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FOREWORD

Needs, wishes, intentions, and expectations are only knowledge forthemselves,
and they mean nothing until they become knowledge or a message for others
with the help of certain symbols and actions, as well as the means of their trans-
mission - MEDIA. ,Withouttransposing theinformationinto some communication
medium (movement, speech, letter, electronicand electromagnetic waves, etc.),
it remains silent and invisible to others in the social environment, except for the
author himself (Plenkovi¢, 2019)." In the most general sense, communication, in
addition to the living (social and animal) and ,non-living"” world, is increasingly
becoming a part of the virtual world of artificial intelligence. That key element
of the communication process is the MEDIA. The scientific monograph, which is
in front of you, contains the works or research results of professors and students
of communication science on the topic of the relationship between media and
science. All the papers published in this book were subjected to the process of
anonymous peer-review. So, what is the social role of the media, or in other
words, the media between professionalism and ideology today, is a wide area of
the author's research curiosity, whose works we present.

»We livein atime of exceptional complexity ofsocial circumstances, technological
progress, and complexity of scientificinformation. The media image of the social
role of science has changed over time, but it is precisely the complexity and
diversity of scientific research that distances science from the interests of the
wider population and makes it difficult to understand the importance of science
in everyday life (Musti¢ and Veljkovic)". Therefore, part of the attached papersin
thismonographindicatestherelationship betweenthe goals of sciencein general
(the good of man) and the new approaches of the media ininforming the public.
Thus, the author Jaksetic investigates the extent to which media articles about
covid-19 were supported by scientific evidence and determines, ,that thereis a
statistically significant differenceinthe acceptability ofinformation between pub-
lished newspaperarticles about covid-19, compared to articles that use scientific
research as a source.” Of course, the works in the monograph do not include all
aspects of the relationship between science and the media, but that is why the
need for credibility and ethics of the media is more emphasized (due to fruitful
communication among the scientific public).

The virtual world, as prof. Baltazarevi¢ emphasizes in her work, offers the pos-
sibility of satisfying the hunger for communication, but also of disseminating
information and forming different groups for the exchange of opinions. This
phenomenon of human community enables the positioning of one's own choice.
However, in such a parallel communication space, as prof. Baltazarevc¢ argues, it
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is possible to endanger the safety of users. The safety and dignity of the human
- communicator in the world of social interactions and the role of the media in
that process is also a topic that captures the research attention of the authors
of the monograph. Namely, reality is not something substantial, but a product
of language. The word, written, spoken, performed, whatever it may be, is the
basis of symbolic social interaction and a means of transposing knowledge into
information, the ultimate purpose and achievement of whichisfatally determined
by the media (Berger and Luckmann).

The monograph also contains chapters dealing with the impact of technologieson
the development and perspective of new media from the point of view of crea-
tion, transmission, and management of information. »Now we have the Internet,
multimedia, and VR (virtual reality), but it is not easy for us to predict what will
happen next. In addition to technology as a creator, new media are increasingly
the subject of scientificresearch throughsocial sciences, especially through com-
munication in its multi, but also transdisciplinary sectors (Sordan)«.

Inadditiontothe development ofthe material part ofinformationtechnology and
the emergence of new media, the role of media in modern society also has the
technology of applying verbal concepts of communication, the basis of which is
speech.We are talking about astereotype, as distorted information. »The research
conclusions show that stereotypes are created as generalized opinions, which
are significantly influenced by the mass media, but also cultural differences. The
solution can be seen in continuous education, objective publicinformation and
coordination of civilsociety organizations, state institutions and bodies,” conclude
Muti¢ and Grmusa in their research on communication with refugees in Croatia.

Theresearch results of some of the chaptersinthis monographindicate thatsocial
networks are the most common and comprehensive social media, so we are talking
aboutonline communication, inallareas and levels ofsocial organizational struc-
tures.»0nline social networks are considered a two-way communication medium
ofthe modern age. They are presentin all spheres of human life, including in the
work environment. Employees also use them forpersonal purposes during active
working hours (Lebar)."” Digital channels as a form of marketing are becoming the
main way of marketing communication for companies around the world (Simon-
ovich). The author Marusa Mavsar devotes a special aspecttothe role of the media
atthe regional-local levelin her research work. »Local storytelling has a proven
effectin increasing civic participation and ensuring pro-social behavior. Despite
the important role of local media in community engagement, communication
studies seemto ignore local storytelling in Southeast Europe.”

In short, by extracting certain sequences from the works of individual authors,
we wanted to presentsome of the topicsthat were the subject of research onthe
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unlimited, all-time, and ubiquitous teaching of social interactions, relationships
in which all stakeholders, regardless of their legal status, necessarily enter. The
aphorism, everythingthatis notinthe media- does not exist, illustrates the social
role ofthe MEDIAin aninspiring way. Of course, we dedicate this scientific mono-
graph, as well as the previous one, to the founder of the doctoral study Strategic
Communication Management, atthe AME academician, prof. Ph.D. Mario Plenkovic.

Assist. Prof. Ph.D. Bozidar Veljkovi¢, Editor
Acting head of the doctoral study program
Strategic Communication Management
Alma Mater Europaea - ECM
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THE IMPACT OF VIRTUAL MEDIA COMMUNICATION
ON MODERN COMMUNICATORS

Prof. Ph.D. Vesna Baltezarevi¢
Faculty of Law, Megatrend University, Belgrade, Serbia

ABSTRACT

The virtual world offers the possibility to satisfy the hunger for communication,
butalsoto disseminate informationand form different discussion groupsin order
to exchange opinions. This phenomenon of human community allows position-
ing of one’'s own choice. However, in such a parallel communication space, it is
possible to endanger the security of users. The acceptance of the imposed views
of the media in order for the communicator to identify with the group, he/she is
approaching, is particularly dan gerous, as this leads to the renunciation of free-
dom and the right to know the truth. Absolute defense against the media is not
possible, but media literacy can mitigate the negative effects of the media andits
deception.Theresearch conductedinthis paperanswered the following research
questions: Isvirtual communication as attractive asreal-world communication? Do
communicators adheretovirtual group attitudes? Does media literacy contribute
to preserving the freedom of communicators and realizing the right to the truth?

Keywords: virtual world, security, virtual group attitudes, freedom and right to
truth, media literacy
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1. INTRODUCTION

Communication in the face of new technologies is increasingly ,moving” to the
virtual world. The attraction of the Internet is becoming a new phenomenon of
the human community. The virtual world offers pleasure to the communicatorwho
positions himselfinthe computerworld by his own choice. Atechnologicalleapin
the progress of human society has laid the foundation for a new, parallel virtual
world. "New technologies and global media have already established themselves
asthe key social factors that shape modern society. Mass communication has be-
come the dominant mode of information exchange and the inevitable fact of life
forthe modernman. People areincreasingly turningto media trying to address the
problem ofalienation and growingsocial dysfunction. They expectthatthe media
will feelthe gap it contributed toin first place” (Baltezarevic & Baltezarevic 2019,
231). Media literacy, whichincludesinformation literacy, indicates the significant
role of information and media in everyday life. It is a prerequisite for achieving
freedom of expression and information. Its goal isto enable media consumers to
understand the functions of the media and other broadcasters of information, to
educate them to critically evaluate media content and make informed decisions
asusersand producers ofinformation and media content. "Socializing and surfing
the online space does not pass without leaving traces. Each user provides infor-
mation about himself, sometimes as a conditionto be ableto accesstherequested
applications, when he consciously agreesto it, sometimes by exchanging data with
other network participants, unaware that the network ‘remembers everything’,
that the data remains deposited even in the case when remove your profile”
(Baltezarevicetal., 2015a, 370). The Internet, as the first medium that enabled a
model of communication in which communicators are numerous and scattered
all over the world, promoted the user of information from a passive recipient of
information to an active media participant.

“Defense againstthe mediaisthe only wayto one'sown freedom, butfacing media
politics shows that absolute defense against the media is not possible. Members
of the mass can only partially oppose imposed attitudes by actively participating
in communication processes. However, the media-insufficiently educated public
often accepts media messages, without a deeper analysis and search forthe real
essence. That's why we can't even talk about reaching complete freedom, be-
cause always, at least part of the manipulative media messages find their way to
people's consciousness and inevitably stay there” (Baltezarevic at al., 2015b, 56)

The popularity of the Internetis enhanced by the possibility to satisfy the hunger
for communication, but also to marketinformation and form different discussion
groups for the exchange of opinions, news, and reporting on events that are
important to that audience for any reason. The Internet thus provides a wide va-
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riety of information sources, and this affects the attraction and retention of the
audience. Recklessness onthe networks has led to the emergence ofa number of
wide-rangingincidents, which has had the effectthat Internet users are beginning
to express concernaboutthesignificant publicationand use of their personal data
(Acquisti & Gross, 2006).

Electronic media continuously exertinfluence on group identityand do so without
special effort because they are not constrained by the ties between physical loca-
tionand accesstoinformation. The group identity based on the physical presence of
the communicatoris giving way to various new forms where the physical location
is not crucial. On the Internet, everyone is at the ,same place” and at the ,same
time".The global nature of internet communications allows the audience to look
forinformation whenevertheywant, ratherthan passively waiting forit, and this
is the most significant change in the nature of the media. In this surrogate space,
people find satisfaction thatis often denied them in reality. They form their char-
acters, often completely differentfromthe one they haveintherealworld. Thanks
tothe new media, the common manis ableto getinformation easily. However, this
is exactlythetrap set by the new form of mass communication. Holdinga phonein
theirhands orsitting in front of their computer, people have the feeling that they
are safe in ,their" cyberspace and that they have control over what happens to
their data that they leave behind every day. All these data represent a challenge
forhacker groups and various corporations that use these datato form databases
thatthey usefortheirown needs withoutthe consent of the ,owner" of the data.
Theinformationfound onthe portalsis often unverified, and the anonymity of the
participantsis enabled, which can be a coverforvarious criminogenic behaviors. A
significant part ofthe online media space isstill not covered by legal regulations,
which leads to numerous violations of human rights, but also to serious criminal
acts thatremain outside the scope of the law.

Media literacy is becoming a necessity of modern society, but the education and
skills necessary for this type of literacy require educated and interested citizens
asaprerequisite. Citizensfound space foraction in this qualitative vacuum. There
isanincreasing number of yesterday's passive media observers who, when they
find themselves in the right place at the right time, inform others about it and
spreadtheinformationtheyhave obtained.The Internetand moderntechnologies
have enabled the ,ordinary man”to become areporter fromthe scene. A passive
recipient of ‘already seen’' news becomes an active distributor and producer of
current information.

The humanmindisamarvelous collection of structures, systemsand memories. He
isthe center of man's consciousness and his way of acting. Thanks to the specificity
ofthe mind, each person has his own identity and his own view of the world. How
to drown such a unique person in the crowd? The only possibility is to adapt to a

13
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model called the ,desired subject”. ,The media helpstheindividual define himself
in relation to other people, while at the same time developing the fear that not
accepting the established model of behavior can alienate them from their own
group” (Baltezarevic at al., 2016, 37).

“Hybrid identity and human action become, thus, a virtual upgrade of real limi-
tationsand shortcomings, which attempts to overcome physical, spiritual, social,
psychological, spatialand temporallimitations. There remains, however, a doubt
astowhetheritisadriving, positive utopia and the embodiment of Bloch's prin-
ciple of hope, which directs the subject towards reaching the idea of the foreign,
undiscovered, non-existent, ora media dystopia, as a negative utopia that deprives
thought of both layers of subjectivity, making it impossible to overcome individ-
ually its limit of empirical experience and the transition into the sphere of action
of Kant's transcendental non-imagination?” (Pordevi¢, 2011, 133).

2. IS VIRTUAL COMMUNICATION AS ATTRACTIVE AS REAL-WORLD
COMMUNICATION?

Thisreevaluation of the importance of physical presence and interpersonal touch
is particularly important considering an increasing use of virtual environments
thatstronglyrely onvision and audition, butscarcely involve tactile stimulations.
Indeed, current communication systems, such asvideoconferencing, social media
use and engagement with virtual reality activities, do not support sensory feed-
backthroughthe sense of touch and they have been shown to be not sufficient to
prevent socialisolation and loneliness.

Theimportance of physical presence and interpersonal touchis gainingimportance
due to theincreasingly frequent presence of media usersin a virtual environment
that relies on vision and audition, and very rarely includes tactile stimulation. Ex-
isting communication systems and virtual reality activities do not include sensory
feedback through the sense of touch, which affects the fact that they are not suffi-
cientto preventsocialisolationandloneliness (Usta etal., 2014). Ithas beenshown
that the appearance of loneliness and the effort to achieve and maintain contacts
with peers and family through social media is not enough (Cauberghe etal., 2021).

Virtual communities enable communication between people who are physically dis-
tant, providing asense ofsocial presence, butitis only a matter of perception of pres-
ence with others in an environment created through communication technologies.

3. D0 COMMUNICATORS ADHERE TO VIRTUAL GROUP ATTITUDES?

Virtual teams, like real-world teams, can have a stronger or weaker team identity,
whereby a greater degree of teamidentity in virtual teams can reduce some of the
negative aspects (Zimmerman, 2011), while asense of belonging, as well as a social
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presence withinavirtualteam, canbe achieved by creating a shared socialidentity
asagroup, ratherthan by creating interpersonal connections between individuals.

Centraltothe process ofsocial categorizationisthe mechanism ofdepersonaliza-
tion.Whenfollowing group prototypes, individuals no longer perceive people as
distinctive individuals but as better or worse approximations of the group proto-
type. The perception of others and the perception of the self are depersonalized
(Schulzetal., 2020, 204).

Identity develops across contexts and time, and is shaped by cultural influences
including age, generation, ethnicity, race, religion, spirituality, lLanqguage, sexual
orientation, genderidentity, social class, education, employment, ability status,
nationalorigin, immigration status, and historical, as well asongoing experiences
of marginalization, among other variables (Comas-Diaz, 2012).

4. DOES MEDIA LITERACY CONTRIBUTE TO PRESERVING THE FREEDOM
OF COMMUNICATORS AND REALIZING THE RIGHT TO THE TRUTH?

«In @ world in which most people communicate using media and in which most
peopletherefore have the potential to access massaudiences, itis multiple truths
-inthe plural - which are becoming the norm. The truth is dissolving in the face
of more pluralist understandings of truth (and at times even alternative truths)”
(Knaus 2020, 7).

Media literacy implies education in the field of communication with the media,
which is needed especially foryoung people to become competent to be critical
about the credibility of news on conventional and social media platforms (Pate
etal., 2019, 26). With competence in media consumption and production, citizens
have the opportunity to revalue and rebalance the unity, individual and societal
freedoms, and economic underpinnings that are crucial to democracy (Jolls &
Johnsen 2018, 1379), but providing freedom of communication, without control,
isabigproblem, becauseitallows people to spread misinformation, which leads
to a disturbed information value system (Tasnim et al., 2020).

5. METHODS

In orderto collect data, a survey of respondents was conducted through an elec-
tronically forwarded questionnaire. In the first part of the questionnaire, there
were questionsabouttherespondents’ personaldata(gender, age and profession-
aleducation). Inthe second part ofthe questionnaire, respondents were asked to
expresstheirviews based on closed-ended questions. Respondents were offered
answersrankedonalikertscalefrom 1. Absolutely disagreeto 5. Absolutely agree.
IBM SPSS software for data processing in the field of social sciences was used to
processthe surveyresults. The answers were processed using descriptive statistics,
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comparative methods and correlation analysis. Forthe purposes of thisresearch,
a special questionnaire was prepared and sent electronically to 150 e-mail ad-
dresses. Atotal of 129 valid questionnaires were selected for final processing.

6. RESULTS

Demographicdataontherespondents, showthatn=81 (62,8 %) male respondents,
and n=48 (37,2 %) female respondents. The age structure shows that most respond-
ersarefromthe age group 26-35yearsn=57 (44,2 %). According to the educational
structure, the most respondents were with secondary education n=53 (41,1 %).
The data collected through the conducted empirical research enabled us to gain
insight into the views of the respondents who provided us with answers to the
research questions posed in this paper.

RQ1.Isvirtual communication as attractive as real-world communication?

Table 1. The respondents’ attitude to the assertion that communication is as
attractive as real-world communication

RQ1 Frequency | Percent | Valid Percent | Cumulative Percent
Strongly disagree 13 10.1 10.1 10.1
Disagree 20 15.5 15.5 25.6
Neitheragree nordisagree 32 24.8 24.8 50.4

Agree 55 42.6 42.6 93.0
Strongly agree 9 7.0 7.0 100.0

Total 129 100.0 100.0

N=55 (42,6 %); Mean =3,21; Standard deviation=1.109.
FromtheTable 1. We cansee thatthe mostof respondents agree with the assertion.
RQ2: Do communicators adhere to virtual group attitudes?

Table 2. The respondents’ attitude to the assertion that communicators adhere to
virtual group attitudes

RQ2 Frequency | Percent | Valid Percent | Cumulative Percent
Strongly disagree 6 4.7 4.7 4.7
Disagree 40 31.0 31.0 35.7
Neitheragree nordisagree 24 18.6 18.6 54.3

Agree 54 41.9 41.9 96.1
Strongly agree 5 3.9 3.9 100.0

Total 129 100.0 100.0

N=54 (41,9 %); Mean =3,09; Standard deviation=1.034.

Fromthetable 2. We canseethatthe most of respondents agree with the assertion.
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RQ3: Does medialiteracy contribute to preserving the freedom of communicators
andrealizing the right to the truth?

Table 3. The respondents’ attitude to the assertion that media literacy contribute
to preserving the freedom of communicators and realizing the right to the truth

RQ3 Frequency | Percent | ValidPercent | Cumulative Percent
Strongly disagree 13 10.1 10.1 10.1
Disagree 27 20.9 20.9 31.0
Neitheragree nordisagree 29 22.5 22.5 53.5

Agree 60 46.5 46.5 100.0

Total 129 100.0 100.0

N=60 (46,5 %); Mean =3,05; Standard deviation=1.041.

Fromthetable 2. We canseethatthe most of respondentsagree with the assertion.

7. DISCUSSION

By analyzing the results of the research on the views of the respondents in rela-
tion to the research questions that were raised in this paper, the statement that
was arrived at through theoretical consideration is confirmed. Almost half of the
respondents believe that virtual communication is as attractive as real-world
communication. Insearch of new contacts, the respondents decide to replace the
real world with virtual communities, that are formed through modern technolo-
giesinthe hopethatthevirtual proctor will enable them to overcome loneliness
and isolation. Respondents also agree with the statement that communicators
adhere to virtual group attitudes, which further means that when individuals
follow group prototypes, they no longer perceive people as special individuals,
but as approximations of the group prototype. The perception of others and the
perception ofselfare depersonalized. By accepting the views ofthe group, which
they join in the virtual environment, it simultaneously leads to the upgrading
of the entered identities. Respondents recognize the role of media literacy in
preserving the freedom of communicators and realizing the right to the truth.
Only mastering the tools of media literacy can help digital media usersrecognize
the quality of posted information, as well as protect themselves from inaccurate
and malicious posts. In this way, a predisposition is created for the protection of
the freedom of communicators and a more favorable climate is created for their
realizing theright to the truth.

8. CONCLUSION

Inthe modern media environment, communicators are exposed to the influence
of virtual media that redesign their everyday communication. In an attempt to
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overcome the loneliness they are exposed to in the real world, communicators
often look for a new communication proctor, which inevitably takes them to the
virtualworld. Joining virtual communities givesthem theillusion of socializing and
making new friends. By approachingvirtualsocial groups, in fear of beingisolated,
itleads communicatorsto agree with the views of such groups and thereby expose
their united identities to changes. Such identity upgrading is positive when the
group exchangesinformationthatistrue, positive and encourages theindividual's
rightto exercise theirrightto freedom and truth. However, the virtual proctor can
be misused to marketinaccurate and malicious information, which can misinform
and disorient communicators. Inorderto be able to overcome the danger ofthese
traps lurking on the Internet, communicators must educate themselves, in the
sense of getting to know the tools and methods that media literacy entails.
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A BASIC FEATURE OF MODERN COMMUNICATION -
WHERE IS INTERNET GOING
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ABSTRACT

Accelerated technological development creates newer and newer media, so we
cannotimaginethe end of the above-mentioned technological process, noteven
in our most fantastic predictions. Now we have the Internet, multimedia, and VR
(virtualreality), butit's noteasyforusto predict what will be next. Apartfromtech-
nology, as a creator, new media are more and more the topic of scientificresearch
throughsocialsciences, especially through the communicology inits multi as well
astransdisciplinary sectors. Learning how new media be used became a challenge
and, atthesametime, itsown purpose, butabove allthe necessary thing. Tracking
technologicalinnovationsinthe new media becomes more and more complicat-
ed, due to the fact that something which is new today, and tomorrow becomes
old-fashioned andis notused anymore. Butregardless ofthese changeable facts,
itis reasonable to get these two conclusions: (1) New media shall be upgraded
in their basic elements, which is the same case with offline media, as well as (2)
New media in most cases shall not eliminate digital communications which al-
ready exist; instead, the latter shall be increased with new dimensions. Now we
may ask ourselves questions: "What is it going to change?” and “What will stay
unchanged?”, but we cannot answer these questions and, for now, both of them
stay rhetorical, because we all lack empirical research in order to get adequate
and complete answers. The truth is, that not only technological levels have been
undergoing deep changes, but social and cultural levels as well, which is finally
the mostimportantthing. Itis a strategic question of what kind of social, psycho-
logical, and cultural changes shall be caused by the development of new media.
Regardless of so many still unanswered questions, yet, some answers, as well
assome future theories on this topic are possible at the communicational level.

Keywords: technology, modern communication, Internet, media, VR (virtual
reality)
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1. INTRODUCTION

The development of media technologies leads to the relatively rapid elimination
ofthe dominance of mono-media. Print, radio, television, telephone, and film will
not disappear, butwilllikely continue to exist as components of a new multi- and
poly-mediasystem.The use of new mediaimpliesthat users mustacquire technical
knowledge inthe use of modems and adapters, and generally transform or navi-
gateinatechnicallyintegral, differentiated, open mediasystem. This circumstance
issignificant, especiallyinthetransitional period. There willbe more ,established
connections” and fewer direct, immediate relationships facilitated by the senses
between living and omnipresent human beings around us (Radojkovi¢, 1997).

The rapid development of media technologies has caused a technological shock
primarilyamong the older generation. Similarto the emergence of printed media,
whenthelimiting factorwas generalilliteracy, here we are dealing with the need
fortechnological literacy. There are already developed multimedia systems that
use modems, adapters, etc. to realize the transformation of individual classical
media and content: television, text, telephone, music-intoanintegrated system.

Involvement denotes the psychological factor of attention arousal. It has long
beenknown thatinformation connected to emotionalreactionsis more accessible,
especially if the degree of involvement of the recipient is low. This fact is known
fromtheresults of research and applied psychology practice and is especially used
in economic propaganda, often as an element of banal contrast and surprise in
relationtothesituationandtherecipient. However, itis also knownthatreactions
to message contentalsodepend onthe existence of an active interest onthe part
of the recipient in the respective content. Classical media have already devel-
oped basic methods of survival or at least mitigating this psychological problem
by offering the so-called informational-emotional mix. The communication act
represents the dynamic aspect of the communication phenomenon, so besides
the operations marked on the message transmission line, a very lively social in-
teraction takes place... (Pordevi¢, 1989). This principle will be maintained in new
media as well, with the need to resort to even more radical solutions, alongside
significantly differentiated offerings. Whatis mostinterestingisthe role assigned
to information accumulation and its storage in human language in order to be
reused (Havelok, 1991).

Intensification also means amplifying existing mixed content so that as many
individual and group interests as possible are separately covered. Categories,
whethermass or public, lose significance in this case, givingway to the dominance
of separate groups. Itis currently difficult to find a general predictor.

Therefore, it is possible for forms of communication in which communicative
groups overlap or connect in the domain of interests to completely disappear.
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However, there will still be situations where it is necessary to lead a general
campaignonacertainissue of generalinterest. However, these campaigns, given
the multitude of groups with very different interests, will require significantly
more creativity in finding and determining methods and content that allow fora
common consensus. ,Thisisa problemthatwill affectthe development of society
asawhole” (Groebel, 1994).

Differentiation, which has occurred since the Middle Ages and especially in the
20th century, has led to anincreasing importance of group and individual factors
and value characteristics. The rapid development of technological civilization
in recent decades, as well as social and economic changes, have necessitated
appropriate cultural changes. In these changes, the aesthetic perception of the
world and phenomenainanindividualized structure has become so differentiated
that it cannot be generalized into a few general patterns. Therefore, individual
symbols must be takeninto account as factors that arouse emotionalreactionsin
order to capture attention. It is important to pay attention to aesthetic criteria.
This primarily applies to the medium of virtual reality in the entertainment and
recreational field, but also in otherareas. The strength of the impression and the
level of media acceptance as a whole depend on aesthetic criteria and greater
individual orientation

Similarly, attention must be paid to various content and forms of fantasy and im-
agination, sothatalong with the content of media messages, a series of receptive
argumentative sequences can be enabled. The possibilities of fantasy are unlim-
ited. And a special characteristic of the development of new media are gamesin
the domain of fantasy for children and young people. The ability to create such
gamesis crucial forthe commercial breakthrough of new media, especially virtual
reality media. New media are already capable of producing countless games and
enabling users to do the same.

The information sector will develop in multiple directions. On one side, there is
the Internet, which has the capacity to receive and provide all kinds of informa-
tion free from the management of traditional media. As a result, a large portion
of this information will be in circulation without anyone knowing where to find
it. Approximately one-quarter of all Internet users in the United States visit the
presentation of a religious organization at least once a month (Stojkovic, 2009).

On the other side, the classical principle of information processing will remain
partially, whether permanently ortemporarily, with the capabilities ofinformation
and communicationsystemsdisproportionatelyincreasing. Access to these systems
willalso be facilitated. Underthe influence of new media, further globalization of
informationisunderway, moreinterms oftransmission thaninternationalization,
storage, orthe creation of scientific systems. To realize this optimally, discussions
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and organizational experiences of experts from different fields are necessary.
All of this encompasses cultural, symbolic, and codicintegration. In thisregard, a
legitimate question can be raised as to whether different textual codes (scripts)
willsurvivein 21st century Europe, especially whetherthe Cyrillic code will survive
ordisappearin new media, as the synchronization process, which has long been
perfected technically, is stillnot in use in Serbia at the end of the 20th century.

The growing significance of images, that is, the increasing visualization of com-
municationin new media, raises, among otherthings, a question for which there
is currently no answer: Are we ,returning” to the beginning of pictorial writing
with new media, orissomething else at play?

2. LITERATURE REVIEW AND DISCUSSION

New media enable new types of communicative interactions that are not charac-
teristicoftraditional media and encompass a wide range of communicative activ-
ities. They are realized through digital technical means and involve individuals,
groups, and mass participants. The Internetrepresents one such digital system that
offers a range of choices from the lowest to the highest degree. In the business
world, a system called ,pay-per-view" is already established, which means that
an individual is offered a wide selection of products or movies and chooses the
one that suits their needs. However, teleshopping and telebusiness represent a
limited form of interaction. The process of modernizing education also inherently
requires media literacy (Radojkovi¢, 1997).

Digital interactions, in the true sense of the word, are much broader. They involve
communication in the real and unreal world, with real and virtual partners. The
subjectand purpose of these communicative interactions are conversations, infor-
mation exchange oracquisition, satisfying curiosity and entertainment, and possibly
developinglastingrelationships among participants. Digital communicationamong
numerous participants or groups, whether one-time, sporadic, or continuous overan
extended period, isrealized without personal contact, whichistruly arevolutionary
novelty inthe development of media and communicationin general.

