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Uloga mobilnih ure aja u procesu donošenja odluke o kupnji na tržištu krajnje 
potrošnje, relativno je novo i neistraženo podru je istraživanja u marketingu. Istovremeno, u 
svijetu je zamjetan brzi trend razvoja mobilnih ure aja i intenziviranje njihove uporabe za 
potrebe pristupa Internetu. Stoga se može re i kako se radi o zna ajnom i zanimljivom podru ju 
znanstvenog interesa. Dostupna istraživanja pokazuju kako velik udio potroša a koristi 
mobilnu platformu u fazama koje prethode kupnji, dok sami in kupnje ve inom obavljaju putem 
ostalih platformi. Jedan od klju nih razloga nekorištenju mobilne platforme za samu kupnju je 
percipirani rizik korištenja te platforme u kupovnoj fazi. Stoga se u ovome istraživanju fokus 
stavlja upravo na utjecaj percipiranog rizika korištenja mobilne platforme na namjeru njenog 
korištenja u fazi kupnje. Empirijsko istraživanje provedeno je uz uporabu uzorka studentske 
populacije, u kontekstu rezervacije turisti kog smještaja. Koriste i elemente prilago enog 
multidimenzionalnog modela percipiranog rizika uz primjenu metode najmanjih kvadrata 
(PLS), definiran je strukturni model utjecaja pojedinih dimenzija percipiranog rizika na 
sklonost korištenju mobilnih ure aja u fazi kupovine, tj. rezervacije smještaja. Istraživanje 
ukazuje na razli itu snagu utjecaja pojedinih dimenzija percipiranog rizika na namjeru 
korištenja mobilne platforme, pri emu percipirani funkcionalni i vremenski rizik korištenja 
mobilne platforme iskazuju statisti ki zna ajne utjecaje. Rezultati istraživanja ukazuju na 
važnost adekvatnog oblikovanja i optimiziranja dodirnih to ki koje se javljaju u procesu kupnje 
putem mobilne platforme s ciljem ubrzanja i olakšavanja korištenja iste. Temeljem nalaza 
empirijskog istraživanja, diskutiraju se implikacije rada s teoretskog i prakti nog aspekta. 
Kona no, dan je pregled najvažnijih ograni enja rada kao i prijedlozi budu ih istraživanja. 

 Kupovno ponašanje potroša a, percipirani rizik, mobilna platforma 

The role of mobile devices in the consumer purchase decision process is a relatively 
new field of inquiry in marketing. Continuous and rapid advances in mobile technology, 
coupled with the global trend of increased consumer usage of mobile devices for Internet 
access, makes this an important and interesting area for scientific inquiry. Existing research 
shows that a large share of consumers use the mobile platform in pre-purchase stages of buying 
decision process, while the majority of the actual purchases are performed through other 
platforms (mainly using personal computers). One of the main reasons why the mobile platform 
has not been used more in purchase decision stage is the perceived risk of using mobile at that 
stage in the process. Hence, the focus of this paper is on the impact of the perceived risk in 
using mobile platform for purchases on the intent of its use in the purchase decision phase. 
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Empirical research in the context of tourist accommodation booking was conducted using a 
judgmental sample of the student population. Using an adapted multidimensional model of 
perceived risk and partial least squares method, a structural model of the impact of the 
perceived risk dimensions on the intention to use mobile devices during the purchase stage 
(reservation of accommodation) was developed. Data analysis reveals differences in the effect 
of perceived risk dimensions on the intent of using the mobile platform in purchase stage. 
Perceived functional and temporal risks show significant effects, while effects of perceived 
psychological and financial risks are not significant. Empirical results demonstrate the 
importance of design and optimization of touch-points occurring in the purchasing process on 
mobile platforms, aimed at providing more functional and time-efficient user experience. 
Theoretical and practical implications of the research are discussed, followed with an overview 
of the research limitations as well as suggestions for future research. 
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