<iŵ Θ ,an, 2009Ϳ. &urther, it ǁas 
found that the higher value achieved, the higher sat-
isfaĐtion Đan be eǆpeĐted ;MiƩal et al., 199ϰͿ. Wosi-
tiǀe relationship betǁeen utilitarianͬhedoniĐ ǀalues 
and satisfaĐtion Đan be found ǁhen indiǀidual site at-
tributes are designed to faĐilitate Đonsuŵer speĐiĮĐ 
shopping goals ǁhile satisfying their internal enũoy-
ŵent ;ChiƩuri et al., 2008Ϳ. dhus the folloǁing tǁo 
hypotheses ǁere eǆaŵined͖
       ,ϱ͗ htilitarian ;aͿ and hedoniĐ ;bͿ ǀalues pos-
itiǀely aīeĐt satisfaĐtion in using ŵobile  shopping 
services.    

,ypothesiǌed relationships are depiĐted in &igure 1.
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&igure1. ,ypothesiǌed ResearĐh Model

dable 1. Saŵple �esĐription

Data Collection

Randoŵly seleĐted Đonsuŵer panel ŵeŵbers of the ŵarketing researĐh Đoŵpany reĐeiǀed an eͲŵail Đon-
taining the surǀey link. dotal of ϯ0ϱ Đoŵpleted responses ǁere ĐolleĐted. �bout half of the respondents are 
feŵale ;ϱ2.1йͿ and ϯ8й haǀe Đollege degree. �pproǆiŵately ϳ0й of respondents are betǁeen the ages of 
19 and ϰ9, ǁith oǀerall age ranging froŵ 19 to ϲϯ ;see dable 1Ϳ. &or ŵobile shopping behaǀiors, ϰ8.9й of re-
spondents use sŵart phone for priǀate purpose and 8ϱ.ϲй of respondents haǀe shopped by ŵobile phone. 
�ĐĐording to Weǁ researĐh Đenter report, around 92й of �ŵeriĐans betǁeen the ages of 18Ͳ29 and 88й of 
those ages of ϯ0Ͳϯ9 are sŵartphone users ;Weǁ ResearĐh Center, 201ϳͿ. dherefore, it is ĐonĐluded that the 
saŵple ĐharaĐteristiĐs of this study reŇeĐts the Đurrent proĮle of h.S. ŵobile shoppers.

Variables SĐale &reƋuenĐy Percent of Total

Age

19-29 72 23.6%

30-39 74 24.3%

40-49 68 22.3%

50-59 64 20.9%

Kǀer ϲ0 27 8.9%

Gender
&eŵale 159 52.1%

Male 146 47.9%

�duĐation

,igh SĐhool 39 12.8%

Soŵe College 100 32.8%

College 116 38.0%

'raduate SĐhool 47 15.4%

Kthers 3 1.0%
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Measures

dhe initial ŵeasures for four ŵobile shopping site 
aƩributes ǁere Đonsisted of ϯ2 iteŵs draǁn froŵ 
preǀious studies in eͲĐoŵŵerĐe ;Chen et al., 2010͖ 
'anesh et al., 2010͖ tolĮnbarger Θ 'illy, 200ϯͿ and 
Study 1. SeǀenͲpoint iŵportanĐe sĐale ;anĐhored 
froŵ 1 is ͚not at all iŵportant͛ to ϳ is ͚eǆtreŵely iŵ-
portant͛Ϳ ǁas used to eǀaluate eaĐh aƩribute. &our 
iteŵs on utilitarian ǀalue and ϱ iteŵs on hedoniĐ ǀal-
ue ǁere adapted froŵ preǀious studies ;Van de ,ei-
ũden et al., 200ϰ͖ �atra Θ �htola, 1990Ϳ. dhree iteŵs 
ŵeasuring satisfaĐtion ǁere adapted froŵ &laǀian et 
al. ;200ϲͿ. ϳͲpoint >ikert sĐale ;anĐhored froŵ 1 is 
͚strongly disagree͛ to ϳ is ͚strongly agree͛Ϳ ǁas used 
to ŵeasure ǀalues and satisfaĐtion.