In addition, aspects of voluntariness and the minimum degree of mutual obliga-
tion imply a new form of group dynamics because on the Internet it is possible
to communicate without revealing one's true identity. Digital interactions also
signify the expansion of global communications. Unlike traditional media such
as, forexample, the telephone, the Internet provides incomparably greater and
more favorable possibilities for global interaction.

New media areversatile interms of identity. Itis possible to communicate without
revealingone'sidentity or with partialidentity disclosure, etc., all the way to full
representation. Itis also possible to assume someone else's role and identity.

23



ALMA MATER EXPLORING THE CHANGING LANDSCAPE:
PRESS THE IMPACT OF CONTEMPORARY MEDIA COMMUNICATION ON COMMUNICATORS

From a social and cultural standpoint, the role and identity of individuals have
developed as a result of social comparison and increasing differentiation within
the community. The Middle Ages did not know the problem of identity exceptin the
immediate environmentwhere the individualspenttheir entire life. By belonging
to one of the two social classes acquired at birth, they permanently retained the
inherited role and identity.

While in contemporary society, there is the possibility of constructing one's own
identityindependently of social origin, new media offer the possibility of choosing
anidentity, whetherreal, less real, or fictional. Just as the real environment and
traditionaltelevision offer countless roles and models of behavior, one canspeak
of the disintegration or destruction of traditional identity.

The increase in technological possibilities of communication through the Inter-
net, satellites, etc., clearly shifts communication from regional and national
frameworks to a global dimension. Simultaneously, under the influence of the
aforementioned factors, communicative globalization will likely increase the
need for narrower orientations and the demonstration of authentic identity in
local and regional environments.

The cessation of the dominance of traditional mono-media has one consequence:
individual media preferences towards partial media are significantly shifted and
directed towards other factors. Traditional media have attractiveness due to certain
technical characteristics and convenience they offer, competitive abilities, while in-
tegrated multimedia provides significantly greater possibilities in reaching a larger
number of recipients. Individual traditional media are unable to reach a large part
ofthe population despite efforts to programmatically and content-wise cover topics
and events of interestto the majority ofthe population. Research haslong shown that
the creation ofanincreasing number of mono-media leads to furtherfragmentation,
further fragmentation of the audience share of traditional media (Maletzke, 1987).

Such a trend in the development of traditional media has, in fact, opened a gap
forthe development of multimedia and poly-media. The latter are characterized
by presenting the same contentacross different media simultaneously. Therefore,
questionsabout ,universalservices”indigitally integrated communities, initiated
in the context of the development of traditional media, are even more relevant
but have not been consistently realized due to technical limitations.

In addition to significantly greater possibilities for satisfying general and specific
demands interms of social integration, new media offer almost unlimited possi-
bilities forindividual communication and meeting individual needs through the
internetandvirtual reality media. Mass cultureisa product of moderntechnology;
it contributesto abstraction, replacing bodies withimages, but atthe same time,
itis areactionto aworld of abstract relationships (Moren, 1979).
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The perspectives of communication brought about by new mediainvolve further
internationalization or planetary virtualization. However, in addition to inter-
nationalization as a basic global characteristic, which primarily entails commu-
nication based on international relations, intergovernmental agreements, and
treaties, there has been a gradual deepening and expansion of communicative
interactions beyond that.

Vast and increasing amounts of information and data of various contents flow
around our planet. This flow has long been carried out through traditional media
such as mail, telephone, telex, radio, gramophone records, films, etc. Some of
them, as physical carriers, are no longer in use, while others are on the path of
elimination and substitution by digitaltransporters. Satellites have long enabled
directinclusionin continentaland planetary networks through parabolicantennas,
whiletheInternet hasintegrated multiple functions of traditional media from the
domain of postal systems, printing, radio, and television, simultaneously enabling
planetary communication. However, there will certainly remain certain, but
significantly decentralized, orrather, partialized forms of control over databases
and communication networks. However, that control will primarily be oriented
towards commercial rather than political criteria. Otherwise, all technological
progress would be devalued and meaningless.

Reflecting once again brieflyonthe above-mentioned standpoint, whichimplicitly
predictsthe struggle forsoftware, i.e., forinformation asa common good but also
asacommercialvalue - a commodity, itcan be confidently predicted thatinthe fu-
ture, there will continue to be sometimes milder, sometimesfiercer competitionto
acquire better positionsonthe economiclevel. The naturally limited resources for
satellite ,parking space” must not be lost sight of. Although the classical function
of radio waves is increasingly being substituted by the establishment of broad-
band cable networks, these valuable resources find applicationin new functions.

Amongthe aspectsrelated to new media and the changes they bring about, there
are also ethical questions regarding the relationship between media supply and
communicative culture. Both towards traditional and new media, demands, or
rather desires, for liberation from the manipulative component remain in force.
Inthe case of morality, human action may be jeopardized... another sphere based
on belief may be endangered as well (Radojkovi¢, 1997).

Ethicaldemands have particularsignificanceinlight ofthe decreasing possibilities
of normative requirementsand the reciprocally growing autonomy and freedom
of participantsin communicative processes. Inthis context, the main ethical com-
ponents of digital communications are distinguished as credible information,
reliable businessinformation, the individual'srightto power and representation,
and ethically appropriate communication with children.
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The previous experiences of the Internet demonstrate that respecting ethical el-
ements of communication and the need for correctness can organically develop
withinthe communicative field. The absence of legal norms also shows that certain
rules of behavior remain, which promise the establishment of a socially-ethical
agreement within the communicative structure and will primarily be acquiredin
the educational process.

The paralleldevelopment of computertechnologyinthe form of multimediaand
the Internet has led to the emergence of virtual communication on both sides
of the screen, i.e., the creation of parallel worlds, groups, and alternative com-
munitiesin relation to the traditional state. New media lead to the expansion of
virtuality in general. In order for an innovation to gain social recognition, that s,
foritto beinstitutionalized, it must overcome the obstacles that stand in its way
(Sudnji¢, 1995).

Traditional communicative interactions until recently took place directly and
through what can now be called classical media, in organic environments and
communities such as family, professional environments, social groups, nation,
state, etc. However, the question remains: whatwould the communication system
in publicservice look like in practice... how can it be developed through political
and legal strategies (Kin, 1995).

3. CONCLUSION

The emergence of virtual human structures in the domain of communication is
exclusively associated with new media. The primary condition for, so to speak,
belonging to a virtual community is communication through computers, or con-
nectivity in a computer network, and a closer definition of that structure is only
possible in comparison with existing so-called organic communities. Unlike the
virtual world, whichisinteractive behind the screen, a virtual communityisnota
computersimulation butarealphenomenon. Itisa category of people who ,meet”
without physical presence using communicative symbols, words, graphics, etc.

Thisdescription of avirtual community truly appears futuristicto those who do not
have accessto electroniccommunication. However, the history of communication
is a history of successive breaking of spatial and temporal boundaries. It has pro-
gressedintandemwiththe general historical distancing of time. (Giddens, 1990.).

JJraditionalsocieties were based ondirectinteraction between people who lived
close to each other. Modern societies have expanded through time and space.
Temporal limits have been exceeded through communicative transfer of tradi-
tion. Spatial boundaries have been broken by new means of transportation and
communication.” (Dijk, 1997.).
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One of the most important aspects of a virtual community is that it is not strictly
tied to aspecifictime and place, leading some to conclude that these dimensions
are no longer relevant in a galactically free grouping and flow of information.
However, such determinism is exaggerated. Technological development and
achievements are the main characteristics of contemporary civilization. The end
of this kind of revolution is far from being in sight.
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ABSTRACT

Inspirational motivationis considered asocial and psychologicaltool fortransfer-
ring the intuition, leadership and design of the social project management team
to the project's success. Inspirational motivation impacts the development of
modern technology project implementation and the involvement of the project
manager and team in inspirational states has an impact on the effectiveness and
efficiency of social project management. The objective of inspirational motivation
analyses is to develop the organization of specific behaviour in turbulence or
aggressive external conditions of the project managers. The inspirational moti-
vation model, asthe driver of social projects, isbased on an understanding of the
intuition, leadership and design of the project management team. Emotions are
considered the driver of managingsocial projects. A conceptual model ofinspiring
managementinthe processes of managinginnovative projects based on emotional
intelligence, inspiring intuition, leadership and motivationis given.Theinfluence
of cognitive models on the development of inspiring management of innovative
projects regarding the acquisition of knowledge and management technologies
is determined. Within the framework of cognitive models, in the example of a
construction project, the qualitative effects of individual competencies on the
formation of inspiring management are determined. The model related to the
application of the system of knowledge and competencies for the management
of innovative projects and P2M programs allows for the evaluation of the key
competencies of managers. Within this model, the priority competencies that form
inspiring project managementare defined. Based on the assessment of cognitive
mapsintheusualmode andinthe mode of inspiring management, a model of the
influence of inspiring management on the competencies forthe implementation
of innovative projects and programs was built.

Keywords: Inspirational motivation, social projects, turbulence environment,
competencies
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1. INTRODUCTION

Cognitive modelling ensures the preparation and adoption of effective management
decisions, the search for system development scenarios (projects) based on the se-
lection of elements that quantitatively and qualitatively characterize the situation,
as well as the assessment of the mutual influence of factors. As a rule, cognitive
modellingis carried out by a team of people (leaders, managers, experts) who are
responsible forthe developmentofsomeinstitutionalstructure ofthe organization.

The methodology of cognitive modelling aims to analyze and make decisions in
situations of uncertainty. Itdevelopsinthe direction ofimproving the apparatus of
analysis and modelling of the situationinthe development processes of complex
weakly formalized systems (SAF 2018).

The mechanisms of inspiring management of projects for the creation of innova-
tive products or technologies allow motivating the team, including its intuition,
inspiration and leadership based on the formation of the broadest and clearest
vision. In this case, inspiring management is a driver in the implementation of
innovative projects based on knowledge (P2M 2017; PMBOK Guide 2021).

Oneofthereasonsfortheineffective managementofinnovative projectsis the inad-
equate competence of managersinthe organization and theresistance of the staff.
The level ofinefficiency depends on many factors. Such factorsinclude the essence
ofinnovative changes, the perception of these changes, the level of organizational
culture, managementstyle, and many others (Bushuyev et al. 2021; P2M 2017).

One of the reasons for the ineffective management of innovative projects is the
inadequate competence of managers in the organization and the resistance of
the staff. The level of inefficiency depends on many factors. Such factors include
the essence of innovative changes, the perception of these changes, the level of
organizational culture, managementstyle, and many others (PMBOK Guide 2021),
(Bushuyev et al. 2022).

1.1 Purpose and goals

The purpose of the article is to study the development of an inspiring style of
managementand motivation ofinnovative projects based on the use of cognitive
maps in achieving the success of projects and programs.

1.2 Methods

Let'slook atthe conceptual modelling of inspiring management and motivation of

innovative projects. The main elements of inspiring managementand motivation

of innovative projects are:

e strategic trust - determines the level of trust (mistrust) in the project imple-
mentation strategy;
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e emotionalintelligenceisamentalreflectioninthe form of adirect, biased expe-
rience of the life content of phenomena andsituations, which is determined by
the relationship of their objective properties to the subject’s needs;

e inspirational leadership is a leadership technique that motivates a team of pro-
ject managers to create value and results;

e inspiringintuitionis a complex mentalstate of reflectioninthe form of experi-
encing the significance of the influence of external and internal stimuli. It can
include several emotions, and the duration of the inspiring intuition is longer
than the duration of the emotion;

e inspiring motivation - is a complex tool for inspiring management in the form
of supporting creative thinking and effective activity of managers ofinnovative
projects and their teams.

Let's consider the application of cognitive maps inthe development processes of
inspirational management.

The conceptual model ofthe formation of the value of the inspiring management
of innovative projectsis shown in figure 1.

The conceptual model of value formation in the development of organizations
provides fortwo lines of application of inspirational managementin operational
activities and the implementation of innovative projects and programs. At the
same time, tools of inspiring intuition, inspiring motivation, strategic thinking
and development of these competencies are used (Drouin et al. 2021).

Let's consider the proposed model for assessing the strategic trust of the project
inthe example of one of the construction projects (IPMA OCB 2013).

Figure 1: Conceptual model of value formation in inspiring management of inno-
vative projects

Stratigic
\ trust

Iinspirational | - Emoutional

intuishion intelligence
\ = Inspirational ) \

\managenent

Inspirational Inspirational

\Ieadershp \motivation

Source: Authors.
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Letan erected building inthe suburbs of Kyiv be prepared for commissioning and
occupancy during the hostilities in Ukraine. Let's consider two scenarios of the
strategy of the developer's company.

Strategy 1. Commissioning of the building during hostilities.

Estimates oftrustinthisstrategy were made by the company's managementteam
and are listed in the table 1.

Table 1: Estimates of confidence in the strategy of putting the house into opera-
tion during hostilities

Assessments of strategic trust

Ne | The name of the trust parameter Average | 1 2 3 4 5 6

1 | Understandingstrategy 0,8 1/08(08|07/|0,71|0,7
Understanding the criteria for

2 | developmentsuccess 0,7 0907|0807/ 06]0,7

3 | Managementstrategy support 0,7 0908070610507

4 | Understanding of strategy by stakeholders 0,7 0,7/05|06|07/|08]|0,6
Assessment of cognitive readiness for

5 | strategy implementation 0,6 05(06|05|061|07]0,5
Understanding the architecture of the

6 | strategyimplementation program 0,5 06|04|05|04)|05]|0,6

7 | Evaluation ofthe proposed KPI system 0,6 08(07|06|05|06]04
Proactive application of development

8 | trendsasdrivers of strategy 0,6 06|07|06|05|06]|04
Ensuring sustainability of development
according to the principles of coherence

9 | and congruence 0,5 05/06|05|06|05]|04
Ensuring the current activities of the

10 | development project 0,5 06|05|06|04|05]|0,5
Identification, assessment and analysis

11 | of critical success factors of projects 0,6 04|07|06|07|05]|04

12 | Leadershipinteamwork 0,6 06(04|06]|07|05]0,6
Assessment of confidence in strategies 0,6

Strategy 2. Commissioning after the end of the war.

Estimates oftrustinthisstrategy were made by the company's managementteam
and are listed in table 2.
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Table 2: Estimates of confidence in the strategy of putting the house into opera-
tion during hostilities

Assessments of strategic trust

Ne | The ameo fthe trust parameter Average | 1 2 3 4 5 6

1 | Understandingstrategy 0,7 0,7/08|07/|061/(0,7(0,8
Understanding the criteria for development

2 | success 0,7 0,7/08|06|0,7(0,7|0,7

3 | Managementstrategy support 0,8 09/07/08|07/06]0,8

4 | Understanding of strategy by stakeholders 0,7 09|06|07|07(08]|0,7
Assessment of cognitive readiness for strategy

5 | implementation 0,6 06(05|07(06|05]|0,6
Understanding the architecture of the

6 | strategyimplementation program 0,6 08(05(06|05]|0,610,7

7 | Evaluation ofthe proposed KPI system 0,7 09(08|07|06]|07]0,6

Proactive application of development trends
8 | asdriversof strategy 0,8 0o8(08|07|07]|0,7]0,8

Ensuring sustainability of development
according to the principles of coherence and

9 | congruence 0,6 07/07])06|05(06(0,6
Ensuring the current activities of the

10 | development project 0,7 08(07/(08|0,7]|0,61]0,7
Identification, assessment and analysis of

11 | critical success factors of projects 0,7 08/06|07/(0,7|06]|0,7

12 | Leadershipinteamwork 0,7 08(05/|07(0,7|06]|0,7
Assessment of confidence in strategies 0,7

Based onthe estimates oftrustinthe managers' strategy regarding the first model,
we see that the company is more focused on its profit and does not worry about
the general energy system in the city and the country. The second model is more
far-sighted, thisone is during the warand the lockdown period, no one will make
(massive) repairs and also invest money in new construction, etc. The house will
be entered, but it will simply stand still, while money will be spent on heating,
electricity and maintenance.

Let's considerthe model of competencies of inspiring management of innovative
projects proposed by the authors. The model has four components that form
productvalue, processvalue, businessvalue and developmentvalue (P2M 2017).
Drivers of innovative development are defined in each component of the model.
Each driving force is tied to a set of specific competencies defined below (IPMA
ICB 2015).
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Figure 2: The result of quantitative assessments of the level of influence of com-
petencies on the effectiveness of inspirational management
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Source: Authors.

Let's consider a model for assessing the level of influence of competencies on the
inspiringmanagementofinnovative projects. The modelis presented inthe table 3.

Table 3: The level of influence of competencies on the inspiring management of
innovative projects

The level of influence on
Ne | Group/competence inspirational management (1-10)
1 | Models of creative thinking 8
2 Holisticthinking 9
3 Strategic thinking 8
4 Integral thinking 4
5 | Traits of behaviour 8
6 Leadership 9
7 The ability to plan 7
8 Ability to perform 6
9 Coordination 8
10 | Relationships and self-realization 7
11 Relationship skills 8
12 Focus on achieving results 7
13 Self-realization 7
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Theresults ofthe quantitative analysis of the existing competence and theirinflu-
ence onthe effectiveness of the implementation of one of the innovative projects
(figure 2) show a weak point - thisis "integral thinking”. After applying corrective
actions regarding the development of inspiring management competencies and
conducting two specialized pieces of training of 40 ac. hours (figure 3).

Figure 3: The result of quantitative assessments of the balance of the effects of com-
petencies and entrepreneurial energy on the effectiveness of inspiring management
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Models of creative
thinking

Self-realization

Haolistic thinking

Focus on achieving

results Strategic thinking

Relationship skillsq Integral thinking

Relationships and self-
realization

Coordination Leadership
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Source: Authors.

2. RESULTS

Cognitive maps, which are used to choose a strategy in conditions of uncertainty,
make it possible to determine the readiness of the company and the chosen strat-
egy to apply inspiring management of projects and programs.

3. CONCLUSION

The proposed model for assessing the level of influence of competencies on the
inspiring management of innovative projects allows to identify of weaknesses
and gaps in the groups of competencies “creative thinking”, "“behaviour traits”
and “relationships and self-realization” regarding the effective application of the
inspiring management of projects and programs.

The obtained results allow us to evaluate the balance of the modelregarding the
competence of the team of managers ofthe innovative projectand the entrepre-
neurial energy spent on guiding the success of the application of inspirational
management.
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ABSTRACT

Refugees are undoubtedly a social phenomenon, and the stereotypes that ac-
company them are a phenomenon with complex psychological characteristics.
Therefore, the emphasis is placed on intercultural sensitivity, intolerance, preju-
dices and the radical relocation of a person from the previous environment to a
new living environment. The goals of the work were to examine the differences
in the awareness of the existence of stereotypes among refugees and among
representatives of institutions that work with them, to analyze the influence of
the culturalenvironmentonthe presence of stereotypes, toinvestigate the influ-
ence of media reporting on stereotypes about refugees, as well as to determine
theirawareness of the stereotypesthatexistabouttheminthe publicsphere.The
empirical part of the work brings qualitative research conducted in 2021 using the
method of in-depth interviews on a sample of nine respondents. The research
conclusionsindicate that stereotypes are created as generalized opinions, which
aresignificantly influenced by the mass media, aswell as cultural differences. The
solution canbeseenin constanteducation, objective information ofthe publicand
coordination of civil society organizations, state institutions and bodies.

Keywords: interpersonal communication, refugees in the Republic of Croatia,
stereotypes, integration, civil society organizations.

1 Thispaperisbasedontheresearch conductedbyLjiljana Muti¢asapartofherfinalthesisattheundergraduate
professional study programme in Marketing and Communication. The thesis titled ,,Stereotypes asa commu-
nication challenge with refugees in the Republic of Croatia” was made under mentorship of Tanja Grmusa,
Ph.D., Assistant Professor and defended at Zagreb School of Business inJuly 2021.
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1. INTRODUCTION

Inrecentyears, the Republic of Croatia had to respond to the most serious migra-
tion challenge since the end of the Second World War. A large number of people
from the Middle East come to Europe via Croatia because of war conflicts, fear,
and persecutionintheir countries. Refugees also come from distant regions such
as sub-Saharan Africa. The reasons for their migration are great poverty, lack of
freedom, repression, and insecurity in countries such as Somalia, Eritrea, Sene-
gal, and Nigeria (Rukavina and Basi¢, 2016). Although Croatia largely remained
outside the European migration flows, the number of refugees in Croatia is not
insignificant (Baricevi¢ and Koska, 2017).

As the number of refugees in Croatia grows, a large part of the public faces a
communication challenge with refugees, which is manifested in reduced tol-
erance and the strengthening of stereotypes towards this vulnerable group in
society. ,,Stereotypes represent characteristics that reflect certain groups. They
influence people's perception and reaction, on members of certain groups, and
are transmitted through media, language and discourse"” (Rukavina and Basic,
2016, 26). The majority of people stereotype the Other and Different based on
media captions, and the influence of the media on the issue of the coexistence of
different cultures, i.e. securityissues, is particularly visible, and because of the bias
and limitationsin dealing with the topic, stereotypes encourage discrimination. A
smallnumber of studies on this topic have been conducted in Croatia (Medlobiand
Cepo, 2018; Kiralj and Ajdukovi¢, 2022) which show different results depending
on the presence of contact interaction between the respondents and refugees,
while the majority of refugees state that they mostly feel welcome as foreigners
in Croatia (Baricevi¢ and Koska, 2017).

The basis of all policies in Europe and the world when it comes to the problem of
refugeesisthe problem oftheirintegration. Atthe sametime, integrationasagoal,
taskand obligationisdeeply confronted with both stereotypes and communication
problemsinthe narrowerandbroadersense ofthe word. Furthermore, the commu-
nication problemisintertwined with ethical, cultural and linguistic diversity, which
complicates communication processes and is a suitable ground for the birth of all
forms of stereotypes, butitalso complicates the area ofsolving these problems. All
of this, insimplified terms, requires thatthe refugee become an accepted member
of society and exercise his fundamental and political rights, create an economic
basis for his existence, and affirm his cultural and religious diversity.

Data on the number of refugees in the world are relatively imprecise. According
to the European commission’s 2019 report, which is based on UNHCR data, there
were 26 million refugees and 45.7 million internally displaced persons living in
the world. Furthermore, in 2019, only a tenth of all refugees in the world lived
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in the EU. Even more frightening is the fact that the share of refugees in the EU
populationis only 0.26 % (European Commission, 2020). In these data, we can
look for the roots of social indifference towards the refugee problem. According
to the statistics of the Ministry of the Interior of the Republic of Croatia (2022), a
total of 7,258 people applied for asylum in Croatia in the last nine months: 4,279
womenand 2,979 men.

Table 1: Statistical indicators of persons granted international protection in the
Republic of Croatia from 2015 until September 30, 2022.

PROTECTION/TYPE 2015 | 2016 | 2017 | 2018 | 2019 | 2020 | 2021 | 2022 | Total
Asylum 35 83 184 244 158 36 68 16 824
Men 31 50 132 156 91 22 39 9 530
0-13 3 7 33 43 31 8 15 6 146
14-17 5 4 14 8 1 8 40
18-34 21 29 81 67 26 10 8 3 245
35-64 7 9 15 32 26 3 7 99
65> 1 1
Women 4 33 51 88 67 14 29 7 293
0-13 15 22 35 25 5 10 5 118
14-17 1 2 14 5 4 1 27
18-34 2 15 17 17 17 5 1 81
35-64 1 2 10 21 19 4 8 65
65> 1 1 2
Subsidiary protection 7 17 27 21 1 0 0 100
Men 5 11 18 13 1 4 52
0-13 3 5 4 1 13
14-17 2 3 1 8
18-34 3 6 5 2 16
35-64 2 4 4 1 11
Women 2 6 10 11 2 31
0-13 1 1 2 7 2 13
14-17 4 4
18-34 2 3 2 7
35-64 1 3 1 2 7

Source: author'swork.Accordingto: https://mup.gov.hr/UserDocsimages/2022/10/ web%20statistike%202022%20
Q3(1).pdf, (January 23, 2023).
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This paperis focused onrespondents' impressions of stereotypesin orderto gain
aninsight into the destructive power of stereotypes, which is most difficult to
measure and is discussed superficially, without taking into account the spiritual
dimension by which they affectthe human determination and dignity of refugees.
The main goal of the work was to show the influence of the cultural environment
from which the refugees come, media messages, and political discourses on the
creation and retention of stereotypes. The specific objectives of the work are as
follows: to examine the differences in the awareness of the existence of stereo-
typesamong refugees and among representatives of institutions that work with
them, to analyze the influence of the cultural environment on the presence of
stereotypes in communication; to investigate the impact of media coverage on
refugee stereotypes; to determine the refugees' awareness of the stereotypes
thatexistabouttheminthe publicsphere. Finally, let's mentionthe basicresearch
questions (qualitative methodology): What is the difference in awareness of the
existence of stereotypes among refugees and representatives of institutions
that work with them? How does the cultural environment affect the presence of
stereotypesin communication? How does media coverage of refugees affect the
creation of stereotypes about them?

2. COMMUNICATION AND STEREOTYPES

Thestereotype appearedinthe field of socialsciencesonlyin 1922, when journalist
Walter Lippman introduced it, mentioning it for the first time in the professional
publication Public Opinion (Popovi¢, 2015). The definition given by the Croatian
encyclopedia (The Miroslav KrleZa Institute of Lexicography, 2021): ,,stereotype
(stereo- + -type, according to the French stéréotype) represents a set of simpli-
fled and excessively generalized characteristics, added to allmembers of asocial
group.” A stereotype is a widespread, permanent cognitive scheme about the
common, more often negative than positive features of asocial group. By simpli-
fying the complex social environment, stereotypes contribute to facilitating the
processing ofinformation and navigating it. Thus, for example, insufficient infor-
mation aboutthe characteristics ofanindividualis compensated by ,knowledge"
about the characteristics of the group to which he belongs. In a broader sense, a
stereotypeis anoftenrepeated, unoriginalaction or work, a cliché (The Miroslav
KrleZa Institute of Lexicography, 2021).

Mass media have ahugereachinsocietyandare akeyfilterthrough which people
learnabouteach other, butmanystudies show thatthese media continuetorepro-
ducereligious, ethnic (Kirini¢ and Plenkovi¢, 2016; Slezak and Siljeg, 2020), gender
(Tomic Koludrovic and Petri¢, 2004; Majstorovic¢, and Vilovic, 2017; Sever Globan
and Kralj, 2019; Ani¢, 2022) and racial stereotypes with often harmful effects. In
various media, news, dramas, and games, ethnic minority groups are usually mar-
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ginalized and portrayed in a negative context (Vilovi¢, 2003). Very often they are
portrayed only in narrowly stereotypical roles, such as the model Asian migrant
or the exotic Latina, or negatively portrayed as problematic ,others"”, dispropor-
tionately represented as violent or criminal and ,less than” the dominant group
(ielessintelligent, less wealthy, less powerful). Ethnic minority media generally
offer more positive portrayals (Tatalovi¢, 2003) and a counternarrative to common
stereotypes (Zupari¢-Ilji¢, 2011), but they can also be prone to narrow portrayals
and stereotypes. The prevalence of stereotypical representations in media for-
matsandtypesis partly the result of complex media production processes, norms
and values, commercial drivers, and the lack of producers of ethnic minorities,
but also insufficient education of media workers to report on diversity (Malovi,
2003; Kanizaj, 2003). Nevertheless, their effect, although difficult to measure, is
potentially significant. Mass media play a significant role in the formation of col-
lective identities and attitudes among groups (Samovar, 2016), and by typifying
certain groups, they often distortthe image of the Other and the Different (Labas,
and Grmusa, 2011), portraying them as ,problematic Others" (Ross, 2019). There
is evidence to suggest that these distorted media representations may not only
promote public hostility towards other ethnic groups but also lower self-esteem
forethnicminority individuals. As a result, itis crucial to research ways to combat
stereotypesand promote more positive representation in the media (Ross, 2019),
which is what this paperis about.

3. RESEARCH METHODOLOGY

3.1 Method and sample

Theresearch was conducted using qualitative methodologyin May 2021. We used
the method of in-depthinterviewswith refugees, from different countries, inorder
toseetheirperspectives on difficulties (6 refugees). This method has provento be
idealinthistype of examinationrelated tofeelings or attitudes becauseitallows
ustoobtain honestand detailed answers from the participants with sub-questions
and additional clarifications (Wimmer, Dominick, 2014). The challenge in this part
of the work was language barriers. In order to communicate as transparently as
possible, we used the service of a translator from their native language. The idea
was to research refugees from several different countries, of different genders,
ages, and levels of education, and to examine how much they encounter stereo-
types in communication and how much this affects their satisfaction with life in
Croatia and integration.

Furthermore, weinterviewed three (3) people from different non-governmental
organizations (Center for Peace Studies, JRS Jesuit Service forRefugees and Reha-
bilitation Centerfor Stress and Trauma) who deal with refugeesin theirwork and
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investigated their perception of stereotypes as a communication challenge with
refugees. Furthermore, it examined how non-governmental organizations help
refugees integrate into society, and what their experience is with the adminis-
trative, social and police systems, and the media.

Table 2. General sociodemographic data of refugees (N=6)
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Participants -
. . Arabic,
participant,,A” | 56 | Female SyrlanAr.ab nghgr 5 Croatian and widow
Republic education .
English
. . Arabic,
participant,B" | 21 Male SyrlanAr_ab H|ghscl'!ool 5 Croatianand | unmarried
Republic education .
English
. Tigrinya,
participant ,C" | 47 Male S'@tEOf nghschool Croatian and married
Eritrea education .
English
. . Arabic,
participant,D" | 30 Male SyrlanAr.ab nghscl'!ool 5 Croatian and divorced
Republic education .
English
. Arabic,
participant ,E" | 25 | Female State_of nghgr 1 Croatianand -
Palestine education .
English
. Persian,
Islamic Elementary Arabic
participant ,F 18 Male Republic of school 2 Croatian and unmarried
Iran .
English

Source: author's work.
3.2. Interpretation of research results

3.2.1. Conversations with refugees

As the refugee research itself was conducted using the qualitative method of in-
depthinterviews, which were limited partly by language barriers and partly by
cultural differences and the level of education, we had to decide to process their
statements so that what was said would be linguistically correctly formulated,
takingintoaccountsoasnottolose the authenticity of theirstatements, attitudes,
observations, and thoughts.

The main limitation of the conversation with the refugees was their relatively
difficultunderstanding, and thus the understanding and understanding of stereo-
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types.Inthissense, considerable effort was made to describe, with examplesand
sub-questions, a conceptthat was difficult forthem to understand. It was clearto
some interviewees what exactly we meant, and that was due to their education,
good knowledge of the Croatian language, and the skill of the translator where
he was present.

Each respondent had the need to state the reasons for leaving their home coun-
try and briefly describe the journey (process) of arriving in Croatia with special
emphasis on the experiences they had in the countries they passed through, and
the ways and means they used to travel. This is important to emphasize because
it was a traumatic experience for all of them, with very different scenarios, but
the ending of all these confessions was always the same - their happiness to be
in Croatia, the way they were received, the positive process of their integration,
which shows that in with their attitudes, opinions, and hearts, Croatia has the
status of a ,promised land".

It is important to point out that these were quite emotional conversations. This
emotionality was able to gettruly extraordinary statements and testimonies, but
it was also often the cause of significant reticence in giving answers, which is a
clearindication that their experiences and memories are very difficult for them.

The nextimportant experience thatwe have through these conversationsis their
undisquised fear that they answer questions related to Croatian institutions in
avery general, ,diplomatic” way, fearing that possibly a wrong statement (be-
cause the conversations were recorded) could go where it shouldn't and create
unnecessary problems, although itwas clearly emphasized to them that the con-
versationisanonymous andthattheiranswersare asecretthat will be presented
professionally, without citing their spoken statements.

Participant from the Syrian Arab Republic

During the conversation with the interviewee from the Syrian Arab Republic, a
translator was present, which greatly facilitated communication. She is an expe-
rienced woman who differs in her motives for leaving her home country, as they
were not political nature. Furthermore, we are talking about a highly educated
woman who understands the concept of stereotypes and who is aware of the
existence of stereotypes. Personally felt them through her way of dressing and
experienced commentsthatshe emphasized were ,hard words". Inthe beginning,
these stereotypes created emotionalstress for her. Forthe sake of the authenticity
of this work, we will quote one of her statements (based on the spoken transla-
tion) that she experienced:

,,Go back to Syria. Why did you come here?” (Participant A)

Furthermore, we will mention anotherexperience of hers. She wassittingonthe
bus.Amanwho entered the bus putthe bag down nextto herandsaid: ,BUUUUM!",
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without alluding to anything he implicitly told her that she was a terrorist. How-
ever, she decided on the tactic of ignoring stereotypes and over time the occur-
rence of stereotypes began to decrease significantly. She added that she clearly
distinguishes between the existence of stereotypesin ,ordinary” people and the
existence of stereotypes in the media.

,Idon'tthinkthere are so manystereotypesinthe media, butthereisa misre-
presentation of information about refugees.” (ParticipantA)

Too much attention is focused on some general information about the refugee
crisisin Croatia thatis typical for Europe and the world in general. The same goes
forofficial policy statements. He cites his poor knowledge of the Croatian language
and his desire to improve it as soon as possible as a very significant problem in
overcoming stereotypesandintegrationin Croatia. This lack of knowledge of the
language does not allow herto realize her basic expertise.

,It's a problem for me to find a job because | don't have enough knowledge
of the Croatian language and new skills. | am ready to volunteer to learn how
to work wellin my profession.” (ParticipantA)

If we talk about general social problems that should be solved by refugees, the
problem of obtaining health care services stands out. She admitted that at first,
she didn't understand anything and that she had a hard time communicating
with people. Now she is ready to volunteer in the profession for which she was
educatedinordertoimprove herlanguage (especially professional) and to affirm
her professional knowledge.

Participant from the Syrian Arab Republic

The nextrespondentisalsofromthe SyrianArabRepublic. He did not refer specifi-
callytothe conceptofstereotypes butemphasized the importance of knowing the
language. However, whatis extremely interestingin his statement, which confirms
that heis aware of the existence of stereotypes, isthat he stated that, regardless
of his good knowledge of the language, he lacks socializing. On the other hand,
the little association he has is with highly educated people, which confirms that
thisisthe onlysocietyin which he does not feel stereotypes. During the beginning
oflearning the Croatian language, and thus the beginning of integrationinto Cro-
atiansociety, he had a lot of help from his schoolmates, without whom he would
not have progressed in the language and education as he did. In addition to his
schoolmates, teachers also helped him during and after school hours.

,,The first year was difficult, | didn't know the lanquage, and | wanted to go
back. My friends from school helped me a lot, and because of their help |
learned the language and have good grades. The teachers helped me even
after school hours. People said it was really nice that | learned the language
so quickly.” (Participant B)
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Among the general problems, he points out the difficulties in employment, the
provision of health services and bureaucratic obstacles. Regardless of the bu-
reaucratic obstacles, he considers the communication with the police extremely
correct, which indicates that he did not encounter any significant stereotypes.

Respondent from the State of Eritrea

The reasons for his arrival in Croatia are related to the political, still undefined
situationin his country. How difficult it was is best shown by the fact that his wife
and children remained in his home country. He speaks Croatian fluently and uses
English fluently, which isthe reason why he is employed in Croatia and therefore
quite well-integrated. He denies the existence of some special stereotypes, but
essentially idealizes his position in Croatia, so we have to take his statements
about the non-existence of stereotypes with a grain of salt.

,ldon‘tfeelstereotypesintherelationship between me and Croatian citizens,
but they exist among refugees.” (Participant C)

Furthermore, he is the only one among the respondents to state the existence
of stereotypes and prejudices within the refugee population itself, both at the
level of national and religious and political identity. He experienced all possible
inconveniences withinthe refugee population, and he also said thatthe behavior
of the environment depends on personal behavior. Using his knowledge of the
Croatian language, he socializes with people, tries to be good to everyone, and
thatisreturnedto himinagood way.

I help everyoneinthe neighborhood, I chop wood, | help inthe garden, eve-
ryone knows me and everyone is nice to me.” (Participant C)

He assesses the media coverage of the Croatian media as favorable, while he found
the majority of negative coverage exclusively in foreign media.

Participant from the Syrian Arab Republic

The nextrespondentfromthe Syrian Arab Republic points outthat his knowledge
of the Croatian language was crucial in his integration into Croatian society. His
statement that due to his knowledge of the Croatian language, people showed
interestin himasahumanbeing, is particularlyimpressive, and thus he essentially
avoided encountering stereotypes. He admits that it was extremely difficult for him
when he arrivedin Croatia because he did notunderstand people. Obviously, this
language handicap saved him from stereotypes that may have existed. He notices
the difference in communication between ,ordinary"” people and civil servants,
buthe doesnotconsiderit problematic. He isemployed, he loves Croatia, he loves
the people, he likes it there and would like to stay there.

Thankyou Croatia!lfeelgood and I plantostaythere becauseit'sreally nice.”
(Participant D)
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Participant from the State of Palestine

Itis about a female person who, just like a female person from the Syrian Arab
Republic, had her first contact with stereotypes through clothing. She can even
feelitinthe looks of people on publictransport. Furthermore, she still has prob-
lems with the Croatian language, as she partially speaks English, so we used the
service ofan Arabictranslatorforthe conversation. With his help, we brought the
concept of stereotypes closer to her. How clear this concept is to her is shown by
herstatementthat confirms theoretical knowledge about stereotypes that often
arise from the generalization of certain examples:

,Sometimessome refugees do something ugly and then people think that all
refugees are bad."” (Participant E)

She did not notice anything bad in the media, and she had no problems commu-
nicating with the police because the officers spoke English. We were surprised
by her statement that she had problems in hospitals because of the employees’
lack of English and their lack of willingness to help. As an independent woman,
without support, she considers her life in Croatia difficult. She set herself the task
of being patientandstrong, and she believesthatthingswillbe easierand better
forherinthe future.

Participant from the Islamic Republic of Iran

This interviewee was absolute surprise of this research. We are talking about a
young man with incredible knowledge of the Croatian language, acquired in just
two years, who emigrated from his home country due to domestic violence. He
highlighted the positive experiences he had in Croatia, adding thatin his case the
assimilation went well.

..lam happythatmyfamily and I had positive experiences because | hearfrom
other refugees that they had negative experiences. Before entering Croatia,
we heard that Croats are not good, and that they do not like refugees. All the
smiles | saw on Croats changed that opinion.” (Participant F)

.My best friends are Croats. | call Croatia my homeland. | want Croatian citi-
zenship and I wantto stay thereto workin orderto help Croatia with my work
as Croatia helped me and my family.” (Participant F)

He is aware of the fact that stereotypes exist mainly due to a lack of information
among people and the media, and he believes that they are mostly incorrect. He
emphasized that stereotypes should be fought by educating all stakeholders in
society:
Stereotypesare generalized opinions of people thatarose aftersome behavior
of individual people. If a refugee has done something bad, then all refugees
are thought to be bad. Stereotypes are far from the truth. Most people don't
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think forthemselves, theylistento other people.I'magainstit. 1 think with my
head." (Participant F)

,With uneducated people, stereotypes are large and pronounced. People
needtobeinformed, educated, and stereotypes will decrease.” (ParticipantF)

The aforementioned statements of the respondents require a certain type of
synthesis. Inunderstanding stereotypes, we would firstemphasize knowledge of
the Croatian language as a prerequisite for theiridentification. Furthermore, we
highlight the opinion of the interviewees that stereotypes arise as generalized
opinions, which is also confirmed by the theoretical framework of the work. It is
also worth mentioning the connection between the appearance of stereotypes
and the education of citizens, especially in the context of differentiating state-
ments between ,ordinary” people and institutions.

The phenomena that are closely related to stereotypes are the problems that
women have with their clothing culture and one very extreme phenomenon
in which a female person of Arab origin was very unpleasantly provoked and
equated with terrorism. Socializing and communicating with the environment,
which, as a prerequisite, knowing the language, has been highlighted as ways to
overcome existing stereotypes on several occasions. Examples of help from the
environment in overcoming all problems, especially language and integration,
were touching. We are notable toinvestigate the two mentioned phenomenain
thiswork, butthey definitely exist: women as refugees and stereotypes within the
refugee population. What does notbelongto the discussion of stereotypes, butis
very differentamongtherespondents, isthe motive forleavingthe home country.

3.2.2. Interviews with representatives of civil society organizations

Three people from civil society organizations participated in our research, with
whom an in-depth interview was also conducted in May 2021. These are the
following people: Dragana Knezic¢ - Rehabilitation Center for Stress and Trauma,
Martina Prokl Predragovic - JRS Jesuit Service for Refugees and Tea Vidovic - Center
for Peace Studies. Their perception of the existence of stereotypesaboutrefugees
differs significantly from the image that refugees have of themselves. In their
statements, which overlapin manyrespects, three essential features can be seen:
burdened with everyday problems, a much broader insight into the problem it-
self thanthe refugees themselves, and criticism of the state system. As far as the
discussion of stereotypes is concerned, we would like to point out one type of
systematization of the problems that prevailin society, which was very precisely
stated by one of the participants in the discussion:

1. Astereotypeis not natural, but we all have it;
2. Stereotype vs. prejudice;
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Stereotypes about the experiences that people have had;
Stereotypes are neutral;

Problems of prejudice;

Example of a family with many children (stereotype) value neutral;
Traditional role of women, subordination as necessarily imposed;

® N v AW

Hijab - the order of the husband, itis notimposed as it is thought, there is one
and the other;

9. Male privilege - questionable - great responsibility - burdensome - leads to
frustration;

10.Motive for arrival - living on social assistance - classic prejudice;
11.Importance of work permits;
12.Warzone and job search (motives for coming, op.a.)

13.Too much violence, persecution - many different forms (in home countries,
op.a.)

Inovercomingstereotypesdaily, theinterlocutors suggestthattheyshould notbe
ignored, that confrontation should be avoided and continuous and clear commu-
nicationshould be achieved. This means, above all, the establishment of dialogue
wherever possible through the organization of meetings between refugees and
the environment. As one of the very significant roots of the emergence of ste-
reotypes, they cite the media and political attention surrounding the problem
of crossing borders, from which an insufficiently informed public draws wrong
conclusions.The problem of border crossing is a much broader problem that goes
beyond the Croatian framework, but because of it, stereotypes are created, and
stereotypes are strengthened by wrongly recounting this problem.

All three participants fully agree on several basic points: a well-established
legal framework, but questionable implementation; excessive importance of
the Ministry of the Interior, lack of resources, lack of educated personnel, lack
of necessary accommodation facilities, undeveloped refugee education system,
inadequately prepared health care system forrefugees. All interlocutors particu-
larly emphasized theyear 2015, whenthe European Framework for the Protection
and Acceptance of Refugees was introduced. In their statements in the media,
they emphasized that the media does not pay enough attention to the issue of
integration. News aboutrefugees appearsonlyifithas elements of spectacle and,
worst of all, information about refugees appears as a supplement to the media
space in the absence of other content. Nevertheless, sometimes a positive story
appears, but equally a negative one that has not been sufficiently examined and
confirmed. Unfortunately, there are several alternative media of a very dubious
orientation that use refugees as atoolto manipulate the public. Asa summary of
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the politicaldiscourse, they mentioned three things: compliance withthe European
political discourse, manipulation of the public, and the use of the refugee issue
when necessary, exclusively for political purposes.

All participants see the solution in education (education), correct and verified
public information and systematic connection and coordination of responsible
state institutions and bodies. The civil society organizations where our interloc-
utorswork are an absolutely positive example in the integration of refugees and
overcomingstereotypesin communication withrefugeesin Croatia. Through their
work, theytryto overcome allthe problems mentioned sofar. They succeed thanks
totheirexpertise, enthusiasm, empathy, constantimprovementand coordination,
and thanks to the help of a large number of volunteers.

4. CONCLUSION

The mass media have a huge reach in society, and thus also on the creation of
stereotypes. Cultural differences also have the same influence. Stereotypesarea
phenomenon with complex psychological characteristics, where we will empha-
size interculturalsensitivity, intolerance, prejudices, and the radical displacement
of a person from the original environment to a new environment. Stereotypes
penetrate deeplyintothe cultural perception of refugeesinthe mentalstructure of
peopleinthehost countrythey cometo. Thisiswhere aspecial narrative is formed
in the public when it comes to refugees and in which all the established stereo-
types are present. We focused our research on conversations both with refugees
and with participantsin the integration process who are solving this problem.

Research shows that stereotypes arise as generalized opinions. It is also worth
mentioningthe connection betweenthe appearance of stereotypesandthe level
of education of citizens. This is especially evidentin statements that touch on the
distinction between ,ordinary” people and institutions. The political discourse
boilsdownto three basicthings: compliance withthe European political discourse,
also manipulation of the publicand the use of the refugee issue when necessary,
exclusively forpolitical purposes. The solution canbe seenin education (educated-
ness), correct and verified publicinformation, and systematic connection and co-
ordination of responsible stateinstitutionsand bodies. Civil society organizations
are an absolutely positive example inthe integration of refugees and overcoming
stereotypesin communication withrefugeesin Croatia. Through the work of civil
society organizations, they tryto overcome allthe problems mentioned so far. This
isachievedthankstothe expertise, enthusiasm, empathy, constantimprovement,
and coordination, and thanks to the help of a large number of volunteers.

The limitations of this research are the language barrier, traumatic experience,
emotionalrestraint, and educational levels ofthe respondents. Amethodological
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limitation on the part of the authorsis that we included in the research refugees
who have been staying in Zagreb for more than a year and who want to stay in
Croatia. Iltwould be interesting to examine the opinion of refugees forwhom Cro-
atia was only a transit country, refugees who stay in Croatia for a short time, and
refugeeswho stayinanotherplacein Croatia. Future worksinthis area ofresearch
should examine whether the stereotypes experienced by respondents are the
resultof widespread anti-immigration attitudes of Croatian citizens, and examine
representatives of the media and government organizations on the same topic.
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ABSTRACT

We live in a time of extreme complexity of social circumstances, technological
progress, and complexity of scientificinformation. The mediaimage of the social
role of science has changed over time, but it is precisely the complexity and di-
versification of scientific research that distances science from the interest of the
general population and makesitdifficulttounderstand the importance of science
in everyday life. Likewise, science topics are becoming increasingly complex to
teach.Thereisa permanentspecialization of scientific fields, butitsunderstanding
still requires a ,bigger picture” and the processing of a large amount of infor-
mation. The purpose of this research is to determine how social media, which
make it possible for sharing, evaluating, and commenting as well as, ultimately,
simplification and visualization, influence the teaching of scientific topics. Given
that social networks are a place where all types of information - scientific and
pseudo-scientific- canbe found, it was investigated how students use and evalu-
atescientificinformation presentinsocial media. The paper providesan overview
of the scientific literature on the topic of the use of social media in the context
of education and it was investigated how students use and evaluate scientific
information presentinsocial media. Thisresearch exploresthe adoption of social
media as a supporting tool in higher education using students’ perspective. The
study providesinsightsinto students' perspectives and attitudes towards the use
ofsocialmediain highereducation. Results show thatstudents acknowledge the
importance ofincorporating social media, butthey have a problem withvalidating
the credibility of the sources.

Keywords: science, media, social media, higher education, evaluation of infor-
mation
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1. INTRODUCTION

As of January 2023, there were 5.16 billion internet users worldwide, which is
64.4 percentofthe global population. Ofthis total, 4.76 billion, or 59.4 percent of
the world's population, were social media users (Statista, 2023). Social media is
anew form of communication and consists of a variety of commutation tolls such
as, blogs, collaborative projects, social networking sites, content communities
and virtual world (Kaplan & Haenlein, 2010). According to Statista (2023), social
media global penetrationreached nearly 54 percentin 2020. Northern and West-
ern Europe had the largest penetration rate, followed by Northern and Southern
America. Social media consistently expands, advances and grows around the
world. The total number of social media users is expected to hit over 4.4 billion
individuals by 2025, which would be approximately half of the world population.

Social mediasites like Facebook, Twitter, and Instagram offer a quick and effective
way to exchangeinformation, connectwith people, and participate in discussions
on a global level (Uddin et al., 2021). Young people today are digital natives,
and they areincreasingly using social media to inform themselves about science.
Social media platforms such as Twitter, Facebook, Instagram, and YouTube have
become important sources of scientificinformation and news for young people.
Social media has become an integral aspect of modern student life also, and
many students now use various social media platforms to stay up-to-date with
scientific developments (Shahbaz et al., 2020). With the increasing accessibility
and user-friendly nature of social media platforms, students now have accessto an
abundance of scientificinformation at their fingertips (Sahebi etal., 2021). Social
networks can enhance learning about complicated topics in a number of ways.
Social networks can offer a forum for educators and students to exchange mate-
rials like videos, articles, podcasts, and e-books, making it simpler to access and
understand difficult concepts. Collaboration and peer-to-peerlearning are made
possible by social networks, which also offer a platform for peer-to-peer learn-
ing. This can be particularly beneficial when learning complex subjects because
students can clarify theirunderstanding of concepts by explaining and discussing
them with one another. They can also be used to share examples from the real
world thatillustrate how abstractideas are putto usein everydaysituations. This
can aid studentsin comprehend the topic's significance and relevance, as well as
how it is applied in daily life. Learning experiences can be personalized thanks
to social networks, where users can follow particular experts or educators and
receive material that is specially crafted to suit their hobbies and learning pref-
erences. Learning experiences on social networks can also include gamification
components, which can make difficult material more interesting and enjoyable
to learn. Quizzes, challenges, and incentives are a few examples of gamification
elementsthat can encourage studentstointeract with the material. Overall, social
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networks can help students learn complex subjects more effectively by making
educational resources more accessible, fostering peer-to-peer learning and col-
laboration, offering real-world examples, allowing for personalized learning,
and incorporating gamification elements.

However, while social media can be a valuable tool for students to engage with
science, it also presents some challenges that need to be addressed. One of the
most significant challenges associated with social media platforms is the cred-
ibility of the information being shared. Inaccurate information, fake news and
misinformation can spread quickly on social media, often without being checked
orcritically evaluated beforehand. This can be particularly problematicin science,
where accuracy and objectivity are essential components. Students should be able
to discern reliable information from unreliable sources when using social media
as a resource for scientificinformation. Teachers and educators can also assist
students in determining the veracity of information on social media by giving
guidance andresources on howto assessthereliability and accuracy ofinformation
sources. Using the viewpoint of students, this study investigates the use of social
media as a supplementary toolin higher education. The study offers perceptions
and attitudes of students on the usage of social media in higher education. The
primary goal of this exploratory study is to analyse student online behavior and
model their best use of social media to improve their learning experience. The
studyisorganised as follows. First, the literature review on this topicis presented.
Next, the description of the methodology is given and the results obtained from
the questionirre are presented by takinginto considerationthe currentknowledge
aboutsocial mediaandtheiruse byyoung people. Finally, inthe discussion section,
some suggestions are discussed.

2. LITERATURE REVIEW

Technology enhanceslearning, increases learningdemand, increases customization
and facilitates flexible delivery with respect to the time, pace and place (Westera,
2012). Westera (2012) gave a thorough overview of the use of different types of
records for educational purposes - from radio, to educational shows on television,
audio cassettes and video cassettes... All these media record carriers enable more
flexible use of educational content. Westera (2012) concludes its review with
computers that, unlike previous devices, allow a greater degree of interaction and
thus greater and more creative user engagement. It is important to emphasize
that user behavior and the use of media content have changed over time due to
media fragmentation, so thattoday we find ourselves in the process of media con-
vergence, which again changes the media and educational paradigm by changing
our behaviorin the use of available media content since everything is available to
us through one device. This is a significant change because today's people, and es-
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pecially young people who belong to the generation of digital natives, are deeply
immersed in the digital world, which offers previously unimagined educational
opportunities as an independent tool or as a supplement to traditional forms of
learning. The digital divide among the young and adults shows that the new gen-
eration has a more positive attitude toward new technologies (Westera, 2012).
The advent of Web 2.0 has introduced new philosophy of powers that also encour-
ages education. Web 2.0 replaces traditional models of content development that
were hierarchical and company guided with bottom-up models or with individual
contributors in social spaces, such as Blogs, Wikipedia, and YouTube (Murad et al.,
2017).Theidea ofsocial learningis belonging to the social constructivism theory of
1960s advanced by Vygotsky's in 1978. The theory suggests that students learning
are based on collaborative activities. This collaborative learning is more effective
than the independent learning and contributing a lot to motivation, achievement
oriented, and creating beneficial collective outcomes (Murad et al, 2017). The theory
of motivation such as a model by Pintrich and Schunk (1996) is focusing students’
beliefs with respect to the importance of a task, students' beliefs with ability and
their emotional reactions. However, social media applications are highly utilized
by students for a lot of non-educational purposes; these applications may badly
affectstudents’ academiclife and learning experiences (Kuppuswamy and Narayan,
2010). Internet and new technologies have positive impact on students but also
cause distraction instead of helping them academically (Gafni et al., 2012). Some
studies have found positive correlations between social networking website use
and college studentengagement (Chou, 2015; Gaudreau etal., 2014). Onthe other
hand, somestudies warn of potential technological distractionsand theirinfluence
on academic performance (Flanigan, Babchuk, 2015).

Previous research hasshown thatsocial network Sites (SNS) “support educational
activities by enabling interaction, cooperation, active participation, information
and resource sharing, and critical thinking” (Ajjan & Hartshorne, 2008; Areepat-
tamannil, and Santos, 2020; Goldsmith- Pinkham and Guido, 2013). In the last
two decades, researchers have largely explored learners' attitudes toward new
media. However, comparatively few studies have investigated students’ attitudes
towards using the Internet for different purposes in their formal and informal
learning. The social cognitive theory was takeninto consideration forthe current
study's theoretical framework, because it states that both internal and external
influences influence behavior (Bandura, 1999).

2.1 Methods

This study aimed to investigate how students use social networks for informing
themselves aboutscience. Questionnaire form was used to gatherthe data within
the student population. A variety of questions were posed about various social
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media platforms, theirvalue for education, the issues with them, such as valida-
tion of information, and finally, the factors that might encourage people to use
social media platforms to share knowledge for educational and other purposes.
MS Excel was used to analyze the data.

The following sections provide a detailed description of the study participants,
data collection procedure, data analysis, and ethical considerations.

Participants

The study participants were students from University of Zagreb, Faculty of Graphic
Arts. Theinclusion criteria forthe participants were being a studentand using so-
cial networks for accessing information. Participants were students of the Media
communication course. A total of 53 students participated in the study and were
interviewed. The sample included 25 percent of male and 75 percent of female.
92 percent ofthe respondents’' ageswereranging from 22-25yearsand 8 percent
of the respondent ages were ranging from 26 to 28 years, which is the expected
age structure, since they are all graduate students (table 1).

Table 1: Demographic characteristics of respondents

N Percentile (%)
Male 13 25
Gender
Female 40 75
22-25 39 92
Age
26-28 4 8

Data Collection Procedure

The data collection procedure involved the administration of a questionnaire
through an Google online survey platform. The questionnaire consisted of
closed-ended questions and two open-ended questions and was designed to
collect information about the participants' use of social network in general and
foraccessingscience-relatedinformation. The survey was available fora period of
three weeks, and reminders were sentto participantsto increase response rates.