Results

Measurement Model

WrinĐipal Đoŵponent analysis ǁas used to eǆaŵine 
ǁhether high leǀel of Đoŵŵon ŵethod ǀarianĐe eǆ-
ist in the data. �ue to its ŵultiͲfaĐeted ĐharaĐteris-
tiĐs aŵong aƩributes, an �ǆploratory &aĐtor �nalysis 
;�&�Ϳ found 1ϯ iteŵs ǁere ĐrossͲloaded aŵong the 
aƩribute iteŵs. In order to establish disĐriŵinant ǀa-
lidity aŵong ŵobile site aƩribute Đategories, iteŵs 
ǁith a ǁeak faĐtor loading ;loading loǁer than .ϱ0Ϳ 
and ĐrossͲloaded iteŵs ;loading ŵore than .ϱ0 on 
tǁo faĐtorsͿ ǁere dropped ;,air et al., 1998Ϳ. �s a 
result, total 1ϯ iteŵs out of ϯ2 iteŵs ǁere reŵoǀed 
and a ĮnalͲ19 iteŵ ǁas deterŵined for further anal-
ysis. Total 7 factors with eigenvalues greater than one 
ǁere draǁn froŵ eǆploratory faĐtor analysis. 
dhe Ƌuality of ŵeasureŵent ŵodel ǁas eǀaluated 
using ConĮrŵatory &aĐtor �nalysis ;C&�Ϳ. dhe ŵea-
sureŵent ŵodel shoǁed an aĐĐeptable Įt to the 
data ;ǆ2 с 1008.ϰϱϲ, df с ϰ0ϱ ;p с .00Ϳ C&I с .928, 
RMS��с .0ϳ0Ϳ. Reliability for eaĐh ĐonstruĐt ranged 
froŵ CronbaĐh s͛ alpha .ϳϳ to .9ϯ, ŵeeting the reĐ-
oŵŵended leǀel of .ϳ0. �ll iteŵs loaded on the in-
tended constructs with standardized factor loadings 

InĐoŵe

Under $ 25,000 33 10.8%

$25,001-$34,999 29 9.5%

$35,000-$49,999 53 17.4%

$50,000-$74,999 89 29.2%

$75,000-$99,999 40 13.1%

$100,000-$124,999 34 11.1%

Kǀer Ψ12ϱ,000 27 8.9%

Wurpose of use a ŵobile phone 

�ǆĐlusiǀely for priǀate purposes 149 48.9%

More for private, than for business purposes 68 22.3%

�bout ϱ0ͬϱ0 priǀate and business 83 27.2%

More for business, than private purposes 5 1.6%

�ǀer shop by a ŵobile phone
zes 261 85.6%

No 44 14.4%

ranging froŵ .ϳ1 to .9ϯ ;p ф .001Ϳ. dhe ŵagnitude 
of the factor loadings of each indicator of the latent 
ĐonstruĐts ǁas eǀaluated to ĐonĮrŵ Đonǀergent ǀa-
lidity ;�nderson Θ 'erbing, 1988Ϳ. In addition, the 
Coŵposite Reliabilities ;CRͿ of eaĐh ĐonstruĐt ranged 
froŵ .ϳ8 to .9ϰ, eǆĐeeding the reĐoŵŵended leǀel of 
.ϲϱ. �ǀerage VarianĐe �ǆtraĐted ;�V�Ϳ ranged froŵ 
.ϱϱ to .8ϯ, ŵeeting the reĐoŵŵended leǀel of .ϱ0 
;see dable 2Ϳ.
       �isĐriŵinant ǀalidity aŵong ĐonstruĐts ǁas Đon-
Įrŵed by Đoŵparing �V� and the sƋuared Đorrela-
tions betǁeen the tǁo ĐonstruĐts of interest. �V�s 
for the ĐonstruĐts ǁere greater than their sƋuared 
Đorrelations indiĐating disĐriŵinant ǀalidity ;&ornell 
Θ >arĐker, 1981Ϳ ǁith the eǆĐeption of site Ƌuality 
and shopping inforŵation ĐonstruĐts ;2ࡏ с .ϳϰͿ and 
soĐial interaĐtion and hedoniĐ ǀalue ;2ࡏ с.ϲϰͿ ;see 
dable ϯͿ. ,oǁeǀer, the �V�s for the four ĐonstruĐts 
ranged froŵ .ϱϰ to .82, indiĐating adeƋuate disĐriŵ-
inant ǀalidity. dhus, disĐriŵinant ǀalidity aŵong Đon-
structs was acceptable.