Ethical Considerations

The study was conducted in accordance with ethical guidelines for research
involving human subjects. The study did notinvolve any invasive or harmful pro-
cedures, and the participants' anonymity and confidentiality were ensured. All
data collected were usedsolely for research purposes and were kept confidential.

Limitations

Thestudy hasseveral limitations, including the use of convenience sampling, which
may limit the generalizability of the findings to other populations. Additionally,
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the study relied solely on self-reported data, which may be subject to biases and
inaccuracies. Lastly, the study did not examine the quality of the information ac-
cessed by participants on social networks, which may affect theirunderstanding
of scientific concepts.

3. RESULTS

The use of the Internet and social media identified shows that only 11 percent
respective respondents use the Internet for one hour a day, 15 percent for two
hours, majority of 42 percent for three hours and 32 percent of them use the
Internet for four hours and above in their everyday life. The use of social media
shows that all of the participants use the social networks for entartainment (this
attitude of students canturnthese applicationsinasource of distraction) and then
forinforming and socializing activities.

Learningisonthe bottom oftheiractivities onsocial networks, whichindicatesthe
untapped potential of using the social netwaorks, with which they are so familiar,
foreducational purposes. These details of these activities are tabulated intable 2.

Table 2: Frequency of social media use

N Percentile (%)
1 hourand less 6 11
. 2 hours 8 15
Internet usageinday (h)
3 hours 22 42
4 hoursand more 17 32
1 hourand less 33 62
. . . 2 hours 10 19
Social media usage in day (h)
3 hours 6 11
4 hoursand more 4 8
entertainment 53 100
. Lo information sharing 50 94
Use of social media sites for —
socializing 42 79
learning 18 34

Socialmediaisanumbrellatermand consists of different online applications such
associal network, blogs, content communities, collaborative projectsand virtual
orgame words (Kaplan & Haenlein, 2010). These applications enable everyone to
access, create, and shareinformation online since they are built on user-generated
content (UGC). These various social media applications enable various forms of
information exchange and contact; yet, the fundamental concept behind each of
these websites is the same, and they are all built on web 2.0. The data analyzed
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show that 52 percent of them are agreed, 21 percent disagree and 27 percent
are not sure that using social media applications can enhance their learning and
academic performance. These responses are shown in the figure 1.

Figure 1: Social media enhance learning

m Agree
m DisAgree

m Not sure

Although learning is the least common reason for using social networks, we
asked students how they use social networks to get information about scientific
information (table 3). Watching videos with scientifictopicsis the most commonly
consumed content in the educational field, which is expected, given that the re-
spondents are students from the field of design, and how-to videos and various
tutorials are a very common way of informal learning in that population.

Table 3: Use of social networks for gaining science information

N Percentile(%)
Following science-related pages and accounts 3 6
Participating in online science communities 3 6
Watching science-related videos 17 32
Participatingin citizen science projects 0 0
Sharing and discussing scientificinformation 22 42

To open-ended questions in which they could state the advantages and disad-
vantages of using social networks to collect scientific information, the main
disadvantage students cite is the problem of credibility of information and trust.
We still have limited knowledge on how much young people trust social media,
which are an important tool for social interaction in this user group (Eger et al.,
2020).The main advantage s the easy availability ofinformation and saving time
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comparedtoindependentinformation collection. Afew representative responses
are given below table 4.

Table 4: Student responses on positives and negatives of using social networks
forinforming about science

I don't use social media that way because it's hard for me to recognize what
Respondent 1 . A

information is true.

lagree thatthese websites offeropportunities forlearning through unlimited

access to arange of knowledge and leisure. Playing games and listening to
Respondent 2 T . . . .

musicinasidewaysmannercanhelptorelieve anxiety, butwe typically follow

our friends' tastes.
Respondent 3 These websites are free, howeverthe key concernisthe quality of the content.
Respondent 4 Ilovelappsllke Wikipedia, loftenuseittostudy, it'smuchfasterthansearching

atopicon myown.

I would use social networks more for learning if someone would help me
Respondent5

evaluate the content (e.g. professors).

4. DISCUSSION

The majority of respondents (62 %) estimate that they spend up to an hour a day
onsocial networks, which correlates with the data of Statista (2022), where it was
stated that Internet users in the age group of 20 to 24 spend 49.8 minutes a day
onsocial networks. Interestingly, the use of social networksislongerinolder age
groups, withthe longestdailyuseinthe 40-44 age group (59.85 minutes per day).
These dataindicate thatyoung people are diversifying their time on the Internet
and using it for multiple purposes.

The outputsare showingthatallrespondents are using social networksasasource
of entertainment, activity connected with amusement, vast majority of them
are using social network as a communication tool forsocializing and information
sharing, an activity consisting of using symbols either auditor or visuals. It's obvi-
ous that students use social media to satisfy their needs, especially in the field of
entertainment, partly also for obtaining information.

Also they use it as a format for the exchange of communication content, while
learning through social networks is the least represented, which indicates that
respondents do not associate such content with entertainment, noris learning
integrated into the processes of information exchange and socialization.

When we talk aboutthe use of social networks asa means of acquiring science-re-
lated information there is room for further development. This newer trend has
importantimplications for science communication and education, as it suggests
that social networks can be a valuable tool for reaching and engaging with stu-
dents. However, there are several factors that need to be considered when using
social networks for science communication and education.
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One ofthe main challenges associated with using social networks, asourresearch
has showned, for science communication and education is the issue of trust in
information sources. Social networks are often characterized by the sharing of
information from a wide range of sources, including both credible and non-cred-
ible sources. This is creating confusion among students, who may not know
which sources to trust. Therefore, it is important for science communicators and
educators to ensure that the information they share on social networks comes
from credible sources.

Another challenge associated with using social networks forscience communica-
tion and educationis the issue of perceived relevance. Students may not engage
with science-related content on social networks if they do not perceive it to be
relevant to theirinterests or needs, there has to be some uses and gratifications
for them. Therefore, it is important for science communicators and educators to
ensure thatthescience-related contenttheyshare onsocial networks are tailored
tothe interests and needs of their target audience.

Despite these challenges, there are several benefits associated with using social
networks forscience communication and education. Forexample, social networks
canfacilitate informal learning aboutscience topics, which can complement formal
science education. Additionally, social networks can be used to engage student
sin science-related conversations and debates, which can enhance their critical
thinking and problem-solving skills.

Overall, social media has become an important tool for young people to inform
themselves about science. By using social networks, young people can access
scientific information, engage with scientific communities, and participate in
scientific research in new and exciting ways.

5. CONCLUSION

In conclusion, the findings of this research highlightthe significantrole thatsocial
networks playinthe acquisition of science-related information among students.
The analysis of the data has revealed importantthemesrelated to the preferenc-
es, attitudes, and behaviors of students in this regard. One of the key findings of
this study is that social networks are not a preferred source of science-related
information among students. This suggests that science communication efforts
that target social networks has a potential, but it has to be developed more. Ad-
ditionally, the study has identified several factors that influence students’ use of
social networks for science-related information, including trust in information
sources and perceived relevance.

Anotherimportantfinding of thisstudyisthatsocial networks can facilitate infor-
mal learning about science topics. The informal nature of social networks allows
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for the sharing of information and ideas outside of the traditional classroom
setting. This suggests thatsocial networks can be an effective tool for promoting
lifelong learning about science topics.

Additionally, the study highlightsthe potential benefits of integrating social media
into science education. This can include the use of social networks for informal
learning, aswellastheintegration ofsocial mediatoolsinto formalscience educa-
tion curricula. When it comesto scientificinformation, the accuracy ofinformation
on social networks can be a worry.

In conclusion, this research provides valuable insights into the use of social net-
works by students foracquiring science-related information. The study highlights
the potential of social networks as a platform for science communication and
education, and suggests that efforts to promote science communication should
consider the preferences, attitudes, and behaviors of students in thisregard. The
use of social networks foracquiring science-related information among students
is @ growing trend that has important implications for science communication
and education. While there are several challenges associated with using social
networks for science communication and education, there are also several ben-
efits. Therefore, science communicators and educators should consider the use of
social networks as a valuable tool for reaching and engaging with students.The
findings from this study provide valuableinsightsinto the role of social networks
inscience communicationamong students. The limitations of the study should be
takenintoaccountwheninterpreting the findings. Future research should consider
using more diverse sampling methods and examining the quality of information
accessed on social networks.
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OF YOUNG PEOPLE WITH ANXIETY DISORDER
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ABSTRACT

The goal of this research is to review the literature available to explore the neg-
ative effects of the media and its relationship with mental health, specifically in
people with anxiety disorder. We wanted to determine whetherthere is enough
relevantliterature thatwould consistently pointtothe direct orindirectinfluence
of the media on psychological well-being, with an emphasis on people suffering
from anxiety personality disorder. For this purpose, available databases were
used and searched according to the given criteria. To exclude the influence of
media coverage of special or catastrophic events on anxious individuals such as
news about pandemics, epidemics, mass murders or terrorist attacks, which are
assumed to have an unsettling effect on the majority of the human population,
including people who sufferfrom anxiety disorderswere notincluded. Also, book
reviews, editorials, and non-professional and non-academic articles were not
includedinthe contentanalysis. It has been shown that previous studies of media
influence have not focused their interest specifically on people suffering from
anxiety disorders and that there isroom for more specific research in this area.

Keywords: anxiety, media suggestibility, media effects, psychological wellbeing,
emotional regulation.
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1. INTRODUCTION

Mental illnesses, since the beginning of their appearance, and today more than
ever, have anincreasingly significantimpactboth onaperson'sinternal function-
ing, aswellasonintrapersonal, intrafamily, and peerrelationships (Government
of Canada 2006 according to Simard 2020), educational success (Kosanovic et al.
2021), professional life, and other important areas of human functioning (WHO
2022).The high rate of occurrence of mental health problems in adolescents, es-
pecially anxiety and depression (Simard 2020), is considered to be an alarm that
should not be ignored, especially if we look at the data of UNICEF (2021), which
indicate that in 2019 anxiety and depression were responsible for 55 percent of
mentaldisordersamong adolescentsaged from 10to 19in Europe. The prevalence
of mentaldisorders forboysand girlsaged from10to 19in Europefor2021is16.3
percent, while the global number for the same age group is 13.2 percent, which
means that 9 million adolescents in this age group in Europe live with a mental
disorder (UNICEF 2021). According to UNICEF (2021), 57.6 trillion US dollars is the
estimated annual loss of human capital (mental or cognitive and emotional re-
sources) due to mental disorders (DALY - Disability-adjusted life years).

Due to the seriousness of the mentioned statistical data, itis necessary to focus on
the basic data related to the subject of interest of this work - anxiety. Unlike the
animal world, where fear reactions appear automatically, in humans, although
evolutionarily conditioned, they are often the result of imagined situations and at
the same time do not have the function of protection from danger and take on the
dimension of anxiety (Mish 1998 according to Akhtar 2014, 16-17). Anxietyis a state
of unpleasantphysicalillness and fear, whichisaccompanied by a series of physical
symptomssuch as palpitations, sweating, hand orbody tremors, dry mouth, difficulty
breathing, feeling of suffocation, nausea, feeling of heatorcoldinthe body, tension,
inability to relax and similar, along with a series of psychological symptoms that
include weakness, confusion, asense of loss of consciousness, difficulty maintaining
attention and concentration, death or loss of control over one's behavior, general
discomfortand excessive worry (Ministry of Health and Social Care of the Republic of
Croatia 2011). Itcan manifestoverashort period of time, from just a few hours, days
orweeks, as a result of mild or moderate distress, all the way to severe conditions
that last for months oryears (Tudor 1996 according to WHO 2022). Anxiety is a very
likely emotionalresponse ofa persontoathreatorthe experience of stresstosome
life event, and it can be conceptualized as a stable and permanent characteristic of
a person or as an immediate response to a certain situation, while it is short-lived
and refers to the state (Speilberger 1983 according to McNaughton-Cassill 2001).

The 20th centuryrecognized by advancesin communicationtechnology, butalso by
increasing psychological stress (McNaughton-Cassill 2001), and as the use of digital
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media, including television, computers, and smartphones, has become more and
more presentinthelives of both children and adults, concerns are also growing due
to theirpossible negative effects on mental health (Hoge etal. 2017). As far back as
1976, Ball-Rokeach and Defleur stated mass media can have a diverse emotional
impactonanindividual, sothey canstimulate short-term positive emotions, such as
empathy and compassion for other people or events, or negative ones, such as fear
and anxiety. On the other hand, they can also have long-term effects on the emo-
tional state of people, depending on how much individuals are exposed to media
messages and towhat extenttheytendtothinkaboutthem, which can be observed
through the degree of emotional engagement of individuals. Some research sug-
gestsanxious mood alone may predispose peopleto followthreateningreleasesin
the media (Mogg etal. 1992 and Wells 1994 according to McNaughton-Cassill 2001).
Thus, forexample, people who are anxious about a certain topic are more likely to
follow media releases about that topic, which in turn will increase their anxiety,
regardless of the actual risk factors (Slovic 1987 according to McNaughton-Cassill
2001). Also, the mere exposure to negative news through the media is enough to
contribute to symptoms of anxiety and depression (McNaughton-Cassill 2001), es-
pecially ifitinvolves excessive viewing of media content, which negatively affects
the mental health of the individual (Jahangir et al. 2014).

More recent researches on media influence on mental health deal more with the
interactive nature of new media, especially social media, and theirimpact on
anxiety and depression. Key research topics include social comparison, difficulty
regulating emotions, social anxiety, inadequate connection with peers and feel-
ings of exclusion, suicide as a result of cyberbullying and other behaviors that
can be linked to the use of social media (Hoge et al. 2017), which, with whatever
perspective we approach, we can never pay too much attention.

1.1 Purpose and goals

The aim of this research was to review the available literature on the negative
effects of media announcements of various kinds of people suffering from mental
health problems, with an emphasis on anxiety disorders.

1.2 Methods

In order to identify professional deliberations and explore the results of current
research in this area, a systematic literature review was used (Snyder 2019). The
bibliographic database of Google Scholar was searched, exclusively in English,
focusing on articles dating from the period from 2020 to 2023, due to the search
fornewer findings onthe selected topic. This research was conducted inthe period
from the end of November 2022 to the end of January 2023.

The research was carried out in several phases, the first of which referred to the
refinement of the given keywords by testing different combinations, the second to
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thereview of research summaries, books and available on-line literature, whereby
special attention was paid to exclusion factors, since the initial combinations of
the given keywords words counted up to several million results, and finally the
contentanalysis of complete articles, with an emphasis on results and discussion.

Inorderto identify the answers to the key question in this research, several com-
binations of keywords were used, excluding those articles which covered topics
about COVID-19 pandemic, addictions, and review papers. Master's and graduate
theses were also notincluded in the further process of detailed analysis.

Searches for keywords that contained the word "disorder” mostly vielded results
thatincluded results more in the domain of health care, approaches, and predic-
tion of the occurrence of the disorder, and were often combined with the COVID-19
pandemicoryoung people with pervasive developmental disorderwhichis notthe
topicofthis paper. Therefore, there are few results that literallyinclude the topic of
people with anxiety disorders and the impact of media announcements on them.

Forthesearch,the Google search operator “allintitle” was used, which enables to
limit search engine results to only papers that have the specific chosen keyword
in the title.

Review according to the given criteria:
1. allintitle: media anxiety children -review -pandemic -covid -addiction

There were excluded articles thatinclude: virtualreality (VR) distraction, surgery,
digital games, treatment of mental health problems, food allergic, sexualization
of children, parental anxiety, foster care, dental.

Fromthe first purified combination of keywords, only one of the nine total articles
were suitable for further processing.

2. allintitle: media anxiety adolescents -review -pandemic -covid -addiction

There were excluded articles that include: peer blogging, intervention, health
education, developmental issues, autism, support, treatment.

From the second refined combination of keywords, ten of the eighteen articles
obtained were suitable for further processing.

3. allintitle: media anxiety adolescent -review -pandemic -covid -addiction

There were excluded articles that include: media advertising, treatment, video
explainer.

From the third refined combination of keywords, only three of the five articles
obtained were suitable for further processing.

4. allintitle: media anxiety young -review -pandemic -covid -addiction

There were excluded articles that include: assessment, treatment, LGBTIQ+ pop-
ulation, cardiovascular disease, chronicillness.
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Fromthefourthrefined combination of keywords, only three ofthe eleven articles
obtained were suitable for further processing.

5. allintitle: media anxiety disorder

From the lastrefined combination of keywords, only five of the eighteen articles
obtained were suitable for further processing when the words were excluded as
from the previous searches.

In order to make the research more complete, the included keywords were en-
tered both in the singular and in the plural, and duplicates were removed from
further processing.

Also, in order to gain an insight into whether the difficulties related to the use
of media are exclusively “more"” of Western culture, studies of other cultures (eg
China, Brazil, Indonesia, etc.) were also taken into account.

2. RESULTS

The literature review provided an answer to the question of the reasons adoles-
cents use social media. Research results suggest this is due to multiple reasons,
which include boredom, searching for information, problems they have in their
offline lives (Brailovskaia et al. 2020), difficulties in face-to-face communication,
feelings of exclusion or rejection, which only results with more time spent on
media, especially on-line games and social media (Hrek 2020), but also serves as
an escape from negative emotions (Brailovskaia et al. 2020), which very easily
turnsinto anaddictive use of social media, a search for positive emotions, butalso
as aninspiration related to fashion, music or art, establishing and maintaining
social contacts, creating new friendships, structuring leisure, entertainmentand
relaxation (Brailovskaia et al. 2020).

Regardless of theintrinsic or extrinsic motivationsyoung people use social media
for, thisuseis considered primarily through the prism of the negative effects it has
on mental health. So the authors listed a number of difficulties arising from the
use of the media space, which include stress (Simard 2020), general symptoms of
anxiety (Simard 2020; Azhari et al. 2022), but also specific symptoms of anxiety
that can be classified as social anxiety (Silmi et al. 2020), situational and inter-
personal anxiety in situations of showing extreme or unjustified violence in the
media, perversions and similardisturbing content (Hrek 2020) and GAD (Faisal Farid
et al. 2022). They also mentioned the emergence of addictive behavior (Simard
2020), problemswith self-esteem, impaired self-image, attention deficit disorder,
impairedsleep hygiene (Torres Silva 2020), the development of unhealthy eating
habits, in the form of focusing on body weight in girls and muscularity in boys,
which are a mediatorforsymptoms of depression and anxiety (Ghergutetal.2022)
related to the use of social media, but also a strong connection between the use
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of social media and emotional intelligence. On the other hand, addictive use of
media and emotional intelligence were not shown to be related (Faisal Farid et
al. 2022), and the connection between the use of social mediain the structure of
adolescent leisure and social anxiety was not found (Jolly 2022).

Certain behaviors, some from the real life of individuals, some intrinsic events
in them, and some behaviors related to the use of media space are related to or
influence the appearance of otherbehaviors oreventsinand around young people
and are therefore divided in this paper into groups called “predictors” and “con-
sequences”. Theirinterdependence and intertwining can be observed in Table 1.

Table 1: Behaviors or events divided into groups
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Thus, young people who feel anxiety due to social perception, or social anxiety,
and those who have more positive attitudes towards social networks, are more
vulnerable to online abuse or cyberbullying (Karaman and Arslan 2020). Internet
abuse, apart from causing social anxiety, also leads to symptoms of GAD (gen-
eralized anxiety disorder) (Kaloeti et al. 2021), just as the addictive use of social

68



EXPLORING THE CHANGING LANDSCAPE: ALMA MATER
THE IMPACT OF CONTEMPORARY MEDIA COMMUNICATION ON COMMUNICATORS PRESS

media also favorsthe development of GAD, only a moderate correlation was found
for the general use of social media (Faisal Farid et al. 2022). Both cyberbullying
and peer abuse proved to be significant predictors of avoiding school, also the
appearance of symptoms of separation anxiety and panicattacks, but exclusively
ingirls (Kaloetietal.2021). Onthe otherhand, the authors state thatworse grades
inschool, lower academic achievement and learning difficulties are the result of
the fear of missing out (FOMO) of important content on the networks due to the
desire to achieve popularity, attract attention and create a positive self-image
(Tanrikulu and Mouratidis 2022).

Asignificant number of predictors in research indicate social anxiety associated
with the use of social networks, whereby the authors mention interaction anxi-
ety, addiction to the use of “smart” phones (lia et al. 2022), experience of online
violence (Jiaetal.2022; Kaloeti etal. 2021), exposure to photos of famous people
in the media, in which this exposure is also responsible for difficulties in offline
friendships, and for the appearance of depressive symptoms in young people
(Charmaraman et al. 2021). Social anxiety is also related to real-life situations
such as physical peer abuse (Kaloeti et al. 2021). Jia et al. (2022) state the only
children in the family, young people who had a difficult childhood or have a bad
relationship with their parents, as well as extroverts, are at a higher risk of this
type ofsocial anxiety. As arule, socially anxious individuals show higher levels of
addiction to social media (Jia et al. 2022), while escape from negative emotions
is also closely related to addictive use of social media (Brailovskaia et al. 2020).
Young people who are running away from negative emotions or looking for pos-
itive emotional experiences, asarule, use social media more because of the flow
experience associated with the use of social media (Brailovskaia et al. 2020). The
authorsalso talk about predictors thatlead to problematicuse of the Internetand
social networks, and thus state anxiety about one's own appearance, i.e.images
of one'sown body due to exposure tovisual content onsocial networks (Boursier
etal.2020), expectations from posting “selfies” onsocial networks, especially for
young men, who in this way want to raise their self-confidence (Boursier et al.
2020), butalso symptoms of depression and anxiety as a result of obesity (Jolliff et
al. 2020). Thatthisis serious addictive behavior, not just behaviorunfairly charac-
terized as addiction, isalso indicated by dataimplying the fact when people have
reduced their time using social media, they use other screen-related behaviors,
such as playing games, which are way to reduce discomfort and frustration (Si-
mard 2020). Problematic use of social networks, i.e., addictive behavioron social
networks is a predictor of loneliness, also of fewer hours of sleep on average, as
well as poorer sleep quality (Azhari et al. 2022), which is due to the active use
of the social platform Facebook, while the influence of Instagram, Twitter and
Snapchat did not show significant (Azhari et al. 2022).
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The number of hours spent on social networks, especially among the fairer sex
(Thorisdottir 2020), but also the general use of social media for both sexes (Simard
2020), affect the feeling of emotional distressin young people. It is also associat-
ed with the appearance of depressive symptoms (Thorisdottir 2020; Culpepper
2020), as wellas passive media use, especiallyamong female users of social media
(Thorisdottir2020). The number of hoursyoung people engage insocial networks
isnotlinked to the occurrence of social anxiety related to media use (Thorisdottir
2020), nortothe occurrence of depressive oranxiety symptoms (Culpepper 2020),
and in general, only a small correlation was found between the engagement of
young people in the use of social media for health purposes and anxiety or de-
pressive disorders (Ayangunna 2022). There are also many social stressors that
young people feel due to the use of social media, especially increased rumination,
social comparison, fear of judgment, concern about privacy, seeking approval,
compulsive checking and similar behaviors that are based on an anxious mood.
The authors mentioned the use of Facebook, with an emphasis on young people
suffering from an anxiety disorder (Calancie et al. 2017), while media reports
about the ideal body image did not prove to be as important to adolescents for
integrationinto theirown ideals as peer attitudes (Trekels and Eggermont 2021).

Physical symptoms of anxiety occur more oftenin the fairer sex as a result of the
number of hours spentonsocial networks (Thorisdottir 2020), while cyberbullying
and peer abuse is directly related to the occurrence of anxiety for young people
of both sexes (Kaloeti et al. 2021). The presentation of extreme or unjustified
violence in the media, as well as perversion or similar disturbing content also
affects the occurrence of anxiety in adolescents (Hrek 2020), while the disorder
of using social netwaorks (Azhari et al. 2022) was not shown to be related to the
emergence of anxiety in young people. The authors cite active use of mediaas a
kind of protective factor for mental health, while passive use is considered a risk
factorforthe mental health of young people (Thorisdottir2020). The use of digital
media more or less than usual (as assessed by the users themselves) did not prove
to be arisk factor for psychological difficulties over time (Sewall et al. 2022).

Table 2 was created for the purpose of reviewing through the included papers
the enumerated consequences of the influence of various factors on the mental
health of young people. The criteria are summarized into categories, while the
subcategories show predictors grouped into a particular category.
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Table 2: Table of summed criteria

INTERNET AND DISORDERS PROTECTORS SCHOOL-RELATED
SOCIAL MEDIA AND AND RISK BEHAVIORS
USAGE DIFFICULTIES FACTORS
» addictive use of social + anxlety | social, GAD, » protectors (social » acadermic
networks the anxiety, media usage for health performance
« problematic internet separation, panic purposes) * avoiding school
and social networks attack) = risk factors
use » depression » cyberbullying

« flow experience » emotional stress
» loneliness
+ number of hours of
sleep
» sleep guality
» emotional intelligence
» social stressors
» offline friendships
» eating habits

Source: author.

Itcanbe seenthatmostofthe reviewed papers dealt with difficulties and disorders
related to anxiety disorders (anxiety, social anxiety, GAD, separation anxiety and
panic attacks) and depressive symptomatology, to which the authors linked the
most predictors forthe use of social media (21 of them). The next category accord-
ing to representation in the works was related to protective and risky factors of
using social media, with a total of 15 predictors. The last two categories, which
describe the use of the Internet, social media and behaviors related to school,
contain a total of 10 predictors.

3. DISCUSSION

Regardless of which part of the world young people live in, the need to use social
media is equally expressed and media have become almost the basic interactive
tool of younger generations, which is why it is not surprising that the problem of
psychological safety of young Internet users is receiving more and more attention.
A large number of predictors of negative consequences clearly indicate the use of
media cannotbe seen as a benign structure of children's and young people’s leisure
time. The results of this review agree with the previous findings of many authors,
whereby special attention should be paid to the reasons why young people turn to
onlineinteractions, since social networks are often used automatically (Kosanovic et
al. 2021), withoutawareness of possible harmful consequences. Thus, in thisreview,
the most commonreasonsforusingthe Internetamongyoung people are boredom
(Puhari¢ et al. 2014), socialization and the creation of new intrapersonal relation-
ships (Kraut etal. 2002 according to Thorisdottir et al. 2019; Hoge et al. 2017; 0'Day,
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and Heimberg 2021), escaping from negative and searching for positive emotions,
therebyavoidingrealemotional experiences, which can easily lead to difficulties with
emotionalregulation and the appearance of various psychopathological disorders,
such asanxietyand depression (Hoge etal. 2017; Kosanovic etal. 2021; Cacioppo, and
Patrick, 2008, 186-187; Cleland Woods, and Scott 2016). They also use the Internetin
orderto preventthefeeling of discomfort caused by direct communication (Kosanovic
etal.2021), since the Internet provides them with the possibility of hiding behind a
kind of anonymity (Cook 2022), but which can easily lead to the replacement of face-
to-face communication with online communication and to feelings of loneliness and
depression (Kumar 2014; Bickham et al. 2015 according to Hoge et al. 2017). Erwin
etal. (2004 according to 0'Day and Heimberg 2021) note that socially anxious peo-
ple perceive the Internet as more pleasant forinteraction, which is why they often
decide on an online form of interaction, more precisely in order to compensate for
the feeling of lack social supportin the real world (Weidman et al. 2012 according
to 0'Day and Heimberg 2021). However, symptoms of social anxiety can also occur
asaresultofvirtualinteraction (Rauch et al. 2014 according to 0'Day, and Heimberg
2021), which was also shown in this review. In addition to the above, young people
also talk about the need for entertainment and relaxation as a reason for using the
Internet (Lin et al. 2016), which would not be a problem if the use did notturninto a
loss of control overone'sowntime, life and scholastic obligations, and interpersonal
relationships (Kosanovic et al. 2021; Puhari¢ et al. 2014).

Many authors of other researches, not covered by this review, obtained similar
resultsintheirworks, citinga number of negative consequences of using social
media (listed in Results). Anxietyis already associated with excessive consump-
tion of television (Jahangir et al. 2014), while media exposure hasa complex but
positive relationship with stress (McNaughton-Cassill 2001), whereby a direct
negativeimpact of media contentonthe psychological well-being ofyoung peo-
plecanbe expected and acutereactionsifthey deal with negative ordisturbing
topics (Ball-Rokeach and Defleur 1976; McNaughton-Cassill 2001). Hoge et al.
(2017) describe the interrelationship between the use of digital media such as
television, computers, computer games, smartphones, etc. and symptoms of
anxiety and depression in children and adolescents. The use of media is also
associated with generally worse psychological well-being (Kross et al. (2013
in Thorisdottir et al. 2019), stating that those who used digital media for more
thanseven hours a day showed a higher level of both depressive (Twenge et al.
2012 according to Thorisdottir et al. 2019) and anxiety symptoms (Vannucci et
al. 2017 according to Thorisdottir et al. 2019), which agrees with the findings
of this review. According to UNICEF (2021), in 2019 anxiety and depression was
responsible for 55% of mental disorders among adolescents aged 10 to 19 in
Europe, which is more than worrying data. Durocher et al. (2011 according to
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Hoge et al. 2017) state that the cessation of the use of digital technologies can
lead to increase in anxiety symptoms, while in this review, the decrease in the
use of social networks is linked to the appearance of other forms of screen-be-
havior (Simard 2020), which corroborates previous findings and indicates the
addictive attitude ofyoung people towards digital media. 0'Day and Heimberg
(2021) specifically associate social anxiety and loneliness with the problematic
use of social media, which is also concluded in this paper.

Due to the amount of time they spend on digital media and the accompanying
excitement, young people often suffer from impaired sleep quality (Telzer et al.
2013 according to Cleland Woods, and Scott 2016), which is manifested in the form
of shorter sleep duration (Garmy et al. 2012; Pea et al. 2012 according to Cleland
Woods, and Scott 2016), later going to sleep (Van den Bulck 2004; Shochat et al.
2010; Garmy et al. 2012 according to Cleland Woods, and Scott 2016), prolonged
sleep latency (Shochat et al. 2010 according to Cleland Woods, and Scott 2016),
and because of which they suffer from fatigue during the day. They are also more
susceptible to various stressors and psychological difficulties, which can cause a
number of physical, cognitive and emotional problems (Hoge et al. 2017).

In his work, Patchin (2019) states a high prevalence of experiencing some form
of online abuse and states that adolescent girls are at a higher risk of experienc-
ing this form of abuse, which can be linked to the results obtained in this work,
because they are more prone to anxiety due to social perception and behaviors
which result in a body conforming to the socially set of ideal (Erceg Jugovic and
KuterovacJagodi¢ 2016). They are also more prone to the development of de-
pendence onsocial networks (Kosanovic¢etal.2021), while young men also come
across a bad and distorted image of their own body and the desire to reach social
ideal of "muscularity” (ErcegJugovic¢ and Kuterovaclagodi¢ 2016). However, since
cyberbullying hasalso beenrecorded as a predictor ofsocial anxiety (Kaloeti et al.
2021), itseems this relationship is more complicated thanitseems at first glance.

Cook (2022) statesthe prevalence of thistype of abusein more than 50 % and warns
ofaconstantincrease, which canberelatedtotheincreased rate ofauto aggressive
behaviorand suicide among adolescents (Cook 2022; Coppersmith etal. 2016, Bur-
nap etal.2015and Shing etal. 2018 according to Chancellor,and De Choudhury 2020;
Daine et al. 2013 according to Hoge et al. 2017). It is important to emphasize the
use of social mediais directly related to lowerself-esteem, both of adultindividuals
and adolescents (Thorisdottir et al. 2019), to which young people are particularly
vulnerable (Orth etal.2015; McLaughlin,and King 2015 according to Cleland Woods,
and Scott 2016), which is associated with a number of psychological difficulties.

Itisalarmingthatsuicideisthe fourth leading cause of deathamong people aged
15t0 29, accordingto WHO data, and the number of children admitted to hospitals
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forsuicide attempts or expressing suicidal thoughts doubled between 2008 and
2015, with much of the increase attributed precisely to the increase in internet
violence (Cook 2022).

Self-harm and suicidality have been shown to be closely related to social anxiety
(Hoge et al. 2017) and depressive symptoms, and since depressed individuals
often feel overwhelmed by daily obligations and demands in their immediate
environment, the online world is an ideal escape (Shensa et al. 2018 according
to Brailovskaia and Margraf 2020). Depression is one of the leading causes of
hospitalizations in the Republic of Croatia in 2020, in third place among total
hospitalizations due to mentalillnesses (Silobr¢i¢ et al. 2022), while in the whole
Europethisfigurerisestoover30 million people, makingitone ofthe of the most
common diseases in the member states of the European Union, it is one of the
leading causes of disability and occurs more often in people of the fairer sex (22
Zagrebacke Zupanije 2022). It occurs often and is comorbid with other psychiatric
diseases, such as anxiety and substance addiction disorders (Kessler et al. 2005;
Burcusa and lacono 2007 according to Lin et al. 2016), and its serious symptoms
and serious consequences are brought into relation in this paper with using the
internet and media space.

The shortcomings of this work can be seen in the number of reviewed literatures
thatconformtheinclusion criteria, which means that certainimportanttopics, espe-
ciallythoserelated totheimpact of media use on academicsuccessorinterpersonal
relationships, were not sufficiently covered. Also, not enough literature was found
that dealt exclusively with the consequences of media announcements on people
suffering from anxiety disorders, since the reviewed papers mostly dealt with the
negative aspects of using the Internet and the media on healthy individuals and
the symptomsthatappearinthem as aresult of exposure. Research that dealt with
mental health disorders and the influence of the media, including anxiety disorders,
mostly focused on therapeutic guidelines and the image that the media transmits
aboutacertain mental disorder, while the influence of the media itself or media an-
nouncements may be currently uninteresting or generally insufficiently researched.
Althoughalimited numberofresearch deals with the topic of interestforthis paper,
itis assumed that not only the use of Facebook but also the use of other media in-
creasesthe anxious mood and thus the symptomsin people suffering from anxiety
disorders, which is why future research should put more focus on this question.

4. CONCLUSION

From allthat has been stated throughout the paper and with reference to earlier
research, it seems that the behaviors that are the motive for using media of any
kind and the consequences of using them are intertwined and form a moderator
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variable for other behaviors or consequences, in the form of symptoms or the
possible development of disorders, which makesthe topicitself complex, butvery
valuable in the context of caring for future generations, especially if attention is
paid to the risk factors for mental health problems related to the use of media.
Therefore, the goal of today's and future parents, teachers, professors and all
adults should be, not only teaching children and young people to use the media
throughthe prism of critical thinking, but also ensuring a healthy micro and macro
level for growth and development while building a realistic self-concept, learn-
ing adequate social and emotional skills and inculcating much-needed healthy
lifestyle habits, all for the purpose of ensuring protection from the Internet and
the media in general, which nowadays cannot be avoided and have become a
full-fledged part of today's life.
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E- CONSULTATION AS AWAY OF COMMUNICATING
WITH THE PUBLIC IN ADOPTING REGULATIONS IN
THE REPUBLIC OF CROATIA

Irena Klepac Musta¢, Ph.D. Candidate
Alma Mater Europaea - European Center Maribor, Slovenia

ABSTRACT

The concept of ,smart legislation” includes the need to consult the wider public
before adopting regulations. The consultation process itself with the interested
publicis carried outinthe Republic of Croatia by the central body of the state ad-
ministration through the esavjetovanja.gov.hr portal (e-Savjetovanja). In orderfor
the future law to be of the highest quality, it is necessary to achieve the highest
possible quality of communicationandinvolve the mediain ordertoinform about
the possibility of participating in the process of law making.

The purpose of this article is to provide answers to the following questions: does
conducting e- consultationthrough the esavjetovanja.gov.hr website represent the
media that plays the highest quality role in the process of consulting the public;
whatistherole of the mediainthat process and to what extent?

The research will use the method of analyzing existing sources of relevant lit-
erature and available data and conducting a survey with which hypotheses will
be challenged or confirmed: (whether) the e-consultation platform via certain
websites representsan adequate way of collectinginformation about legislative
proposals and; (whether) all relevant media are sufficiently and evenly involved
in the consultation process. The results show that the esavjetovanja.gov.hr portal
is the dominant area in which e-consultation was carried out in the Republic of
Croatiaduring 2021, and that 39.14 % of the citizens of the Republic of Croatia are
notaware thatthey have the opportunity to participatein consultation during law
making, while 60.89 % of them are not aware of the existence of the web portal
esavjetovanja.gov.hr.

Keywords: media; e- consultation; smart legislation; public; legal acts.
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1. INTRODUCTION

The definitions of e-participation thatwe find in the scientific literature differ, but
mostdefinitionsinclude the terms ofusing information and communication tech-
nologies (ICT) that have the purpose of involving citizens in decision-making and
the provision of publicservices. Macintosh (2004, 5-8) gave the most commonly
used definition of e-participation as ,the use of information and communication
technologies (ICT) to broaden and deepen political participation by enabling citi-
zens to connect with each other and with their elected representatives.”

Sinceitis necessaryto create an environment of trustin order for citizens to decide
to participate in e-participation processes, this paper through empirical research
analyzes the factors that directly affect the procedure, technology, perception and
adequacy of ways thataffecttrustin e-participation, so thatwithinthe scope of this
research, it will also study the adequacy of the web portal through which E-con-
sultationis carried out. Citizen participation is considered one of the key elements
of transparency of governments in relation to their citizens. In order to realize the
principle of transparency, governments must identify and offer the best means to
achieve the most effective electronic participation of the publicin order to create
the conditionsto enable citizensto have atimely and realinfluence onthe decisions
that are made. ,Consultation with the publicimplies thatthe public authority pub-
licly publishes the draft of the normative act and invites the public to express their
opinion, i.e. submit feedback on the proposed act” (Purman 2020, 410).

This paperis an attempt to examine the adequacy of the web portal through
which e-consultationis carried outinthe Republic of Croatia, asone of the possible
ways of e- consultation, whereby the existing literature and available data are
being analyzed and a survey conducted with which the hypotheses will be chal-
lenged or confirmed: (whether) the e-consultation platform via certain websites
represents an adequate way of collecting information about legislative propos-
als and; (whether) all relevant media are sufficiently and evenly involved in the
consultation process.

E-consultationinthe Republic of Croatiais aterminthe law-making process that
includes consultation with the public of state administration bodies thatis carried
out through the central state internet portal for consultations with the public,
whereas otherstate bodies, units of localand regional (Regional) Self-Government
and legal entities with public authorities do the same via the website or by using
the central state internet portal for consultation with the public, by publishing a
draftrequlation, general act or other document, with an explanation of the rea-
sons and goals to be achieved by adopting the regulation, act or otherdocument
and byinviting the publicto submittheirsuggestions and opinions (Zakon o pravu
na pristup informacijama NN 85/15).
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Consultation is a two-way process during which state bodies ask for and receive
feedback from citizens, i.e. the interested publicin the process of adopting laws,
other regulations, and acts (Kodeks savjetovanja sa zainteresiranom javnoscu u
postupcima donosenja zakona, drugih propisa i akata ).

The process of standardizing the consultation process in the Republic of Croatia
beganin 2009, whenthe Government ofthe Republic of Croatia adopted the Code
of Practice on Consultation with the Interested Public in Procedures of Adopt-
ing Laws, Other Regulations and Acts (Kodeks savjetovanja sa zainteresiranom
javnoscu u postupcima donosSenja zakona, drugihpropisa i akata). Along with
the adoption of the Code, the Government simultaneously obliged the Office for
Cooperation with NGOs of the Government of the Republic of Croatia to draw up
Guidelines for the application of the Code and a systematic training program for
consultation coordinators, who had to be appointed instate administration bodies
and Government offices (e-Savjetovanja). The procedure of e-consultationsin the
Republic of Croatia is requlated by the Act on the Right to Access to Information
(zakon o pravu na pristup informacijama), the Code of Practice on Consultation
with the Interested Publicin Procedures of Adopting Laws, Other Regulations and
Acts (Kodeks savjetovanja sa zainteresiranom javnoscu u postupcima donosenja
zakona, drugih propisa i akata).

Basicinformation onthe existence and method of the consultation procedure can
be found on the state portal www. esavjetovanja.gov.hr. After each consultation
is carried out, all accepted and not accepted comments and suggestions must be
published on the website, as well as reports on the conducted consultation.

The way, standards and principles on which the state determines consultation
with the public largely depends on the sector area in which the consultation is
carried out. Whenitcomesto the field of environmental protection policy, the acts
that prescribe e-consultation are binding in their nature, and in relation to them
thereis a tradition of involving the public. On the other hand, in other cases, the
governments of the countries of the European Union independently assess the
adequacy ofthe e-consultation method, guided by the guidelines and documents
of certaininternational and European organizations, such as the Council of Europe
(CE), the United Nations (UN), which documents are non-binding in their nature and
come in the form of recommendations or guidelines, such as the White Paper on
European Governance from 2001 (Commission of European Communities 2001),
which advocates the values of public participation and openness to the public, as
well as General Principles and Minimum Standards for consultation of interested
parties from 2002 of the European Commission The Mandelkern reporton better
regulationfrom 2000 (Mandelkern Group on Better Regulation. 2001, 1-84), which
contain recommendations for involving the interested public, transparency of
inclusion, recommended duration of consultation, as well as advice forincluding
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the Internet as a tool for the highest possible involvement of the public for the
purpose of availability of comments (Musa 2015).

Inordertoimplementthe aforementioned guidelines and recommendations, itis
necessaryto carry outtimely and adequateinforming the public, organize a clear
system of the consultation process, carry out timely and early involvement of the
public, carry outthe consultationin asufficient duration, rely on several methods
thatalsoinclude computerization, carry outtraining of civil servants and provide
feedback on the conducted consultation.

2. PURPOSE AND AIMS

The purpose and aim of this paperis to provide answers to the following questions:
whetherconducting e-consultation through the website www.esavjetovanja.gov.hris
the most appropriate and effective communication channelin the consultation pro-
cesswiththe public; whatistherole ofthe mediainthat process and to what extent?

The aim of the conducted survey is to obtain answers to the following questions:
what the level of information among citizens about the possibility of their par-
ticipation and contribution in the law-making process in such a way is that citi-
zens participate as effectively as possible in the consultation that precedes the
law-making process in the Republic of Croatia.

Through the analysis of the conducted survey of 711 respondents, as well as the
quantitative analysis of the content of the report on the conducted e-consulta-
tions, and the analysis of the data obtained from the European Statistical Office
- Eurostat (2021; 2023) and the Croatian Bureau of Statistics for the year 2021,
(2021a; 2021b.) the findings of the research and the conclusions drawn from the
findings as well as certain recommendations will be discussed for the purpose of
more effective implementation of e-consultation in the Republic of Croatia, as
well as to confirm the hypothesis (whether) the e-consultation platform through
the website www.savjetovanje.gov.hrrepresents an adequate way of collecting
information on legislative proposals and (whether) all relevant media are suffi-
ciently and evenly involved in the consultation process.

3. RESEARCH

3.1 Research Methodology

The research will use the method of analyzing existing sources of relevant liter-
ature and available data, as well as conducting a survey, which will challenge or
confirm the set hypotheses.

The research was conducted online with the help of the Qualtrics web toolvolun-
tarily and anonymously on adult respondents, citizens of the Republic of Croatia,
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and analyzesthefactorsthatinfluencethe procedure, technology, perceptionand
adequacy of electronic participation through 19 questions. This paper therefore
particularly examines the aspect of the guidelines for the development of ade-
quatetoolsfore-participationinthe Republic of Croatia, citing various factors that
influence the respondents’ attitudes on which the effectiveness of e-consultation
depends.

Then, afterreviewing the legislative framewaork of e-consultationin the Republic
of Croatia, by using the method of quantitative analysis of the content of reports
on conducted e-consultation and by analyzing data obtained from the European
Statistical Office (Eurostat2021.) and the Croatian Bureau of Statistics (DZS) for 2021
(Croatian Bureau of Statistics 2021a; 2021b) on the structure of the population
for each of the EU member states and the Republic of Croatia, and comparative
dataonsocio-economicfactors (agestructure ofthe population atthe level ofthe
European Union, data on the frequency of Internet use by the population over 65
years old, educational structure), the above data will be compared with the data
and the results of the survey under the topic: ,Are you aware of the possibility to
participate in the law-making process and the way you can participate with your
comments and suggestions” which was conducted voluntarily by the Qualtrics
Survey online program (Qualtrics 2023) among 711 adult respondents, of which
68.41 % are female and 31.59 % male, from January 19, 2023 to January 31, 2023.
The conducted survey is completely voluntary and anonymous and contains
questions about the level of information of the public, about the way they can
participateinthe law-making process and make theirsuggestions, and aboutthe
way they think is the most acceptable way of participation. The survey contains
19 questions, divided into 4 thematic blocks: on the possibilities of consultation
in the law-making process, on the e-consultation portal, on the way of receiving
information, and onsocio-demographicissues. Respondents gave one answerto
each of the 19 questions that were asked individually.

3.2 Results of Survey Research

The conducted survey, which was attended by 711 respondents in the Republic
of Croatia, in the period from January 19 to January 31, 2023, entitled ,Are you
aware of the possibility to participate in the law-making process and the way you
can participate with your comments and suggestions” obtained the following
results for 19 questions:

To the first survey question ,To what extent are you aware of the possibility to
participate in the process of adopting laws and the way you can participate with
your comments and suggestions?”, 39.14 % of respondents answered that they
were mostly notaware, 19.94 % were partially aware, 15.92 % were neithergood
nor bad, 19.49 well aware, and 5.51 % were extremely well (Graph 1).
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Graph 1: To what extent are you aware of the possibility to participate in the
law-making process and the way you can participate with your comments and
suggestions?

Extremely positive
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Neither positive
nor negative

etk g _

Mastly not aware

Source: Qualtrics 2023.

To the second question: ,What is your attitude towards the opportunity to par-
ticipate in the law-making process and the way you can participate with your
comments and suggestions?”, 18.48 % of respondents declared themselves ex-
tremely positive, 52.16 % as positive, 23.55 % as neither positive nor negative,
3.73 % negative, while an extremely negative attitude was expressed by 2.09 %
of respondents. (Graph 2)

Graph 2: What is your attitude towards the opportunity to participate in the law-ma-
king process and the way you can participate with your comments and suggestions?
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Source: Qualtrics 2023.

On the third question: ,To what extent do you think that you can influence the
final text of the law that is adopted with your suggestions and/or comments on
the legislative proposals?”, the majority of respondents (48.14%) believe that
they can partially influence, 4.32 % extremely well, 17.44 % well, 19.08% neither
good nor bad, 48.14 % partially, while 11.03 % mostly have no opinion. (Graph 3)
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Graph 3: To what extent do you think that you can influence the final text of the
law that is being adopted with your suggestions and/or comments on the legi-
slative proposals?
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Source: Qualtrics 2023.

To the fourth question: ,Do you agree or disagree with the statement that an
informed public is very important for the quality of law-making and the best
possible law", 12.95 % of respondents answered thatthey strongly disagree, 4.32
% did not agree, 7.89% neither agree nor disagree, 45.68 % agree, and 29.17 %
strongly agree. (Graph 4)

Graph 4: Do you agree or disagree with the statement that an informed publicis
very important for the quality of law-making and the best possible law?
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Source: Qualtrics 2023.

To the fifth question: ,| am aware of the existence of the e-consultation website
www.esavjetovanja.gov.hr, where | can view legislative proposals and give my
remarks and/orcomments”, 60.89 % of the respondents answered thatthey were
not aware while 39.11 % stated that they were aware of it. (Graph 5).
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Graph 5: 1am aware of the existence of the e-consultation website www.esavje-
tovanja.gov.hr, where | can view legislative proposals and give my remarks and/
or comments

y 5‘0 :.E'G _éc 21':0 Z‘%f_: E‘.!-'_' Séc A:CIG
Source: Qualtrics 2023.

To the sixth question: ,Have you ever participated in the e-consultation process
and given your suggestions and/or comments on legislative proposals”, 19.42
% of respondents answered positively with ,Yes”, while 80.58 % of respondents
answered ,No" (Graph 6).

Graph 6: Have you ever participated in the e-consultation process and given your
suggestions and/or comments on legislative proposals

Source: Qualtrics 2023.

To the seventh question: ,Are you willing to participate in the e-consultation
processviathe website www.esavjetovanja.gov.hr and give yoursuggestionsand/
orremarksonthe legislative proposals”, 69.33 % respondents answered Yes, and
30.67 % No.

To the eighth question: ,Are you willing to participate in any way in the e- con-
sultation process and give your suggestions and/or remarks on the legislative
proposals”, 72.35% answered Yes, and 27.65 % No.

The ninth question: ,In what way would you like to be informed that there is an
ongoing discussion/consultation procedure regarding a law that is being adopt-
ed"” was answered as follows: 17.98 % via SMS, 14.20 % via TV programs, 4.26%
via newspapers, 32.18 % through social networks, 21.61 % through the e-con-
sultation web portal www.esavjetovanja.gov.hr, and in some other way 9.78 % of
respondents (Graph 7).
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Graph 7: How would you like to be informed that a discussion/consultation pro-
cedure is underway regarding a law that is being adopted
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Source: Qualtrics 2023.

To the tenth question: ,Which laws are you most interested in being informed
about the process of adopting amendments to the law", the answers were as
follows: 29.50 % labor law, 11.51 % family law, 17.98 % real estate/property, 24.92
% tax law, 16.09 % some other law.

To the eleventh question: ,2Which media is most convenient for you to have the
opportunity to comment on legislative proposals”, the answers were as follows:
via SMS 7.44 %, via the website www.esavjetovanja.gov.hr 29.75 %, via social net-
works 24.68 %, by e-mail 32.59 %, by personally coming to a certain place that
would be provided forsubmission of comments 2.53 %, insome otherway 3.01 %.

To the twelfth question: ,Do | plan to participate in the future with my remarks/
suggestionsinthe proceduresforadopting laws”, 27.06 % respondents answered
with ,Yes", 8.86 % ,No" and 64.08 % ,Maybe".

To the thirteenth question: ,Do | have access to the Internet” the respondents
answered i.e. 0.47 % of them with ,No", 0.32 % with ,Yes, once a week", 0.00 %
with ,Yes, twice a week", 0.47 % with ,Yes, several times a week", and 98.73 %
with ,Yes, every day"”.

Tothefourteenth question: ,AmIT literate”, the respondents answered as follows:
1.90 % with ,I strongly disagree”, 0.00 % with ,| disagree”, 7.12 % with ,| neither
agree nor disagree”

48.58 % with ,1 agree” and 42.41% ,1 strongly agree”.

To the fifteenth question: ,Do | use the Internet” the respondents answered as
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follows: 0.32 % with ,No", 0.79 % with ,Yes, once aweek", 0.16% with ,Yes, twice a
week", 2.37 % with ,Yes, several timesa week”, and 96.37 % with ,Yes, every day".

Tothesixteenth question: ,Doestherespondent have asmartphone”, therespond-
ents answered as follows: 94.75 % with ,Yes"”, and 5.25 % with ,No".

To the seventeenth question: ,What is the level of education of the respondent”
the respondents answered as follows: 0.00 % with ,1 have no education”, 0.6 3%
with I have primary school”, 28.64 % with ,| have secondary school qualifications,
and 70.73 % with ,1 have a university or associate degree”

To the eighteenth question: ,Whatage group doyou belongto”, the respondents
answered as follows: 5.38 % with | am 18-25 years old, 9.18 % with 25-35 years
old, 28.16 % with 35-45 yearsold, 34.02 % with 45-55 years old, 16.61 % with 55-
65 yearsold and 6.65 % with over 65 years.

Tothe nineteenth question: ,Whatisthe gender ofthe respondent”, the respond-
ents answered as follows: 31.59 % are male, and 68.41 % are female.

3.3 Analysis of the E-Consultation Report for the Year 2021

From the Report on the implementation of public consultations in the procedures
of adopting laws (Government of the Republic of Croatia, Legislation Office 2021)
((hereinafter: the Report) on the implementation of public consultations in the
procedures for the adoption of laws, other requlations and acts in 2021, an anal-
ysis is available that includes public consultations conducted during 2021 by state
administration bodies and the Croatian National Bank and the Croatian Financial
Services Supervisory Agency (hereinafter: state bodies) through the e-Savjetovanja
portalandoutsidethe application-by publishing draftregulations on the websites
of state bodies, holding public debates, round tables, consultation meetings and
alike. According to the data from the Report, in 2021 a total of 821 consultations of
state bodies were conducted via the e-Savjetovanje portal, and 31 consultations
were conducted by the Croatian National Bankvia its website. In 2021, the primary
consultation method was consultationthroughthe e-Savjetovanje portal, the second
mostcommon consultation method was individual or group consultation meetings,
of which a total of 75 were held, and 10 public debates, and 7 online consultation
sessions (outside the e-Savjetovanje portal) and 12 other consultation methods.
Outofthe 821 consultations conductedin 2021, 86 ofthem lasted 30 or more days,
while the remaining 735 consultations were held in a shortened period, that is,
less than the prescribed 30 days. Despite the provision of the Act on the Right to
Access to Information, which stipulates a period of 30 days for consultation with
the publicas arule, and the obligation to publish consultation plans that should
enable compliance with the specified deadline, a number of government bodies
continue to conduct consultationsin a much shorter period, citing the urgency of
solving the problem / of adopting the act.
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According to the aforementioned Report, in relation to comment submitters, i.e.
public participationin consultation procedures, a total of 8,459 legal and natural
persons participatedin 2021 and submitted theircomment/s on draft laws, other
regulations or acts to competent authorities, and according to indicators of the
numberof commentsfrom 2012t0 2021, thereportstatesthatthereisaconstant
growthinthe number of registered users of e-Savjetovanja, of which on May 12,
2022 there were 43,780, and in relation to the structure of comment submitters,
the largest number of submitters are individuals, that is, out of a total of 23,462
comments, 16,587 were submitted by individuals.

3.4 Analysis of the Structure of the Population of the Republic of Croatia in Re-
lation to the Countries of the European Union

Accordingtothereport ofthe Croatian Bureau of Statistics (Croatian Bureau of Sta-
tistics. 2021a) based onthe 2021 population census, the share of the population
inthe Republic of Croatia aged 65 and overyearis 22.45%.

According to data from the Statistical Office of the European Communities from
2021 (Eurostat 2021), the average share of the population over65inthe European
Unionis 21 %. Along with the Republic of Italy (24 %), Finland and Greece (23 %),
the Republic of Croatia belongs to the group of countries with the largest share
of the population over 65 years old.

According to the data of the Croatian Bureau of Statistics, on Internet users by
group and gender from 2021(Croatian Bureau of Statistics. 2021b) itis clearthat
the smallest number of Internet users is present in the age group of the older
population from 65 years old. (Graph 8)

Graph 8: Internet users in the Republic of Croatia by age group and genderin 2021
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According to Eurostat data (2021), the share of the population aged 65-74 who
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4. DISCUSION

Looking atthe results of the conducted survey, itis clearthatthe respondents are
mostly not aware of the possibility of participating in the law-making process,
nor are they aware of the way in which they can participate with theircomments
and suggestions.