Hypothesis Testing

dhe Įt statistiĐs of the struĐtural ŵodel indiĐated an 
aĐĐeptable Įt to the data ;ǆ2 с 10ϯϱϯ.192 df с ϰ1ϯ ;p 
ф .001Ϳ, C&Iс .92ϲ, RMS��с .0ϳ0Ϳ. dhe results shoǁed 
that all hypothesiǌed paths ǁere signiĮĐant at p ф .0ϱ 
in line ǁith the hypothesiǌed direĐtions eǆĐept one. 
dhe eīeĐt of site Ƌuality on utilitarian ǀalue ;pͲǀalue 
ф .0ϱ͖ ʧ с .ϯϰ9, t с ϯ.19ϱͿ ǁas signiĮĐant, supporting 
,1a ǁhile the eīeĐt of site Ƌuality on hedoniĐ ǀalue 
;pͲǀalue с .110͖ ʧ с .091, t с 1.ϱϳϰͿ ǁas insigniĮĐant, 
reũeĐting ,1b. dhe relationship betǁeen shopping 
inforŵation and utilitarian ǀalue ǁas signiĮĐant and 
positiǀe ;pͲǀalue ф .0ϱ͖ ʧ с .2ϲ2, t с 2.2ϲ2Ϳ, support-
ing ,2͖ the relationship betǁeen soĐial interaĐtion 
and hedoniĐ ǀalue ǁas signiĮĐant and positiǀe, sup-
porting ,ϯ ;pͲǀalue ф .01͖ ʧ с .ϳϰ1, t с10.ϳϯϲͿ͖ and 
the relationship betǁeen shopping ĐonǀenienĐe and 
utilitarian ǀalue ǁas signiĮĐant and positiǀe ;pͲǀalue 
ф .0ϱ͖ ʧ с .1ϳϰ, t с 1.9ϱϱͿ supporting ,ϰ.
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Latent
Construct Kbserǀed IndiĐators

Nсϯ0ϱ

&aĐtor
Loadings �V� Ǔ ɲ ǔ

Site Yuality

SafetyͬSeĐurity of ŵobile site 0.81 

.67 .93

tellͲdesigned ŵobile siteͬappliĐation 0.85 
Cuƫng ʹedge ŵobile siteͬappliĐation 0.82 
Siŵple ŵobile siteͬappliĐation 0.82 
�ase to ĐonneĐt to Đustoŵer serǀiĐes 0.81 
�ase of payŵent 0.83 
Network reliability 0.79 

Shopping 
Inforŵation

WroduĐt reǀieǁsͬratings 0.78 

.58 .90

�ase to searĐh produĐt inforŵation 0.81 
Daily deals 0.77 
WroduĐt reĐoŵŵendations ;i.e., eǆpert adǀiĐeͿ 0.79 
WriĐe Đoŵparisons aĐross ŵultiple retailers 0.73 
�lert for ĐouponsͬpriĐe proŵotions of storesͬserǀiĐes based on 
the user loĐation 0.71 

SoĐial Inter-
aĐtion

>inks to soĐial ŵedia ;e.g., &aĐebook, dǁiƩerͿ 0.61 

.54 .77Personal shoppers 0.77 
Sharing produĐtͬserǀiĐe inforŵation using eŵail or testing ǁith 
others 0.82 

Shopping 
Convenience

SearĐh by barĐode sĐanning 0.78
.68 .84�ǆpress ĐheĐkout ǁith one or tǁo ĐliĐks 0.84 

SearĐh by a produĐt photo taken by ŵobile phone Đaŵera 0.85 

htilitarian 
Value

�īeĐtiǀe 0.93 

.79 .94
&unĐtional 0.93 
WraĐtiĐal 0.88 
WroduĐtiǀe 0.81 

Hedonic 
Value

�ǆĐiting 0.84 

.76 .94
&asĐinating 0.90 
Playful 0.87 
Thrilling 0.91 
�ŵusing 0.84 

SatisfaĐtion

I think that I ŵade the ĐorreĐt deĐision to use ŵobile shopping 
services. 0.90 

.82 .93dhe eǆperienĐe that I haǀe had ǁith ŵobile shopping serǀiĐes 
has been satisfaĐtory. 0.93 