Theresults of the analysis of the Report of the Government of the Republic of Cro-
atia, Legislation Office (Government of the Republic of Croatia, Legislation Office,
2021) (hereinafter: the Report) on the implementation of public consultation in
the proceduresforadopting laws, otherregulationsand actsin 2021 show thatthe
website www.savjetovanje.gov.hristhe dominantareain which e-consultation was
carried out, while the analysis of the results of the conducted survey shows that
the majority of citizens are not aware of the existence of the mentioned website.

Although the majority expressed a positive attitude and willingness towards the
opportunity to participate in the law-making process, the majority believes that
they can only partially influence the legislative proposals with their suggestions
and/or remarks, which indicates a lack of confidence in the consultation process
itself. The majority of respondents are not even aware of the existence of websites
for e-consultations, although they believe thataninformed publicisimportant for
adopting quality laws. Furthermore, the conducted survey shows that the majority of
respondents have never participatedinanyform of consultations or e-consultations,
althoughtheyexpresstheirwillto participate, andintermsof howtheywanttobe
informed about the consultation process, the majority prefers social networks as
amore adequate medium. Regarding the question through which communication
channelthey preferto conductthe very consultations, the majority of respondents
opted for electronic mail (e-mail), while the next choice is the government portal
e-consultation. Regarding the question of which area of interestand/or law they are
most interested in participating in the consultation, the majority chose labor law,
followed by taxlegislation and finance. The majority of respondents have access to
theInternetand are computer literate, and according to the educational structure,
most of them have university or higher education degree, aged between 35-55
years, while a smaller number of respondents are older than 65 years. According
to the mentioned data from Eurostat (2021) and the Croatian Bureau of Statistics
(2021a), itis clearthatthe Republicof Croatiais one ofthe countries of the European
Unionthathasalargershare ofthe population over65years of age, and thataccord-
ing to the percentage of use of information and communication technology (ICT)
amongthe mentioned older population, the Republic Croatia, along with Bulgaria,
is at the back compared to the other countries of the European Union. Considering
the above indicators of an extremely low percentage of ICT use, the population
older than 65 does not have adequate access to the consultation process through
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the government'’s e-consultation internet portal. In relation to the indicators from
the Government Report on the conducted consultations, it is clear that most laws
are adopted in such a way that the consultation with the public lasted less than
the recommended 30 days, which was justified by the necessary urgency. The very
fact ofthe shortness of the consultation period affects the level of timely and early
information of the publicabout the consultation process itself and the preparation
forthe submission of quality comments.

In addition to the above, it follows from the Government Report that the ma-
jority of consultations is carried out through the e-consultation portal, while
other methods of consultation are marginalized. By comparing the results of the
conducted survey and the Government's Report on the conducted consultation,
we come to the conclusion that the public is not sufficiently informed about the
possibilities and ways in which they can participate in the consultation, and since
the consultation takes place mostly through the government's portal according
to an abbreviated procedure in which the recommended deadline of at least 30
days for consultation is not implemented, the public does not have enough time
to be provided with all the information about consultation options in a timely
manner. Regarding the way in which consultation is carried out, from the results
of the conducted survey and the data of Eurostat (2021) and the Croatian Bureau
of Statistics (2021b), itfollowsthatthe population olderthan 65 years mostly does
not have access to ICT and therefore such a way of consultation is inadequate for
them. Considering all of the above, the hypothesis that the e-consultation plat-
form through the website represents an adequate way of collecting information
on legislative proposals and that all relevant media are sufficiently and evenly
involved in the consultation process can be challenged.

5. CONCLUSION

+The Code of Practice on Consultation with the Interested Publicin Procedures of
Adopting Laws, Other Requlations and Acts was adopted as one of the measures of
the Action Planalongwiththe Strategy forthe Suppression of Corruption adopted
by the Government of the Republic of Croatia onJune 25, 2008, itis stated on the
website of the state portal for consultation of the Republic of Croatia). According to
the mentioned Code, the participation ofthe interested publicincludes fourstages:
information, consultation, involvementand partnership. Quality communication
between the stakeholders of the consultation process is a basic prerequisite for
therealization of therecommended principles and guidelines and ultimately the
set goal, which is the value of participation and openness to the public. Without
high-qualityand timelyinformation aboutthe participationrights thatthe public
hasin law-making procedures, one cannot expect to achieve the set goalsin the
future. Observingthe social structure according to the data of the Croatian Bureau
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of Statistics (2021b) as well as Eurostat (2021), certainfactors can be observed that
have a negative impact on the information of citizens, such as the percentage of
the population over 65 years of age that does not use information and commu-
nication technology (ICT). Therefore, in relation to the mentioned population,
any attempt at online communication is unsatisfactory, and it is necessary to
implement measures with the aim of educating and motivating the population
over 65touselCT. Fromthe above, we can concludethatitis necessaryto conduct
education, notonly forthe purpose ofimproving publicinformation, but with the
aimofbringingthe elderly population ofthe Republic of Croatia closerto the level
of ITliteracyand ICTuse to the European Union average orto the percentage of ICT
use among the younger population. With regard to the level of citizens' aware-
ness of the existence of the government’s online portal through which they can
access e-consultation, the conducted survey shows thatthe publicisinsufficiently
informed, anditis necessary toimplement measures that will provide the public
with timely and high-quality information in ways and through communication
channels that are the most acceptable to it (e-mail, social networks and alike).

Given that communication between the public and civil servants conducting e-
consultationistwo-way, itis necessary to conduct education forcivil servants with
the aim of promoting and informing the public about their rights to participate.

Fromthe conducted research, itfollows thatthe age structure of the population, the
percentage of ICT use among the population over 65 years old, and the level of infor-
mation ofthe general population are factors that directly affectthe procedure, tech-
nology, perception and adequacy of the methods that affect trust in e-consultation.

Future research on the most suitable communication channels for consultation
with the public needs to be adapted to the structure of the population, and by
analyzing the data obtained, the best communication channel for each group of
society should be determined, separately for the information process and sepa-
rately for the consultation process, which needs to be adjusted in order to make
it simple, accessible, fast and clear, and the duration of the consultation should
be extended in order to achieve the declared general principles, standards and
measures for consultation with the interested public prescribed by the Code of
Practice on Consultation with the Interested Publicin Procedures of Adopting Laws,
Other Regulations and Acts (Kodeks savjetovanja sa zainteresiranom javnoscu u
postupcima donosenja zakona, drugihpropisa i akata).
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ABSTRACT

Marketing communication includes media channels and messages marketers use
to communicate with target audiences, i.e., the market. With the development of
technology and modern methods of communication, integrated marketing commu-
nicationisbeing developed, whichincludesasetofall marketing tools and methods
used by experts to present a coherent message to customers through various and
numerous channels. Furthermore, the marketing strategy takes place based onthe
branding strategy, i.e., the brand and the branding strateqgy are developed first. In
this paper, the emphasis is on personal branding, which refers to the creation of a
media presentation, impression, and reputation of a certain person. The goal of
personalbrandingisto consciously andintentionallyimpactanindividual's percep-
tioninthe public by presenting himself as a person of importance in the field of his
activity, which encouragesraising credibility and increasing the range of influence.
Personalbrandingisalso used by actors of social marketing, i.e., actors of marketing
inwhichthe strategicapproachisthe development of activities aimed at changing
and maintaining people's behavior for the benefit of the individual and society.
Furthermore, research was conducted using the methods of in-depthinterviewsand
casestudies, based onwhich we wantto determine what are the personal branding
strategies of social marketing actorswhen presentingonsocial networksand com-
municating current social topics. The case study analyzed the Instagram profiles of
social activists - Grof Darkula and Pamela Perki¢. The in-depth interview provided
aninsight into the communication and presentation of these actors of social mar-
keting, and the obtained results were structured into three categories: the way of
presentationthroughsocial networks: actors of social marketing; peculiaritiesand
characteristics of personal branding; creating socialimpactthrough social marketing.

Keywords: marketing communication, integrated marketing communication,
personal branding, social marketing, activism on social networks.

1 Thispaperisbased ontheresearchconductedbyVanjaKrznari¢asapartofherfinalthesisatthe graduate university
study program in Communication Studies. The thesis titled ,, The role of personal branding as a contribution to
creating positiveimpactinsociety: examples of Grof Darkulaand Pamela Perkic¢" was made underthe mentorship
of Tanja Grmusa, PhD, Assistant Professor, and defended at the Faculty of Croatian Studies in September 2022.
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1. INTRODUCTION

The topicofthis paperistherole of personal brandingin creating positive chang-
es in society, that is, the role that personal branding plays in social marketing
campaigns to encourage activism and social change. The first part of the paper
is a theoretical framework in which marketing communication and its peculi-
arities and strategies will be presented; the concept of branding; the concept
of personal branding and the strategies that use it; peculiarities of branding
through social networks; the concept of social marketing, and the strategy of
this form of marketing through social networks. In this paper, the emphasis is
onthe personal branding of social marketing actors. Onthe one hand, personal
branding and presentation through digital channels are crucial in creating a
brand, i.e., in creating personal recognition and presentation to the public. On
the otherhand, social marketingis associated with activism and social change, so
itisimportantto be aware ofthe phenomenon and effect that social marketing
and activism have in society.

The research part of this work is focused on the role that personal branding plays
in creating and promoting positive social changes through social networks. More
precisely, it tries to determine which personal branding strategies are used by
Grof Darkula and Pamela Perki¢ when presenting themselves on social networks
and communicating current social issues. This work aims to provide an overview
of the main communication elements and other peculiarities of social marketing
communication on the examples of selected respondents.

2. THEORETICAL FRAMEWORK

The theoretical framework is divided into three main thematic units, namely:
marketing communication, (personal) branding, and social marketing.

2.1 Marketing communication

Thelastfew decades have been marked by rapidtechnological development, and
parallel to this, changes have occurred in the market, consumer society, media,
and ultimately communication itself, including marketing (Kitchen, Burgmann,
2015, 35). Technological progress has influenced the fact that there is a surplus
on the supply side, and the market is increasingly fragmented precisely because
ofthe large supply, but also the more demanding needs of consumers. This led to
consumers and buyers having influence and importance because supply exceeds
demand. Therefore, from mass marketing, whichis focused on products, marketing
communication is now focused on the customer as he has become an important
factorinselecting and using products and services. Changes in the technological
and communication environment have presented a challenge to marketers, whose
task has becometo fulfillthe demands and needs of customers and otherinterest

95



ALMA MATER EXPLORING THE CHANGING LANDSCAPE:
PRESS THE IMPACT OF CONTEMPORARY MEDIA COMMUNICATION ON COMMUNICATORS

groups and to create long-term relationships, which consequently leads to the
growth of customer power (Kitchen, Burgmann, 2015, 35).

New technological possibilitiesimprove the use ofthe Internettogetherwith the
elements of the marketing mix, and for example, content can be sponsored that
raises awareness of the existence of the brand, i.e. its digital presence and the
opportunities offered; newsletters can be sentto inform about specific products,
topics, news, etc.; web pages are increasingly using chatbots to talk to users who
needtosolve aproblem; etc. Ondigital channels, information can be transferred,
exchanged, and changed quickly, with low costs in real-time (Ivanov, 2012, 538).

Due to its possibilities, social networks have become indispensable tools for the
marketing activities of business entities. According to BiloS & Keli¢ (2012, 154,
155):,,marketing on social networks can therefore be seen as part of integrated
market communication whose purpose and goalisto connectthe elements ofthe
promotionalmix[...] thatwould attract consumerswho are focused on a positive
message." With the trends of moderntechnologies, the presence of business enti-
tiesondigital platformsbecomesnotonly a possibility butalso arequirement. This
ensures transparency in business and openness to the public by publishing basic
information, business results, news, new products, etc. (BiloS &Keli¢, 2012, 158).

2.2 Personal branding

Brandingisthe process of building a brand, and the brand is part of the process of
that construction in which its identity and characteristics are developed. Abbot
(2020, 106) defines a brand as the:,,[...] authentic ,name and surname" of a con-
cept, person, and object; and in marketing - products, orservices. We specifically
identifyitthrough aset of peculiarities, which form its market identity. It consists
of the name/name, appearance, artistic design (pictorial appearance), and the
idea of the utility features and business value.” A closely related termis,,human
brand” (Jacobson, 2020, 716), which primarily refers to a well-known person who
uses marketing strategies to present himself to the public. Also, ,,human brand”
sometimes refers to traditional celebrities such as actors, singers, and athletes,
and,,personalbrand”isusedto describe lessfamous people (Jacobson, 2020, 716).

The value of the brand can be increased by the intangible heritage of the brand,
i.e.,allthe positive values associated with the brand, regardless of whetherthese
values were communicated by the company that represents the brand or by the
public that itself assigned certain meanings depending on how it perceives the
brand (Abbot, 2020, 106). By creatinganimage of the brand, connecting concepts,
and telling a story, one wants to achieve (although not necessarily) a positive
impression onthe public, thatis, animage. Image is defined by Abbot (2020, 108)
statingthat:,,brandimageisthe addedvalue thataspecifictrademark has created
inthe eyes of users.”
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Brand management is a long-term activity aimed at giving strength to a brand,
product, or service, which then results in market value, brand recognition, etc.
The brand or brand being managed must contain characteristics that stand out,
must correspond to consumer preferences, and be adaptable to changesin these
preferences (Marusi¢ & Vranesevic, 2021, 415). Successful brand management, con-
sistentand timely communication, and customerservice can lead to the expansion
andstrengthening ofthe brand and, consequently, the business. But, as stated by
Marusi¢ & Vranesevic (2021, 416): ,,[...] brands in the social media environment,
due tothe expansion offastcommunication, becomessignificantly more exposed
to competition, aswell as criticism from consumers themselves, and itis necessary
to determine what changes are occurring in the process of brand management.”

Consequently, Jacobson (2020, 717) states that: ,,personal branding is largely
about self-presentation and impression management.” Using personal branding
strategies, an individual can be careful, that is, selective in the choice of infor-
mation to presentand in what way, which consequently leads to the factthat the
individual can present himselfonly in positive ways if he wants to (Jacobson, 2020,
716). According to Rangarajan et al. (2017, 2), to develop a successful and specific
personal brand they say the following: ,,[...] align your values and competencies
with the priorities of the audience thatisimportantto yourcareer, butyoushould
expect that to change with your brand over time regarding different audiences
and different circumstances.”

2.3 Social Marketing

Social welfare marketing is focused, as stated by Carvalho & Mazzon (2015, 177),
on:, problemsthatare mostly associated with sufferingin oursociety.”" Examples
of such problems are eating disorders, violence toward others, sexual abuse,
alcohol abuse, drugs, etc. Social marketing thus contributes to its programs, as
stated by Carvalho and Mazzon (2015, 177): ,,reducing social bad mood"” and
,activatingwell-being drivers”, which consequently lead to the improvement of
the individual's life, but also of the entire living environment. Social marketing
campaigns are often aimed simultaneously at alleviating suffering and increasing
well-being, as this is the ultimate purpose of this form of marketing (Carvalho &
Mazzon, 2015, 177).

Social marketing differs from traditional, i.e., commercial marketing in the way
thatitdoesnottargetindividual behaviorwhen choosing a product, promoting a
product, or purchasing, butsocial marketing isaimed, according to Bach & Alnajar
(2016, 21), at: ,,[...] complex and controversial behaviors present in society that
are trying to achieve ideal change.” Social marketing can successfully convince
individuals and groups to adopt positive behaviors, especially those related to
health and the environment. Positive behavior change, according to Bach & Al-
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najar (2016, 21):,,[...] isrelated to the ability of social marketers to apply proven
research/methods of commercial marketing and planning along with selected
behavior-related toolsto encourage certain behaviors orevendiscouraging certain
behaviors or habits such as smoking."

Afeature ofsocial mediainthe context of social marketingisthe ability to organize
social movements across borders, thatis, on a transnational level, all to connect
with other organizations to build a large network that will transcend spatial and
temporal limitations (Cammaerts, 2015, 5). A great advantage of social media
within the field of activism is stated by Cammaerts (2015, 5):,,itis often claimed
thatsocial media potentially provide (new) opportunities for citizens and subordi-
nate groupsinsociety to bypass state and market control and mainstream media
to build alternative collective identities.”

Social media, as Smith etal. (2019, 182) state: ,,canserve as a platformfor protest
and avehicleforvoice." Despite this, numerous debates are emerging that question
the effectiveness of activist campaigns on social media. It is believed that social
media prevents activism, that is, that activism as such takes place only in digital
reality and that there is no real involvement of the individual in the real world.
This, 'lazy’ form of activism was named ,,slacktivism” (Smith et al. 2019, 182).

Finally, Authors Barrington et al. (2015, 163) state that: ,,although defining
universal minimums of ‘good behavior' to achieve the greater social good [...]
is a worthwhile endeavor, we believe that remaining rooted in the theme of
influencing people’s behavior towards the greater social good is not ideal for
social marketing, noris being a prisoner of a pre-determined planned strategy
for social change.” Consequently, it is stated that planning and strategy goals
focused on behavior change areimportant, butsocial marketers need to be much
more opento adaptation communication strategies depending onthe topicbe-
ing treated and presented, since the topics themselves are variable, sensitive,
and require a different approach than classic product marketing (Barrington et
al. 2015, 163).

3. RESEARCH PRESENTATION

Thesubjectofresearchinthis paperistherole of personal brandingin creating and
promoting positive social changesthrough social networks. More specifically, we
want to determine which personal branding strategies are used by the selected
respondents, i.e., Grof Darkula and Pamela Perki¢, when communicating current
social topics on their profiles.

The criteria for selecting respondents, i.e. the profile to be analyzed, was influ-
enced by the chosen topicsand theimportance of social topics propagated by the
profiles, and the audience reachesthatthe profiles have ontheirsocial networks.
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Currentsocial topics dealt with by socialactors Grof Darkula and Pamela Perkic are
the fight for women's rights, homophobia and promoting the rights of LGBTIQ+
people, suicide, political activity, elections, etc. The people behind these profiles
canbe called creators of positive social change because they present facts, events,
and otherimportantinformation thatare essential forunderstanding the situation
inwhich societyisin a systematic, educational, and informative manner. Profiles
such as Grof Darkula and Pamela Perkic¢ appeal to the public good and long-term
good, because examples of goingto the sources and equalizing therights of peo-
ple of allgenders and genders can contribute to the progress of our societyin all
aspects: political, economic, social, etc. These two actors of social marketing, i.e.,
Grof and Pamela, mostly operate on Instagram. Grof Darkula currently has more
than 52,000 followers (https://www.instagram.com/grofdarkula, page visited
on January 20", 2023), and Pamela Perki¢ more than 16,500 followers (https://
www.instagram.com/pamelaperkic/, page visited January 20", 2023).

3.1. Research methods

Qualitative research methods, namely case study, and in-depth interview
methods were used in this research. The methods of in-depth interviews and
casestudies aresuitable forthisresearch because they provide the opportunity
to ask open questions and get broad answers regarding current social changes
through the prism of self-perception that personal branding has in communi-
cating social issues.

3.2. Research objectives and research questions

The main goal of this thesis is to investigate the components and strategies of
personal branding used by creators of positive social change on social networks
and what importance it has when communicating. From the above, the main
research question follows:

e whatarethe componentsandstrategies of personal branding used by creators
of positive social change on social networks and whatimportance does it have
when communicated?

The specific objectives of the research, from which auxiliary research questions
also arise, are the following: analysis of the specificity of the profiles on social
networks oftwo selected activists - Grof Darkula and Pamela Perkic; researching
techniques for creating a personal impression/personal brand and reputation
throughsocial networks; determining the elements of personality used in creating
adigital presence; examination of the connection between thevalues promoted
by the analyzed individuals and social changes.
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4. RESEARCH RESULTS

4.1. Case study

This case study isbased on contentanalysis, i.e., theInstagram profiles of respond-
entswere analyzed because they are alsothe mostactive onthatsocial network.
Whenreviewing and analyzingindividual profiles, the basic framework for content
analysisin a case study is divided into the following categories:

1. profile specifics,

2. elements of visual identity,

3.textual and spoken elements of expression,

4. creating a personalimpression and reputation - personal brand,
5.rolein activism through social networks.

4.1.1. Instagram profile analysis @grofdarkula

The specifics ofthe profile (1) of Grof Darkula are manifested in his presentation
as an imaginary person, i.e. an octopus. Most of the published content on the
profile are pictures with a certain photo and/orillustration with anaccompanying
title/sentence/question/statement, etc. Inthe highlights section of the profile,
importantsocial topicsthatwere published viastories are arranged thematically
and have been preserved for the audience to be informed and educated about
atopicthatisimportant or necessary. The characteristic elements of the visual
identity (2) are: the mentioned octopus as an imaginary person representing
the profile; the green colorthatis onthe background of every published image;
illustrations and photos related to the theme in each image; the accompanying
description/sentence/rhetorical questionfoundin each picture with theillustra-
tion; the white colorofthe text onthe images. For Grof Darkula, elements of the
textual expression are largely characteristic. As already mentioned, each poston
the picture hasanaccompanying text, and some of the examples are:,,Abortion
in the Constitution”, , All faces of Croatian homophobia“, and ,,6 reasons why
we are taking to the streets today" (related to the case of Mirela Cavajda and
abortion), etc. Furthermore, the creation of a personal impression and reputa-
tion - personal brand (4) with Grof Darkula results from the following: dealing
with socio-political topics ofinterestto a wideraudience; the characteristic way
of publication and expression; encouraging conversation and discussion on a
specifictopic; giving advice and assistance; creating a space to hearthe voice of
the audience and the problems and experiences of individuals. Ultimately, Grof
Darkula‘'sroleinsocial media activism (5) is divided into two groups: communi-
ty-level action andindividual-level action. At the community level, Grofinvites
the publicto participate in protests, encourages signing petitions, calls for vot-
ing, etc. Attheindividual level, Grof motivates and encourages positive change
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in the context of seeking psychological help, reporting violence, demystifying
taboos, and stereotypes, etc.

4.1.2. Instagram profile analysis @pamelaperkic

The specifics of Pamela Perkic's profile (1) are reflected in her personality, unique-
ness, uniqueness, and simplicity. Pamela acts asanactivistfrom her personal pro-
file on Instagram, and in an informative and humorous way shows and analyzes
certain currentevents or ‘banality’ from everydaysocio-political life. The elements
ofvisualidentity (2) on Pamela's profile do not have certain specific features, and
what greatly distinguishes her from the others is that her photos are not edited
and do not contain effects (the exceptionis posts related to promotional content).
Thetextualandspoken elements of expression (3) on Pamela's profile are mostly
manifestedinstory postsinwhichshe writesaboutaspecifictopicthatis currently
currentand opens a dialogue with heraudience, and in the publication of videos
inwhich she verbally explains a specifictopic and current situation, analyzes and
comments, and all this with an inevitable humorous aspect. Creating a personal
impression and reputation - personal brand (4) Pamela creates based onthe way
she presents herself and the content she publishes, i.e., her pictures are natural,
the tone of communication is sincere, cordial, and humorous, and in addition
to all this, she promotes positive social values. For Pamela, the role of activism
through social networks (5) is manifested in the coverage of certain social topics
and problems and the opening of dialogue and discussion with the audience.
What is characteristic of Pamela is that she mostly acts as a person who creates
awareness abouta certaintopicand problem, and fora problem-solvingandreal
activity she refers to official organizations and professional staff.

4.2.In-depth interview

An in-depth interview conducted with respondents Grof Darkula and Pamela
Perki¢ enabled the analysis of the content to be divided into three thematic parts
shown in the following table:
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Table 1. Categorization of branding social marketing activists

1.1. Characteristics and peculiarities of individual profiles on Instagram
and Facebook: Grof Darkula and Pamela Perki¢

1.2. Communication tools for creating content

1.The way of —
presentation 1.3. Communication formats
through social 1.4.Targeted audience
networks:

actors of social 1.5.Sponsored content

marketing 1.6. Social media posting strategy

1.7. Elements of visual identity

1.8. 0Other communication elements

2. Peculiarities 2.1.Creating animpression and reputation

and o 2.2.Influence of public figures - influencing

characteristics — — - -
of personal 2.3. Characteristics and personalities of actors of social marketing
branding 2.4. Peculiarities of the profile in relation to the competition

3.1.Aroleinspreadingsocialinfluence

3. Creatingsocial | 3.2 The role of slacktivism in socially important issues
impactthrough - - - . . .
social marketing | 3-3-Theinfluence of social marketing profile activities onimportantissues

3.4.Promoting the value of social change

Source: author's work.

4.2.1. Way of presentation through social networks: actors of social marketing

For the creators behind the profiles of Grof Darkula and Pamela Perki¢, the way
of presentationis manifestedinthe creation of visuals with accompanying, often
activist texts. With his work on the profile, Grof Darkula aims to influence the
change of the community and society, but also the change of the individual who
will dare to take a certain step that will have significance in social change, either
from a personal aspect or from the aspect of the community. Likewise, Pamela
Perkic¢ points out that her profile is mostly characterized by honesty and transpar-
ency, and she believes that anyone who visits the profile can see something new
and different that characterizes her profile and with which they can identify. She
believes thatheraudience can follow the contentforvarious reasons, such as the
way itis expressed, the subject matter, aesthetics, etc. Grof Darkula and Pamela
Perki¢ do not have a specific audience that they are targeting in their address via
Instagram, thatis, it can be said that the target audience is every individual who
is interested in the topics they cover. Itis interesting to note that 90% of their au-
dience are women, while only 10% are men.

,We found that the audience on Facebook is older and more serious, and we are
followed there much more by people who are from some associations, organizations,
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etc.,and by people who are much more interested in participating in a specificaction,
while on Instagram the audience is more open to communication, discussion, and
familiarization with current events and social problems, and there our audience is
much more active in that digital form" (Grof Darkula).

According to Grof, what stands out are the texts below the posts, which are not
too long, but concise and informative, and with the help of as many as 10 short
sentences, he successfully explainsand conveys the topic. Furthermore, Pamela
often uses the Q&A (question and answer) type of communication. This often
includes some social and everyday topics, based on which Pamela leaves her
comment, discusses with heraudience about a certain topic, creates awareness
about a certain issue, etc. Also, she often shares other people’s messages that
actas atrigger for entering the discussion or people's experiences related to a
specific problem.

4.2.2.Peculiarities and characteristics of personal branding

Grof Darkula states that he creates his impression and reputation by not being
afraid to speak about any topic, he deals with topics that he considers to be
important, he sticks to the truth in writing and processing topics, he refuses
collaborations in which there is a possibility of censorship and dictating the way
of publication, and mostly because he wouldn't agree to something he doesn't
believeinand doesn'tagree with. Also, in herapproachto communication, Pamela
firmly expresses her views and does not express concern that the audience will
express disagreement.

.| always try to be careful about what and how | say on Instagram - now this may
sound contradictory to the honesty | mentioned in the previous question - but the
pointofitisthat!don‘twantto hurtany community of people who are facing some
problem. In my communication, | try to be respectable and equal to everyone”
(Pamela Perkic).

Grofbelievesthathe hasastrong desire forjustice. The creators behind the profile
believe thatthey have established good values from their childhood, in which they
were sensitive toinjustice, and thus throughout their lives, they built an awareness
foractivism, from which the profile itself arose.

Wethinkwe are quite empathetic, especially in socio-political issues that have had
a negative impact on the community. We often have this approach when we share
other people’s experiences based on a case, and we try to be a mediator, help, and
influence towards some greater good” (Grof Darkula).

Among her characteristics and personality, Pamela emphasizes self-confidence,
self-love without fear of judgment and comments from others, good communi-
cation skills, communication skills with other people and cooperation, a sense of
humor, and development of critical thinking.
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4.2.3. Creating social impact through social marketing

Grof states that he tries to be as objective as possible in conveying current and
socially problematic topics, and he sees his relevance in the organic reach of
the audience and the reaction and engagement of the audience to their posts.
Furthermore, Grof believes that he is well-educated about the topics he covers,
and will neither present inaccurate information nor present this information in
a sensationalist manner. Also, it is important to emphasize that in his approach
to topics, Grof also offers solutions to problems faced by individuals in society,
such as legal or psychological help, and in this way encourages conversation,
change, and the further spread of ideals and values among individuals. Despite
the objective approach to the topics, Grof always gives his subjective stamp and
review of the topic.