In general, I aŵ satisĮed ǁith ŵobile shopping serǀiĐes. 0.90 

dable 2. Measureŵent Model Results

Ǔ �ǀerage VarianĐe �ǆtraĐted, ǔ CronbaĐh s͛ ɲ
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dable ϯ. Correlation Matriǆ of Variables

The AVE is reported on the diagonal.

dable ϰ. Results of ,ypothesis desting

Note͗ pΎф 0.0ϱ, ΎΎp ф 0.001

1 2 3 4 5 6 7
1. Site Yuality 0.67
2. Shopping Inforŵation 0.74 0.58
ϯ. SoĐial InteraĐtion 0.30 0.43 0.54
ϰ. Shopping ConǀenienĐe 0.58 0.57 0.52 0.68
ϱ. htilitarian Value 0.50 0.48 0.30 0.39 0.79
6. Hedonic Value 0.25 0.25 0.64 0.38 0.30 0.76
ϳ. SatisfaĐtion 0.45 0.43 0.26 0.37 0.75 0.28 0.82

In addition, utilitarian ǀalue ;pͲǀalue ф .01͖ ɴ с .822, t с 1ϳ.1ϰϱͿ and hedoniĐ ǀalue ;pͲǀalue ф .0ϱ͖ ɴ с .09ϱ, t с 
2.ϰ08Ϳ ǁere positiǀely related ǁith satisfaĐtion supporting ,ϱa and b.
�dditionally, indireĐt eīeĐts of utilitarian and hedoniĐ ǀalues on the relationships betǁeen ŵobile site at-
tributes and satisfaĐtion ǁere tested. dhe result shoǁed that hedoniĐ ǀalue ŵediated the eīeĐt of soĐial 
interaĐtion on satisfaĐtion ;ɴ с .ϳ1, pͲǀalue с .0ϯϰͿ. dhe SƋuared Multiple Correlations ;SMCͿ of hedoniĐ ǀal-
ue, utilitarian and satisfaĐtion ǁere .ϲϯ, .ϱϱ, and .ϳϱ respeĐtiǀely, indiĐating that ϲϯй of ǀarianĐe in hedoniĐ 
ǀalue ǁas eǆplained by soĐial interaĐtion ĐonstruĐt and ϱϱй of ǀarianĐe in utilitarian ǀalue ǁas eǆplained by 
site Ƌuality, shopping inforŵation, and shopping ĐonǀenienĐe. &urther, ϳϱй of ǀarianĐe in satisfaĐtion ǁas 
eǆplained ǁith the tǁo ǀalues deriǀed froŵ using four aƩribute ĐonstruĐts. dhe results of standardiǌed path 
ĐoeĸĐients for eaĐh hypothesiǌed path are proǀided in dable ϰ.

DISCUSSIONS AND IMPLICATIONS

dhe present study aiŵs to identify speĐiĮĐ ŵobile 
shopping site aƩributes and utilitarian and hedoniĐ 
ǀalues deriǀed froŵ suĐh aƩributes. &urther, it ǁas 
eǆaŵined ǁhether utilitarian and hedoniĐ ǀalues ul-
tiŵately inŇuenĐe Đonsuŵer satisfaĐtion using ŵo-
bile shopping serǀiĐes. dhe study results ĐonĮrŵed 
that site Ƌuality, shopping inforŵation, and shopping 
ĐonǀenienĐe aƩributes Đreate utilitarian ǀalue and 
soĐial interaĐtion aƩribute Đreates hedoniĐ ǀalue 

Paths

Nсϯ0ϱ
Standard-

ized
CoeĸĐients t-value

,1a͗ Site Yuality Ͳхhtilitarian Value   .340* 3.084
,1b͗ Site YualityͲх,edoniĐ Value  .090 1.561
,2͗ Shopping InforŵationͲхhtilitarian Value .288* 2.590
,ϯ͗ SoĐial InteraĐtionͲх,edoniĐ Value   .743** 10.740
,ϰ͗ Shopping ConǀenienĐe Ͳхhtilitarian Value .160* 2.038
,ϱa͗ htilitarian ValueͲхSatisfaĐtion   .822** 17.172
,ϱb͗ ,edoniĐ Value ͲхSatisfaĐtion .096* 2.424

ǁhiĐh in turn lead to user satisfaĐtion.
Site Ƌuality positiǀely related to utilitarian ǀalue 
in this study. dhe site Ƌuality faĐilitating Đonsuŵer 
shopping transaĐtions ŵay leǀerage the degree of 
Đonsuŵer satisfaĐtion ǁhile they seek funĐtional, 
eĸĐient, and eīeĐtiǀe shopping ŵethod. Site Ƌual-
ity is Đlosely related to baĐkͲend of ŵobile teĐhnol-
ogy supporting all of Đonsuŵer shopping aĐtiǀities, 
ŵeaning it is a ĐritiĐal aƩribute deliǀering utilitarian 
ǀalue using ŵobile shopping serǀiĐes.  InsigniĮĐant 
result regarding the eīeĐt of site Ƌuality on hedoniĐ 
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ǀalue ŵay be a result of that the study ŵeasured the 
site Ƌuality ǁith the ŵeasureŵent iteŵs Đontaining 
funĐtional aspeĐts ŵainly. In addition, site Ƌuality 
aƩributes ŵay not direĐtly aīeĐt hedoniĐ ǀalue Đre-
ation, but hedoniĐ ǀalue ŵay be aĐĐelerated as utili-
tarian value increases. 
�s shoǁn in the results, soĐial interaĐtion Đreates 
hedoniĐ ǀalue, suggesting that soĐial interaĐtion is 
the ŵain Đontributing faĐtor for shopping enũoyŵent 
and pleasure. SoĐial interaĐtion ǀia ŵobile Đhannel 
enables Đonsuŵers to aĐĐess ǀirtual ĐontaĐt point 
ǁhere ŵeŵbers share inforŵation, personal testi-
ŵonials, Đustoŵer reǀieǁs. &or this reason, ŵobile 
Đhannel is regarded as key ǀiral ŵarketing plaĐe for 
retailers ;�aǀis, 2012Ϳ. 
In addition, ŵobile shopping serǀiĐes Đan proǀide 
treŵendous shopping ĐonǀenienĐe and inforŵation. 
,oǁeǀer, proǀiding large aŵount inforŵation ǁith-
out Đonsidering ǀalue and releǀant aƩributes that 
satisfy Đonsuŵer needs and ǁants Đan lead to dis-
traĐting and disadǀantageous results. Neǀertheless, 
ŵobile shoppers still faĐe soŵe liŵitations Ͳsŵall 
sĐreen, tiny key pads, liŵited bandǁidth, Đostly Đon-
neĐtion tiŵe, and liŵited ŵobile Đontents and ser-
ǀiĐes ;�eng and �hang, 2010Ϳ. dhis study suggests 
that retailers need to Đoŵpose and ŵanage ŵobile 
shopping site aƩributes that eīeĐtiǀely faĐilitate Đon-

suŵer speĐiĮĐ needs and ǁants ǁithin the uniƋue 
ŵobile shopping enĐounter. �lthough ŵobile shop-
ping proǀides ŵore personaliǌed shopping inforŵa-
tion and loĐationͲbased serǀiĐes ;e.g., 'eoͲfenĐing, 
�eaĐonͿ, Đonsuŵers ŵay not return to the retailer s͛ 
ŵobile site if the indiǀidual andͬor ĐolleĐtiǀe site at-
tributes fail to deliǀer ǀalue to Đonsuŵers. It further 
iŵplies that retailers lose Đonsuŵer touĐh point ǀia 
ubiƋuitous ĐharaĐteristiĐ of ŵobile Đhannel. 

LIMITATIONS AND FUTURE STUDY

In order to inĐrease disĐriŵinant ǀalidity aŵong 
ĐonstruĐts, ŵany ŵobile site aƩribute iteŵs that 
initially proposed in this study ǁere reŵoǀed froŵ 
further analysis. �uring the proĐess, this study ŵay 
haǀe oǀerlooked soŵe aƩributes that Đontribute to 
Đonsuŵer ǀalue and satisfaĐtion. &uture study is en-
Đouraged to deǀelop the ŵeasure of ŵobile site at-
tributes by sĐrutiniǌing eŵergenĐe of popular retail-
ers͛ ŵobile sites ǁith innoǀatiǀe ŵobile site features 
and funĐtions. In addition, site aƩributes assoĐiated 
speĐiĮĐ ǀalue Đan be positioned ǁith indiǀidual Đon-
suŵer ĐharaĐteristiĐs and situations. In the future 
study, the relationships betǁeen situational faĐtors 
and beneĮts of ŵobile shopping site aƩributes need 
to be eǆaŵined.
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