..We strive for objectivity, but this subjective side is also inevitable, which is pas-
sionate in us, and which encouraged us to do something new and strive for change
in society, and we also think that because of this, individuals can more easily find
themselves in all of this if we share the same values” (Grof Darkula).

Pamelastatesthatshealwaysstudiesthe topics she talks about, and, forexample,
she states that she read a book in which there was information that every third
woman in Croatia was sexually abused, and she shared this information on her
Instagram and thus started a discussion and awareness about thisveryimportant
and problematic topic.

,.considering the number of people who follow me, | definitely think | have a re-
sponsibility in spreading social influence. | think that | am relevant and competent
for all of this precisely because | exist at all and have my own life experiences, but
also a great desire to help others if | can in some way” (Pamela Perkic).

Finally, Grof emphasizes the importance of representing the inclusiveness of all
people, the promotion of freedom, human rights, the human rightto security, and
alifewithoutviolence.The mainvalue would be focusing on people and providing
aplatform,i.e., the abilityto communicate through a platformfor people because
thatisthe mainreasonitwas created. Some othervalues that Grof considers to be
the main ones are precisely this fight for freedom, and equality, putting impor-
tant topicsin the center of the discourse and emphasizing values. Pamela states
thathervalues have always had a common denominator, which is honesty. Other
valuesthathe promotes andthat pave the way for positive changesinsociety are
openness, the way of communication, and the clear communication of complex
and important matters.

4.3, Discussion

Based on the presented theoretical framework, the results of the conducted re-
search can be classified into three thematic units:
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1. Peculiarities of communication through social networks of activist profiles
2.Therole of personal branding of social marketing actors
3. Contribution of social marketing in creating social impact

First, the peculiarities of communication through social networks of the activist
profiles that participated in this research - Grof Darkula and Pamela Perkic, are: a
unique way ofvisualand textual expression, atone of communication adapted to
the topics being addressed, the use of relevant and official sources in the analysis
and processing of topics, the influence of personal characteristics in the way of
communicating through activist profiles, the wide range of topics thatare covered,
the moralvaluesinvolved in the promotion of values and the way of expression.

Furthermore, therole of personal branding of social marketing actors stands out the
most precisely through the characteristics of their way of communicating through
social networks, dealing with important socio-political topics, and creating space
for discussing socially important topics. Grof Darkula and Pamela Perki¢ are one of
the first activist profilesin Croatia, thatis, one of the first profiles that gained more
popularity among their audience. The actors behind both profiles do not act as a
professional organization, but as a few individuals who, through digital channels,
have beengiventheopportunityto create adiscourse ontopicsthatthey personally
consider important for the individual and society. Precisely for this reason, what
is characteristic of the branding of people who are actors of social marketing is
the following: the use of personality elements, the way of expression, attractive
visual components of the content, the authenticity of the individual profile and
therelevance of the topics and cases thatthe actors propagate and that affect their
reputation as responsible persons for activist and social changes.

Third and last, the contribution of social marketingin creating the socialinfluence
of these profilesis currently manifested in the great support of the audience that
supports the work of the profile and shares its content and based on it, further
online or privately extends the discussion on a certain topic. Also, the impact is
visible in the example of feedback from the audience who, based on the work
of these profiles, made some changes, and shared their experiences. In addition
to the above, influence is manifested by participating in work with associations,
callingforelections, distributing petitions forsigning, and generally participating
in political and socially important topics that have an impact on the lives of all
peopleinthe community.

5. CONCLUSION

To increase the success of profiles and campaigns, branding is important, based
on which certain values are connected and a relationship with the audience is
created. This is about the branding of people who deal with activist topics and
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who must successfully maintain their reputation, while at the same time main-
taining their authenticity, uniqueness, and aspiration for social change. Creating
social change is sometimes not enough by itself, butitis necessary to emphasize
desirable behaviorinsocial marketing. It can be said that Grof Darkula and Pamela
Perki¢ both have strong, clear, and expressed messages, and based on audience
feedback, they are successfully achieving their goals so far. Also, their characteristic
uniqueness creates a basis fordefining larger goals, which as successful actors of
social marketing they have the opportunity to achieve.

Itisconcludedthatsocial marketing actors who participated in this research build
their digital presence and reputation - personal brand - based on the following
reasons: addressing current and problematic social topics and cases; how such
topics are communicated to their audience, which is characteristic of a particular
profile, such asthevisualidentity of the profile, textual and spoken expression and
management of communication with the audience; the possibility of connecting
peopleand communities based onsimilarorthe samevalues and experiences; sys-
tematicity and consistencyin communicating topics and promoting certainvalues;
clarity and characteristicexpression in different communication formats; creating
a platform for communication about topics that are not so well represented in
the mainstream media; morality as a guide for communication on activist topics;
positive audience reactions based on the topics that are represented.

Social marketing has a kind of utilitarian significance and promotes positive so-
cial values that can consequently be reflected in a change within the structure of
society. Despite this, the field of social marketing and the actors operating within
it, do not have pronounced business and financial elements that are an indispen-
sable part of the traditional form of marketing. Social marketing does not aim to
collect profit, and what can be ‘earned’ with this form of marketing is the change
of existing beliefs and values that harm society and minority groups.
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ABSTRACT

I am interested in the specificities and ways of using the media to best reach the
young population with information related to the written youth strategy of the
municipality. The municipality of Hajdina does not want certain documentsto re-
main merely written down and notreach those key targetgroups ofyoung people.
The key objectiveistounderstand the ways in whichyoung people communicate
and consequently, to link this to the use of the media by the selected municipality
and to improve the flow of information. The entry of mobile and digital technol-
ogiesinto ourlives practically from birth, have changed the (in)visibility of many
othermedia. Key processes of digital media such as algorithimisation, datafication
and artificial intelligence require different communication approaches, but this
does not mean that this is the best way to use media in our case.

Thisalso leadsto myresearch question: arethe young people in Hajdina sufficiently
informed and familiar with the Hajdina Youth Strategy and the actionsin the field
of youth in the municipality itself? For the research | used a focus group among
young people aged 15-29 and aninterview with the Mayor of Hajdina. This helped
me to gatherinformation onthe currentstate ofinformation and ways to provide
young people with an optimal media context for information. Through analysis
and discussion, | have identified the current situation, both on the municipality's
side and on the side of young people, which is the basis for designing a matrix of
communication methods that would represent the most optimal media practice
forthe future.

Keywords: communication, media, digitization, young people, political partici-
pation
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1. INTRODUCTION

Effective communication with the younger generation, ways and forms of im-
proving communication in a way that benefits both the young people and the
organisation involved, is a hot topic. My attention will be focused on finding the
answer whether the young people in the Municipality of Hajdina are sufficiently
informed and familiar with the Youth Strategy of the Municipality of Hajdina
and the actionsinthe field of youth in the municipality itself? This is my research
question, which will be tested through the research.

In the modern world of great cultural changes, economic progress, unbalanced
development and technological dominance, there is a great interestin human
beingsand theircommunication potential. The new paradigm of communication
istaking place throughvarious channelssuch asthe internet, email, Skype, mobile
phone, SMS, Viber, WhatsApp, etc. (Plenkovi¢ and Mustic¢ 2016, 143-149). Digital
changes also bring about an adjustment in the value of communication. What
to communicate is less important and how to communicate is more important if
we want to successfully reach our chosen target group. Technology is constantly
bringing innovations that have a significant impact on the effectiveness of com-
munication, depending on the use of these technologies.

The disappearance or invisibility of media is one of the greatest challenges for
media and communication studies in the 21st century, says Mark Deuze (2011,
137-148), drawing on Kittler to stress the invisibility and taken-for-grantedness
of media due to their prevalence and ubiquity. With the intensive processes of
digitisation at all levels of our lives, there has been a majorupheavalin the field
of effective communication with outreach to target audiences. The entry of mo-
bile and digital technologies into young people's everyday lives from pre-school
onwards, together with the shift from mass to interactive media and social plat-
forms such as Snapchat, TikTok, Viber, WhatsApp, Instagram and Facebook as the
centralspaces oftheirsociability, istransforming many contexts and the existing
relationships within them: from school, family and peers to culture, politics and
the course of everyday life (Jontes and TasSner 2022, 11-19).

The profound mediatisation associated with key digital media processes such as
algorithmisation, datafication and artificial intelligence also calls for different
analytical approaches, as Hepp (2020, 6) points out. In this context, we need to
understand the contemporary technological society as a historical process of in-
creasingtechnologicalinterdependence and intensifying media transformation of
thefunctioning of all other entitiesand the interrelationships betweenthem.The
media industry has been forced to go beyond the old question about its primary
communication channel, “Istheir organisation a newspaper, a television station,
aradio?” etc., and move on to the question “Are we dealing with content? What
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are the complementary channels for delivering that content?” (Lawson-Borders
2005, 5). Given the facts stated above and the findings of recent studies that show
that most news today reaches audiences through converged and digital media,
theimportance of critically assessing the convergence of mediain oursociety and
digital mediais growing.

Several concepts have recently emerged to describe and analyse this new media
ecology, ranging from ‘media plurality’ (Couldry) and ‘ubiquitous media' (Coleman)to
‘connective media’ (van Dijck) and ‘polymedia’ (Madianou and Miler 2012, 169-187).

Couldry's (2011) emphasis that the ‘media manifold’ is not a simple summation
of the media used by an individual, but denotes the meaningful relationship
between them in everyday practices, is relevant here. Indeed, studies show that
leisure-time media uses are more advanced than school uses, and families and
peers are thus key spaces for the acquisition of ‘informal media competences’
(Drotner 2005, 47-438).

There is a clear awareness of the need for change to ensure the best possible
access toinformation foryoung people. However, itisnot enough to be aware of
change, but to make concrete changes. | am interested in the specifics and ways
of using the media with the aim of reaching the young population in the best
possible way, with informationrelated to the written strategy of young peoplein
the municipality, specifically in the Municipality of Hajdina. | do not want certain
documentstoremain merely written down and notreach the key target groups for
which they are intended. The measures available to young people are therefore
only forthemselves. Good information is the key to success.

Definitions and understanding of key concepts

The concept of communication is defined differently in the literature. In general,
itis a process of communication, the essence of which is the attunement of the
persons communicating with each other. Only in this way will they achieve the
purpose and aim of communication. Communication enables individuals and or-
ganisations to exist and develop. It is therefore an activity that can be taken for
granted and taken for granted (Kavcic 2002, 1).

The method of communicationis the way inwhich a message is conveyed by com-
municating with each other. Humans communicate throughverbaland non-verbal
signals. The use of both gives the communicative effect, i.e. theimage created by
communication, whichis always a web of verbal and non-verbal communication
(Florjancic and Ferjan 2000, 26). With the rise of computer technology, so-called
electronic communication, which is written or oral communication, has also
become established. The pointisthat electronic means are used to transmit mes-
sages (Gradisar, Jaklic and Turk 2007, 125). An effective communication between
two peopleisoneinwhichthereceiverandthe senderinterpretthe transmitted
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message in the same way. It therefore depends on the effective sending and re-
ceiving of messages. A large number of barriers can prevent or distort effective
communication (Robbins, and Jurge 2002, 10).

A youth strategy is a document that brings together concrete actions for young
peopleinthe areas of education, youth housing, youth employment, youth mo-
bility, youth leisure and participation, and a few others that have proved to be
important during the process of creation. The Strategy promotes young people’s
participationindemocraticlife, supportssocial and civic participationand aims to
ensurethatallyoung people havethe necessaryresourcesto participateinsociety
(Official Journal of the European Union, 18.12.2018).

In today's digitalised world, there are many ways to get your message across. Un-
derstandingtheyoung generationis crucialif we wantto successfully communicate
informationtothem.The PublicInterestActdefinesyoung people asthoseaged 15to
29.The lower age limitis linked to certain statutory milestones as actual transitions
inthe lives ofyoung people (Official Gazette of the Republic of Slovenia, 28.5.2010).

Young people are often the age group that is forgotten and should be given the
most attention. The needs of young people are different from those of the older
population. Itisthe task ofthe state, local authorities and municipalitiesto identify
the problems of young people and to try to improve their situation by commu-
nicating with them as effectively as possible. It must be the wish of every local
community and municipality thatyoungintellectuals remainintheir municipality,
and therefore they must be given special attention, which the municipality of
Hajdina defines primarily through the written Youth Strategy and the measures
to beimplemented on the basis of the written strategy.

2. RESEARCH METHODS

Iwantto usevalorisationto support my research question: areyoung peopleinthe
municipality of Hajdina sufficiently informed and familiar with the Hajdina Youth
Strategyandthe consequentactionsinthe field ofyouthinthe municipality itself?

Fortheresearchitself, I focused onthe interview and focus group method, which
| used to explore the field and which | will use to confirm or reject my research
question. Through the interview method, with the leaders in the municipality of
Hajdina, | obtained information on the current way of using the media to reach
the young population. | conducted a structured interview, consisting of four
questions, where | guided the conversationthrough pre-prepared questions. The
interview was the most optimal choice, the questions gave me exactly specific
answersrelated to mytopic. I conducted the interview with the Mayor of Hajdina.
Throughtheinterviewlgotaninsightintothethinkingandthefunctioning ofthe
municipality in the area under discussion.
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Focus groups are used as a research method on their own orin combination with
otherresearch methods (Flick 2006, 197). The focus group methodisaform of group
interview in which afew participants are present (alongside a moderator), the focus
isonafairly narrowly defined topic, and the interaction withinthe group is focused
on (Bryman 2001, 337). It is led by a moderator, whose task is to find out as much
information as possible about the topic being researched (Bryman 2001, 337). Fo-
cus groups are aform of group interview, in which several participants are present
(alongside a moderator), the focus is on a fairly narrowly defined topic, and the
interaction withinthe group is focused on. Participants are encouraged to give frank
answers and each is free to give his or her opinion, viewpoint or belief on a topic.

As asecond method, lused afocus group ofyoung people aged 15-29 who gave me
information about their current state of information. According to the Statistical
Office of the Republic of Slovenia, the population of the municipality of Hajdina
in 2022 is 523 people aged 15-29. For this purpose, | included in the focus group
2 inhabitants from the age group 15-19 years, 2 inhabitants from the age group
20-24 years and 2 inhabitants from the age group 25-29 years. Through a quided
conversation, forwhich I had nine pre-designed questions, we debated the chosen
topicwith the interaction of the selected group.

3. RESULTS AND ANALYSIS

Through the interview with the Mayor, | learned that the municipality is aware of
theimportance of providingyoung people with information thatis directly related
to them. The municipality needs to use technology that is close to young peoplein
its communication withthem, asthisis anindispensable part of their lives. The mu-
nicipality's aim is to keep as many young people as possible in the municipality, as
thisisthe only waythe municipality willbe able to develop inthe desired direction.

The Mayor says thatthe municipality of Hajdina monitors the situation of young people
inthe municipality, prepares expertreportsand coordinates various measuresinthe
field ofyouth, and cooperates with allthe actors that affect the situation and activities
ofyoung peopleinthe municipality (education, employment, culture, sport, housing,
health, social services, etc.). It promotes opportunities for the active participation of
young people, which have animpact ontheirsituationinthe municipality, and ensures
the operation of programmes and projects aimed atyoung people.

The Municipal Council has received the Hajdina Youth Strategy (related to youth
participation, education, employment, housing, youth organising and participa-
tioninjoint projects), whichidentifies various measuresto help young people. They
also set up the Hajdina Youth Commission, which is the municipality's extended
arm in the field of youth action. From the above, it can be concluded that the
municipality monitorsyoung people and encouragesthemto take partinvarious
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activities. Inthisarea, young people canapproachthemwithideas andinitiatives
through the aforementioned Youth Commission. The municipalityistrying to cre-
ate a supportive environment for young people and to offer them opportunities
for personal growth and career development, as well as personal development.

Throughthe measuresinthe Youth Strategy, the municipality has already adopted
anumberofbenefitsforyoung people. Theseinclude: subsidised monthly tickets;
cheaper municipal contributions for young families; co-financing of youth pro-
grammes operating withinthe municipality's associations and societies; financial
support for the work of the designated Youth Commission - the organisation of
various events, ayouth sectioninthe municipal newsletter Hajdincan, the promo-
tion of international mobility of young people, cash prizes for young graduates,
master's and doctoral students, etc.

The municipality monitors young people, both those in primary school who are
notyetpartofourresearch group and where successful communicationislargely
ensured by the Hajdina Primary School, and those who are older. The municipality
is aware that this communication is somewhat lost later on, as it no longer takes
place through a common organisation. Communication with the target group is
therefore currently carried out via the website and in the municipal newsletter
of the municipality of Hajdina, where information related to the Youth Strategy
andthe actionsresulting fromitare visible. Inthe case of various events, itis also
done through social networks, leaflets and local television, but this is the excep-
tionratherthantherule.

Throughout the interview we have seen how many activities and actions are ac-
tually taking place, and in the following we will check our key question whether
all thisinformation is reaching young people, who are the final “users”.

The focus group took partin a structured discussion on the chosen topic. We
therefore selected a group coveringthe 15-29 age group, and l also established a
balance of womenand meninvolved. Ithenselected the focus group on the basis
of random sampling, among those who were willing to participate.

Table 1: Information on the selected focus group candidates

FOKUS GROUP MALE/FEMALE Ageinyears
1. M 16 years
2. F 18 years
3. M 21vyears
4, F 24 years
5. M 28 years
6. F 25years
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Inthe focus group, we started by outlining the topic of our discussion and its pur-
pose. The conversation itself took place on 27.1.2023. | started the conversation
with anintroductory part, where the participants familiarised themselves with
the topic. | asked some introductory questions on the topic of young people,
through whichthe participants saw the way of working. Participants immediately
started to activelyrespond and give their opinions. Later questions were specific,
requiring reflection and presentation of the opinions of the individuals involved.

We started with the topicof whatyoung people would like to have forthemselves
in Hajdina, whatis missing forthem. This allowed usto getto know the way and to
discuss the wishes of young people, which are not the main topic of our research.
However, it was clear from the answers thatyoung people wantto spendtimein
their municipality and want activities that they can participate in.

When asked if they know what the Youth Strategy is and if they are familiar with
the Youth Strategy of the municipality of Hajdina, young people were unanimous
that they are not familiar with it and do not know what is written in this docu-
ment. Through the sub-questions we came up with a conceptual outline of what
such adocument could contain, but still the Youth Strategy of the Municipality of
Hajdina, which is written down exactly, is unknown to them. This partly answers
the research question that young people do not know about the Hajdina Youth
Strategy, or even that it exists.

We continued the discussion with an overview of the written Youth Strategy of the
Municipality of Hajdina. The focus group found out that there are a lot of actions
thatareaimedatthemand alot ofactivitiesthatthey can getinvolvedinthrough
differentassociations, buttheylackinformationthatthe municipality allows them
todoso.The mostcommon measure is the use of subsidised monthly/annual passes
(fourpeopleinthefocus group had already used this measure), which allow them
totravelto educationalinstitutions more cheaply, butthey canalsouseitinother
ways (e.g. during weekends and holidays).

We continued the discussion on how they getinformation about these measures.
Most of the information they getis through friends who also use the measures. |
presented them with the possibilities where they can find this information (the
municipality’s website and the municipality’s newsletter). The problem arises
because these young people don't follow the municipality’s website and news-
letter, orthey dosoveryrarely. The municipality is currently not present on other
networks (social/social), which means thatthey cannot evenreceive information
throughthese channels. The majority of the selected focus group is of the opinion
thatthe waysthrough whichinformation could reach them are worse than would
be possible ifthe added channels of communication were used. Theyalso respond
that they would use a greater number of possible actions aimed at them if they
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were aware of them. They are aware of the proliferation of social media and the
possibility of obtaining information via social media.

We concluded by asking how they would like to receive information from the
municipality. The focus group highlights the massive use of social media and not
so much newspapers, websites, radio broadcasts. Participants highlighted the
positive features of social media, which allow people to stay in touch, connect,
socialise and communicate. They claim that it gives them access to the informa-
tion they need, allows them to express themselves freely and to get new ideas.
They also pointed out that it is very quick to get feedback, easier to coordinate
communication and to find information in one place, so you don't waste time
searching for it. They would also like to see the municipality start using social
networks, where information would be more accessible to them, as they would
use them much more often.

4. DISCUSSION

Through this research | wanted to gain knowledge about aspects and methods of
communication with young people, which has changed a lot over the years, due
totheincreasing impact of digitalisation and new technologies, which have had
asignificantimpactonthe effectiveness of communicationinthe same wayas50
years ago. Through the focus group method, | obtained the different opinions and
beliefs of the participants. | gained a wealth of information and deeper insight
into the topic.

The key objective is to understand the ways in which young people communi-
cate and, consequently, to link this to the use of media by municipalities and to
improve the flow of information. This also leads to my research hypothesis that
current communication methods are not effective enough to get information to
the target group of young people.

Participants consider communicationviasocial networksto be agoodidea, as this
would allow the municipality to getintouch withyoung people and gettheirfeed-
back quickly. Asaresult, young people would be able to contribute more actively
with theirideas andinitiatives tothe design of the various measures. Onthe other
hand, they could also like, comment and share the news among others who may
notbe asactivelyinvolved but are active onsocial networks. Young people could
thus turn from passive citizens into active creators of the promotion of activities
foryoung people inthe municipality.

Digital technologies represent a new form of communication among young
people. The aim of this research was to determine the state of information of
young people inthe Municipality of Hajdina in the field of the Youth Strategy and
the actions resulting from it. The question that follows the results of the survey
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is which media to use and how to use them to ensure that young people get the
(right) information that the municipality wants to convey. Fromthe surveyitwould
be possible to set a communication model in the future, according to the results
obtained, through which communication and information delivery would work
more efficiently.

5. CONCLUSION

Through my research | have answered my research question that young people
are notsufficiently aware of the Youth Strategy of the Municipality of Hajdina and
thatthe current methods of communication are not effective enough and thein-
formation aboutthe measures offered toyoung people does notreach the target
group in the vast majority. Communication through the municipal website and
the municipal newsletteris not adapted to the target group and the information
ofyoung peopleis low.

Young people are different and it is therefore necessary to find ways of commu-
nicationthatare close to them. The key is to adapt to the generations and not just
blindly follow one's own style of communication. Thisis the only way to improve
communication andto conveyinformation more effectively. Young people made
concrete suggestions on how they would like to receive information, but this
would require a step forward in the municipality. In order to implement this, a
communication plan for young people in the municipality of Hajdina should be
drawn up in cooperation with the Hajdina Youth Commission, which is the next
step in achieving effective communication.

The quality and mannerofthe informationis of utmostimportance forthe under-
standing of theinformation. Thisshould bethe quiding principle ofthe municipal-
itywhen providing information, notonlytoyoung people, butto alltarget groups.
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ABSTRACT

Thisreview paper presents the results of reviewing literature published by various
authors on the topic: how institutions in the financial sector communicate with
the public about their socially responsible behaviour. With the adoption of the
Non-financial Reporting Directive (European Parliamentand the Council 2014) for
large companies across the European Union, non-financial reporting has become
a new way of communicating between business entities and the public. Large
companies, which alsoincludeinstitutionsinthe financial sector, send a message
through non-financialreporting that achieving profitis nottheir only business goal,
butthattheirbusinessstrategyalsoincludes care forsociety, the environment, and
especially carefortheiremployees. We assume that different audiences follow this
essentially new form of communication with the public. In the paper, using the
descriptive method and systematic review of scientific literature, collected data
will be synthesized to show how and which communication channels are used and
whatroletheyplayindisseminating information aboutsocially responsible busi-
ness. Future success, and ultimately profit, depends on the feedback the financial
institutions receive from the publicand upon learning from it.

Keywords: communications, socially responsible behaviour, non-financialreport-
ing, media, communication channels
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1. INTRODUCTION

The world today depends on communication channels, the task of whichistoin-
form, quickly and effectively, to warn and to convey ideas and knowledge, andin
thatrespect, communication canbe described assharing information with others.
Communicationinterms of communicationscience can be defined asan exchange
of signs and a combination of signs between living individuals or technological
systems. In today's world, corporate communication occupies a special place.
Radical changes in business and media have affected corporate communication,
and for a better understanding of this process, it is necessary to look back at the
far-reaching technological changes that have changed communication mediain
recentdecades. Changesinthe globaleconomicsystem, along with technological
changes, have changed the role and structure of multinational corporations. All
these changeshave also ledtoachangeinthe context of corporate communication
(Goodman and Hirsch 2010, 3). Accordingly, Piri¢ (2006) describes the concept of
corporate communication as “upgrading the field of public relations that came
about due to the need of the company to respond in a timely and appropriate
mannerto changesinits environment". (Piri¢ 2006, 53). Awell-composed concept
of corporate communicationandits high-quality presentationin public contribute
tothe good image ofthe corporation. Agood corporateimage canalso beviewed
from the aspect of a country's image. A country’'s image often depends on some
elementsthatdistinguishitfrom other countries, dueto whichitsreputationand
potential forinclusionininternational business can grow, whetheritis aboutthe
excellence of services or products, expertknowledge or natural treasures. If there
isno experience or previous knowledge about the possibilities and potentials ofa
country, itsimage will shape the available information about it (Ozreti¢ DoSen et
al. 2003).The same principle can be applied to corporations. According to Ozreti¢
Dosen et al., for the best effect of the communication strategy, various types of
mediashould be combined atthe same time. The way corporations communicate
with their targeted and interested audiences will influence the building of their
image and their competitiveness.

Communicating with the public, as part of corporate communication, has a very
important role and represents one of the strategic functions of management
(Milas 2011, 104). According to Nickols, strategy is a term that implies a complex
network of thoughts, ideas, insights and experiences (Nickols 2016, 7), and stra-
tegic thinking should not only be imagining the future but should open up new
possibilities and create new opportunities, monitor changes and adapt businesses
to those changes. Intoday's society and in the business world, these possibilities
and opportunities certainly apply to socially responsible business and will have a
significantimpact on the image of corporationsin the future.
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Socially responsible business refers to a business in which companies integrate
careforthe environmentandsocietyintothe decision-making system. Itisbased on
sustainability and sustainable development, and in such business, companiesinform
their publicabout how thisstrategyisimplemented through non-financialreporting,
i.e. through sustainability reporting. The obligation on non-financial reporting is
brought by the Corporate Sustainability Reporting Directive (CSRD), the provisions
of which should be applied from January 1, 2024 for those entities that have more
than 500 employees in a business year on average (European Parliament and the
Council 2021). How socially responsible business will affect the image of the corpo-
rationwilldepend on how corporations willinform theirtargeted audiences about
it. Changes and technological development have resulted in the fact that digital
media of allkinds have become the main communication channel for publicrelations
used by financial institutions, thus the business success of financial institutions has
become increasingly dependent on the quality of information and the ease of use
of new communication channels. One of the first studies on the topic of communi-
cating socially responsible business in the Republic of Croatia was summarized in
theoriginal paper by Dr.sc. IgorKlopotanin 2021 (Klopotan 2021, 1-34). According
to Klopotan, companies with good reputation, regarding the products or services
they provide, arethe onesthat publish non-financialreportsonsocial networksina
timely manner. Such companiesalso have a betterreputation regarding leadership.
But what his study also showed is that companies that have greater timelinessin
onlinereporting onsustainable developmentand CSRand that publish theircontent
onsocial networking sites also have a greater reputation for leadership.

1.1 Purpose and goals

The aim of this review paper is to present the results of reviewing literature
from various authors published on the topic: the way institutions in the financial
sector communicate to the publicabout theirsocially responsible behaviour. The
research question, fundament for writing this paper, was the following: How
and which communication channels does the financial sector use regarding its
socially responsible behaviour in communication with its target audience? Does
online communication affect the image of a financial institution? To what extent
does reporting on socially responsible behaviour affect the image of a financial
institution and ultimately its profits? Considering the fact that it is a relatively
recentand increasingly important topic, a series of questions, that represent the
potential for new research, arise from reviewing the literature.

1.2 Methods

Theresults presentedinthis review were obtained using a semi-systematic litera-
turereview (Snyder 2019, 333-339) and a content analysis method. The articles that
were analysed when writing this paperwere searchedinthe following databases
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in English and Croatian: Hr¢ak, Web of Science, Science Direct and Scopus of Elsevier.

Inordertoidentify and present the facts relevantto this paperfromthe available
literature, the literature review and content analysis were carried outin 3 phases.
First, keywords were defined according to which the databases were searched. In
thesearch, keywords were used independently and in different combinations. Key
wordswhensearching forliterature in English were: sustainability*, non-financial
reporting*, financial sector*, banks*, ESG*, communication*, media*, connected
with Boolean operators (AND, +, OR) that are used se to associate words and phrases
withinasearch query. Whenreviewingthe literature inthe Croatian language, the
following words were used: odrZivi razvoj* nefinancijsko izvjestavanje*, financijski
sektor*, banke*, ESG*, komunikacije*, mediji*, and the same operators were used
to connect the words. Then, the summaries of the found articles and other liter-
ature were reviewed, focusing attention on the factors relevant to the topic of
thisreview paper. Finally, as part of the third phase, analysis of the content of the
selected papers was conducted.

The research of the largest part of the review literature was carried out in the
period from December 10, 2022 to January 15, 2023, however while writing this
paper, databases were searched again, when necessary, inorderto review newly
published papers. The time criterion in which articles were searched for results
review can be divided into the following periods:

a) Online communication and its role in building the company's image - from
2003 t0 2018;

b) Non-financial reporting and its role in building the company's image - from
201410 2021.

¢) Non-financial reporting as a way of communication between the financial
sectorand its target audience - from 2018 to 2022.

2. RESULTS

This review paper is based on a literature review that includes 23 papers in the
field of communications and socially responsible behaviour, while 19 of them were
used as the basis for the results presented in the paper. The two oldest articles
included in the review are from 2003 and 2005. All the remaining articles date
from 2013 to 2022, whichindicatesthe factthattheinterestand need forresearch
in this area isincreasingly present. The results of the work are divided into three
separate categoriesand are described in more detailin the following subsections.

2.1 0nline communication and its role in building a company’s image

The importance of online communication in building the image of a country has
been intensively discussed for the last two decades. Online communication, and
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its role in building the image of a country, is transferred to the entire national
economy, hence it can be concluded that it is equally important for the financial
sector. But this processis long-lasting, demanding, dependent on various factors
and by no means a static process, sointhe conclusion of theirwork, 0zreti¢ DoSen
atal. (2003) state that “Development, launch and implementation of campaigns
to build and communicate the image of a country are expensive. However, not
eventhe mostexpensive and original communication campaign cansignificantly
change the country's image if there are no real improvements in the economy,
politics, culture and science.” (Ozreti¢ DoSen et al. 2003). Building a good image,
i.e. a competitive product, is an important prerequisite of successin the financial
industry, regardless of whereinthe world financial supply and demand take place.
A study of important factors affecting brand loyalty among special customers in
one of the largest Iranian banks was conducted in Iran (Azad and Hassanabadi
2013,2113-2118). Theirstudyindicates thata goodrelationship with customers,
competitive technology, continuous advertising and the size of the organization
are important for building a good bank image and brand loyalty.

The importance of online digital communication in the financial sector is the
subject of many studies around the world. The range of services in the financial
sector that can be affected by new technologies is wide and the influence of
FinTech competitors is increasingly present in loan granting operations, asset
management and payment systems (Vives 2017, 97-105). According to Vives,
new technologies in the financial sector, the so-called digital finance, provide
lower costs of financial intermediation, better products for consumers and bet-
terand fasterassessment of creditworthiness of applicants forfinancing. Issues
of digital financing are also covered in the study “Impact of digital finance on
financial inclusion and stability” (0zili 2018, 329-340). In the study, the author
dealswiththeissuesofdigitalfinance and financialinclusion, the stability of the
financial system, and consequently the advantages and risks of digital finance.
Undoubtedly, there are benefits such asincreasing access tofinance among poor
individuals, reducing intermediation costs for financial institutions, and the
fact that FinTech service providers can influence the increase in the volume of
financialtransactions during favourable economic times. According to Ozili, the
advantages are also the reduction of the circulation of fake money, the ability
to quickly exchange money and the increase of the gross national income by
increasing the total consumption of digitalized economies. As disadvantages, or
challenges, Ozili states that digital finance requires the use of mobile phonesand
digital devices, i.e. they depend on internet access. The introduction of digital
financingin a country can be successful if the population is ready forit, and the
security of digital data is extremely important for user trust.
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2.2 Non-financialreporting and its role in building a company’'s image

In addition to factors such as products and services, main factors in the financial
sectoruse online communicationto inform theiraudience about how they care for
thesociety, the environment, theiremployeesand otherinterest groups. Business
inwhichthe only goalisto make a profitisno longersustainableinthe longterm,
therefore socially responsible business (CSR) becomes an indispensable strategy
forresponsible management ofthe financial sector. CSR, i.e. environmental, social,
governance (ESG) criteria are increasingly important for building an image, and
how financialinstitutions communicateittotheiraudienceis part ofindispensable
strategiccorporate communication, whereitisindispensable that publicrelations
be defined as a management function (Skoko and Mihovilovi¢ 2014, 84-91).

Research on the relationship between ESG criteria and corporate finance per-
formance (CFP) criteria dates back to the beginning of the seventies of the last
century. How important ESG criteria are and how they affect CFP criteria is shown
in the 2015 study "ESG and financial performance: aggregated evidence from
more than 2000 empiricalstudies” (Gunnaretal. 2015 210-233). The results of this
study show the importance of ESG criteria and their empirical basis. No negative
ESG-CFP connection was found in approximately 90 % of the included studies. On
the contrary, most studies report positively on this causal relationship, and that
ESG influence on CFP is stable over time. Further research points to the impact of
ESG criteria in the building of value for shareholders. While in the past, portfolio
managementrelied mainly on financial reports and technical information deriv-
able from pastresults, today ESG provides data thatrepresents a set of additional
high-value data that provides insight into future performance (Verheyden et al.
2016, 47-55).CSR, i.e. ESG, stands out more and more as one of the most frequently
studied aspects of corporate reputation.

Non-financial factors that caninfluence the building of the image and reputation
of a financial institution are presented in table 1.
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Table 1. Experts’ evaluation of the importance of non-financial bank value drivers

Rank  Value factor Evaluation Rank  Value factor Evaluation
1 Knowledge and competence of bank employees 48125 15 Balanced pricing strategy 4
2 Effective remuneration and financial motivation 4.625 16 Number of bank legal clients 4
system
3 Operating efficiency of bank staff (speed, accumcy, 4,625 17 Well-designed performance 3,0375
small number of ermors) measurement system
4 Customer servicing and selling skills of bank 4.5625 18 Bank brand recognition 3,875
employees
& Competence and strategic thinking of top managers 45625 19 Number of internet bank users 3875
6 Aligned interests of owners and op executives 45 20 Strategically right localization of bank ~ 3,8125
branches
7 Bank customer satisfaction 443735 21 Number of bank private clients 38125
8 Bank customer lovalty 44375 22 Well-considered non-financial 375
molivation system
9 Bank wputation 44375 23 Range of bank products and services 3,6875
10 Experienced middle-level managers with high 4375 24 Number of issued payment cards 36875
communication and leadership skills
11 Bank structure — properly determined roles and 43125 25 Active social media marketing 3.625

responsibilities
12 Loyal bank emplovees 425 26 Lovalty programmes for customers 39
with bonus svsiem
13 Development and implementation of innovalive 4,125 27 Number of ATMs and POS terminals 3,1875
bank products
14 Advanced digital consultancy services 40625 28 Active usage of social networks in 31875
bank activities

w

29 Number of bank customer service

Source: "Non-financial value drivers: case of Latvian banks" (Titko and Shina 2016, 192-199).

The authors conducted the research based onthe case of Latvian banks; the data was
collectedinthe period from 2012 to 2015 (Titko and Shina 2016, 192-199). According
totheresearch results, the mostimportant non-financial drivers are employees. The
knowledge and competences of satisfied, loyal and productive employees create
quality products, suchemployees provide quality service thatis positively affected by
users, and this consequently means greater profitand growth forthe financialinstitu-
tion.Theresearch conducted ontwo large banksinthe Republic of Croatia shows, with
respectto corporate reputation as a specificand intangible organizational resource,
the role of reputation in the market success of today's banks and the relationship
between (SR and a bank's reputation. (Staresinic et al. 2019, 264-277). The authors
point out that reputation is built on the quality of products and services, but socially
responsible business creates a positive image and reputation on the part of users.

Finally, the study “Stock market reactions to adverse ESG disclosure via media
channels” (WongandZhang 2022) pointsto anincreasing global pressure for com-
panies to engage in CSR in order to maintain a quality corporate reputation, and
thus to maintain a favourable impact on capital requirements, i.e. on calculation
of own capital, liquidity, leverage ratio and large exposure. This study is concerned
with empirically determining the impact of ESG-related undesirable corporate
behaviour onthe stock price of companies that do notimplementit. The findings
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of the study provide important guidance to managers, investors, employees,
customersand otherstakeholdersontheimportance of reputation management,
whichis directly affected by socially responsible behaviour. The study points out
that firm size, stock liquidity, reputational status, and industry classification are
highly valued firm characteristics that influence capital requirements. The study
also provides empirical results onthe unfavourable reaction of the capital market
in case of negative ESG coverageinthe media, pointingtothe needtoinclude ESG
criteria in modern capital and portfolio management models.

2.3 Non-financial reporting as a way of communicating the financial sector
with the public

Non-financialreporting, i.e.reporting onsustainability, isthe way the business sector
today communicateswith theinterested publicaboutitstransparencytowardssociety
andthe environment, and it can differsignificantly from company to company. Inthe
domain of sustainability, the way a company communicates with the public, which
channelsare used, how often and which contentis chosen, clearly reflects the culture
of a company, its priorities and its leadership. (Reilly and Nazin 2018, 621-637).

Author Gengdeals with theimportance of sustainability in hiswork. In hiswork “The
Importance of Communicationin Sustainability & Sustainable Strategies”, Gencraises
the research question of the importance of communication in sustainability strat-
egies and how it affects the activities, organization and decisions of organizations
related to sustainability (Gen¢ 2017, 511-516). The results obtained indicate that
communication, whetherinternal or external, plays a key role in any sustainability
strategy..Ifthereisnointernalcommunication, strategicchangesrelated to sustain-
ability are very difficult to implement. Furthermore, external communication with
allinterested members of the public about the sustainability strategy is necessary
because otherwise the organization could face losses in business. The progress and
development of communication technologies has influenced the communication
strategies of organizations, forcing them to change the previous ways of communi-
cating with theirstakeholders and to communicate with stakeholders more through
social media. Social mediais a very cost-effective and easily accessible tool for com-
municating CSR to different audiences. By strategically communicating about CSR
throughsocial media, organizations demonstrate commitment, influence and good
reputation, and such communication providesinstantfeedbackto the public(Gomez
2021,577-598).Inthe activities of financialinstitutions, well-planned activities re-
lated to CSR can be a key resource of competitiveness. Communicating CSR through
social media evokes positive emotions in consumers because they react positively
towardsinstitutions thatreally practice CSR. In this way, consumers become strong
advocates ofsuchinstitutions (Ahmad et al. 2021). Communicating corporate social
responsibility (CSR) via social networks is also tested in the study "The relationship
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between CSR Communication on Social Media, Purchase Intention, and E-WOM inthe
Banking Sector of an Emerging Economy” (Cheng et al. 2021, 1025-1041). In their
study, the authors pointoutthatthe results of theirresearch show that CSR activities,
relatedto customersdirectlyandindirectly, are related to E-WOM (electronic word-
of-mouth) and customers' purchase intentions. The development and increasing
presence of social networks in everyday life are changing the rules of the game for
all large companies, including financial institutions, with the aim of attracting the
attention of stakeholders in the market.

Strategiccommunication, asatopic, isincreasingly importantinthefinancialsector,
whichis alsoshown bythework ofa group of authorsfrom 2022, inwhichtheaimis
to empirically investigate the contentand scope of sustainability disclosuresin the
bankingsectorinthe EuropeanUnion (EU) and the United States of America (USA).
By observing the resultsin one reporting year, the authors come to the discovery
that banks in the EU published more about sustainability than banks in the USA.
Banks from both areas are quite interestedin how their business affects the society
inwhichthey operate. Based onasample of 67 banks fromthe EU comparedto 67
banksfromthe USAinthe period from 2013 to 2021, with regard to ESG results, the
authors conclude that EU banks outperform US banks in three dimensions: direct
social, direct environmental and indirect social results, while US banks exceeded
inindirect environmental sustainability results (Moufty et al. 2022).

3. DISCUSSION

Atthe beginning ofthe 1970s, researchinto therelationship between ESG criteria
and corporate financial performance criteria began. Online communication plays
animportantroleinimage buildingwhichisarulethatappliestoall countries, and
fromtheretheserulesaretransferred tothe entire national economy and equally
to the financial sector. In addition to loyalty to a specific product or brand of a fi-
nancialinstitution, a good relationship with customers, competitive technology,
continuous advertising and the size of the organization are also important. The
security of digital data should notbe neglected as well. Furthermore, research on
non-financialreporting leadsto the role of employees asthe mostimportant stake-
holders.The knowledge and competences of employees create quality products,
such employees provide quality service thatis positively affected by users, and this
consequently means greater profitand growth forthe financial institution. Caring
foremployeesisanimportant part ofthe ESG criteria, the obtained research results,
indicating thatemployees are the mostimportant non-financial factorsinimage
building, represent significant quidelines for the furtherinclusion of sustainable
developmentinthe future strategies of financial institutions.

All the presented results agree that online communication, whetherinternal or
external,isimportantforbuilding the image of financialinstitutions, that strategic
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communication about sustainable development is becoming a legal obligation,
thatitalsosignificantly affectstheimage ofthe company, and that communication
playsakeyroleinanysustainability strategy. When reviewing the literature and
online content, it was observed that social media, although a very profitable and
easily accessible tool for communicating CSR to different audiences, is not used
enough as a communication channel.

Apartfromtheimprovementof online methods of communication and the devel-
opment of new technologies, finding a connection between the knowledge and
competence of employees of financialinstitutions and the strategy of sustainable
development represents a future challenge for financial institutions in further
development of non-financial reporting. Important guidelines in the creation of
future corporate communication strategies of financialinstitutions on sustainable
development can also be provided by the results of future research that should
answerthe following questions: Inwhat way does employee awareness of CSR af-
fectthe building of the financialinstitution'simage? Whatisthe role of employees
inthe socially responsible business of a financialinstitution and how importantis
their knowledge of the socially responsible behaviour strategy?

4. CONCLUSION

The importance of sustainable development is based on the need to meet current
needs without compromising the ability of future generations to meetthose same
needs. It encompasses economic, social and environmental aspects and seeks to
balance them in a way that ensures long-term sustainability. In order to achieve a
balanced way thatwill ensure long-term sustainability, both the business world and
theworldin general are changing. These changes are fasterand more demanding.
Changesthatdepend onthe developmentoftechnologies are important, however
changes related to attitudes towards the environment, sustainability and caring
for people have been of primary importance for a long time, because life on Earth
dependsonit. Each personindividually, must change their attitudes about sustain-
ability, the same principle must be applied to all the products of their activity, that
is, and the companies they establish, develop and use to create new values. The
changesthatmustbe accepted and implemented are difficult forindividuals as well
as business entities. Success in accepting and implementing these changes leads
to sustainability, a positive impact onimage, but also on profit. Implementation of
changesmustbetransparent, andinformation aboutit mustbe available to the pub-
lic. Forthisreason, business entities report on sustainability. Non-financialreporting
on sustainability is often a part of reports that are published publicly, but from the
beginning of2024itissetto become anobligation. Itisup tothe financialinstitutions
to devise the way they will communicate their attitude towards sustainability to
the public as successfully as possible and through which communication channels.
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Their current and future corporate communication strategy will continue to build
theirimage and the public's perception of them. There are many opportunities for
effective communication with the public, the available communication channels
just need to be recognized and used in order to achieve success.
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EURO AS THE OFFICIAL CURRENCY IN THE
REPUBLIC OF CROATIA) VIA FACEBOOK

Lucija Dujmovi¢, Ph.D. Candidate
Alma Mater Europaea - European Center Maribor, Slovenia

ABSTRACT

Operators of games of chance use social media platforms to promote their prod-
uctsandservicesandincrease audience engagement. Facebookis one of the most
popularsocial media platforms precisely because ithas older and wealthier users
comparedto othersocial media platforms. With the announced introduction ofthe
euro as the official currency in the Republic of Croatia, the operators of games of
chance hadto ensure atechnological, systemicandsecuretransition ofimportant
data and currency conversion from January 1, 2023, so that players would not be
deprived of orworried about their personal data and the value of the game played.
Regarding the technological undertaking and possible service interruptions, this
originalscientificpaperaimedtoinvestigate whetherthe operators conveyed the
news aboutthe introduction of the euro to theiraudience on Facebook and what
the comments and reactions of the players at the beginning of 2023 were. For
this research, content analysis was applied to process data from the posts of the
operators of games of chance and the comments of players on the social media
platform Facebook from December 30, 2022, to January 14, 2023. The research
analyzed how operators of games of chance communicate with playersin a crisis
situation and what the operators’' engagement and reaction to the players' neg-
ative comments was.

Keywords: crisis communication, games of chance, reputation, social media
platforms, Facebook.
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1. INTRODUCTION

Games of chance aretypes of gamesinwhichthe outcomeis notknowninadvance
and mostly depends on chance and luck, and less on skill and reason (Game of
chance, 2022).These games are requlated by law and played under certain rules.
Players can try their luck at points of sale and on the operators’ websites by using
acomputer or mobile device. Some operators also offer the possibility of playing
via a mobile application. According to the law, players of games of chance must
be of legal age, regardless of whetherthey play games online or at points of sale
(Act on Games of Chance 2022; Ordinance on Lottery Games 2022; Ordinance on
Organizing Remote Gambling Games 2022). The State implements its measures
through laws and otherlegal actsinorderto help its citizens and society and pro-
tect vulnerable groups. During the game, the player tries to remain “free within
the limits of the rules” (Caillois 1979, 36). Players participate in games of chance
for various reasons. The most common reasons and motives are entertainment
and the hope of winning a big prize (Bahtijarevic et al. 1991, 66-73).

Players who play games of chance may encounter certain inconveniences during
the game that spoil the positive experience of the game - such as various errorsin
the system, inability to access games, inability to log into the system orunsuccessful
pavmentand/or payout ofstakes and winnings. Technical difficulties do not have to
betheonlyissuethat cause players' dissatisfaction. Dissatisfaction canalso be caused
by poor communication on social media platforms, a bad personal experience at
the point of sale when interacting with the sales staff, or poor communication and
interactionwithtechnicalsupport. Playersthen oftenreporttheirdissatisfactionto
technicalsupportorshare theiropinionand experience onsocial media platforms.

Games of chance operators use social media platforms to promote their products
and services and increase audience engagement. Facebook is one of the most
popularsocial mediaplatforms precisely becauseithasolderand wealthier users
compared to othersocial media platforms (Smartbrief 2014 and Gainsbury et al.,
2015, 16). On this social media platform, the operators of games of chance find
their target group of players more easily, because, as was pointed out earlierin
the paper, players of games of chance must be of legal age. However, there are
certainrisksand inconveniences that operators and organizers of games of chance
may encounter when using social media platforms, namely negative, unfavora-
ble and offensive comments written by players or followers. This is exactly what
Gainsbury et al. (2015) write about in their research “The Use of Social Media in
Gambling”, pointing out that the nature of social media means that companies
have limited control over content posted about them online.

Consequently, the spread of falsehoods, rumors or negative ‘'word-of-mouth’, as
well as cynical comments and campaigns, can damage a company's reputation.
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Furthermore, attemptsto remove negative comments or hide publicinformation
can only cause an opposite effect, causing customers to repost unwanted infor-
mation about the company (Gainsbury et al. 2015, 20).

The crises that occur may vary. Otto Lerbinger (1997) lists eight types of crisis sit-
uationsthat are caused by environmental forces and managementirregularities.
Accordingto Lerbinger's categorization, there are several types of crises, namely:
natural crises, technological crises, confrontational crises, malevolence, distorted
valuesofthe administration, fraud, irreqularitiesin the work of the administration,
and economicand business crises (LerbingerandJugo 2017, 58; Tomic¢ 2016, 823).

The technological crisis is precisely the type of crisis that could hit operators of
games of chance during the currency conversion - from kuna to euro. Since the
introduction of the euro as the official currency in the Republic of Croatia was an-
nounced, the operators of games of chance had to ensure atechnological, system
and security important data transition and currency conversion from January 1,
2023, sothatplayerswould notbe deprived of orworried about their personal data
and the value of the game played. If something goes wrong, it will be necessary
to act properly and urgently in order to correct the error that occurred.

Inview of the technological undertaking and possible service interruptions, this
paper investigated how the operators of games of chance communicate with
playersinacrisissituation. The opportunity is exceptional because a crisis cannot
be predicted, but it was possible to directly monitor the operators’' behavior on
social media platforms, before and after the introduction of the euro as the new
official currency in the Republic of Croatia.

The research results can benefit operators, and the games of chance industry in
general, in recognizing their mistakes when communicating with the public on
social media platforms, and it canbe usefulforothersto better prepare fora crisis
thatis predictable and inevitable.

2. RESEARCH METHOD

Forthisresearch, contentanalysis was applied to process data from Facebook posts
ofthe operators of games of chance and the comments of players from December
30, 2022, to January 14, 2023. In the comments section of the posts, operators’
engagement and reactions to the players' negative comments were studied, as
wellaswhetherthe operators' reactions were in accordance with the guidelines
for crisis communication and communication on social media platforms.

2.1 Research aims and objectives

Thisresearch aimstoinvestigate how operators of games of chance manage crisis
situations and how they react to players' negative comments on social media
platforms. The objective of this paperisto analyze the operators’ posts and play-
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ers' negative comments in order to determine whether they communicated the
conversion of the currency to the players on social media platforms in a timely
manner; to determine what negative comments the operators most often en-
countered during the observed period; and whetherand how they reacted to the
players' negative comments.

Research questions:

1. Didthe observed operators of games of chance convey the announcement about
the currency conversion from kuna to euro to their players on Facebook?

2. Did the players have any remarks on Facebook about the currency conversion
from kuna to euro?

3. What were the negative comments from the players about?

4. Do the operators of games of chance follow the guidelines and principles of
good crisis communication on social media platforms?

3. RESPONDENTS AND MEASURING INSTRUMENTS

For the purposes of this research, the Facebook posts of the operators of games of
chance were observedinthe period from December30, 2022 toJanuary 14,2023.The
postsofthefollowing operatorsand brands were studied: Hrvatska Lutrija, Cro Casino,
Cro Bet, Super Sport, Germania, PSK, Rizk, Favbet, Arena Casino and Admiral Casino.

The posts of the operators, the number of comments and the types of comments
on the posts (positive, neutral and negative comments) were observed. Positive
commentsrefertothe players' praise of the operators of games of chance and sat-
isfaction withthe promotion, prize orbonus. Neutral comments indicate players’
commentsthatareaby-productofthe prize contest orcomments onthe settopic,
whereas negative comments refer to the insulting and belittling of the games of
chance operators, the use ofirony, sarcasm and vulgar words addressed to the op-
erator, dissatisfaction with the promotion, prize or bonus, dissatisfaction with the
application orthe website and dissatisfaction with technical or customersupport.

In additionto the above, it was also examined whetherthe operatorsannounced
the currency conversiontotheirplayersandfollowers onsocial media platforms;
whetherthe players wrote negative comments ontheir postsregarding the curren-
cy conversion; whetherthere were different negative comments fromthe players
during the observed period and whether the operators replied to the players.

Some operators of games of chance conveyed thisinformation on Facebook, and the
reaction offollowers and players afterthe introduction of the euro was not absent.

The collected data are included in two tables. Table 1 offers an overview of the
number of posts and comments. In table 2, an overview of posts, negative com-
ments and operators' reactions is presented.
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Table 1: Overview of the number of posts and comments

Games of chance operators

Number of postsin
the observed period

Number of posts that
contain comments

Operators of games of chance

the observed period

Hrvatska Lutrija 38 27
Cro Casino 13 10
CroBet 18 18
SuperSport 64 21
SuperSport Casino 19 7
Germaniasportkladionica 80 23
PSK - Sports & Casino 84 55
Rizk Casino 7 4
Number of postsin Number of posts that

contain comments

FavBet sportska kladionica

(Favbet Hrvatska) 24 !
Arena Casino 17 2
Admiral Casino 10 9
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Total number of Positive comments Neutral comments Negative comments
comments /% /% /%
7 929 45
981
0.71% 94.70% 4.59%
1 20 14
35
2.86% 57.14% 40.00%
10 378 9
397
2.52% 95.21% 2.27%
1 318 7
326
0.31% 97.55% 2.15%
0 292 12
304
0.00% 96.05% 3.95%
0 419 13
432
0.00% 96.99% 3.01%
1 812 10
823
0.12% 98.66% 1.22%
1 21 1
23
4.35% 91.30% 4.35%
Total number of Positive comments Neutral comments Negative comments
comments /% /% /%
0 55 6
61
0.00% 90.16% 9.84%
6 1 5 0
16.67% 83.33% 0.00%
0 11 3
14
0.00% 78.57% 21.43%
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Table 2: Overview of posts and negative comments

Post about the . .
X Did the post contain
Operators of games of chance conversion to the
remarks from players
euro
Hrvatska Lutrija yes yes
Cro Casino ves ves
Cro Bet ves ves
SuperSport yes no
Super Sport Casino yes no
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Remarks from players and types of negative
comments on postsinthe observed period

Operators’ reaction to the comments

the amountin eurosis not equalto the
previous amountin kunas

almost all players are given the same generic
answer

technical difficulties - application, payments

payments and buying HL coupons at the post
office, on kiosks

notreplyingto all of the players' comments

players' dissatisfaction with small bonuses

ignoring the dissatisfied players' comments

insulting Hrvatska Lutrija

ignoring comments that insult Hrvatska Lutrija

the amountin eurosis not equalto the
previous amountin kunas

the game that was available before the
conversion to the euroisno longer available

players write that the stake in the gamesiis
more expensive than before and that they will
lose players because of it

mostlyignoring comments; only one player
gotthesamereply asthe players on Hrvatska
Lutrija's profile did

Aircash payments are not possible

inability to purchase HL coupons at Tisak

replied to most of the players' inquiries and
comments

insulting the betting and gambling company

ignore the insulting of the betting and
gambling company

inquiry about using the application

asking the playerto send the inquiry via e-mail
-notoffering a forthright answer via social
media platforms

increase in stakes in casino games

lack of promotions and bonuses for players

insulting the casino

ignoring players' inquiries about the change of
stakesingames
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Post about the . .
X Did the post contain
Operators of games of chance conversion to the
remarks from players
euro
Germaniasportkladionica no /
PSK - Sports & Casino no /
Rizk Casino no /
FavBet sportska kladionica (Favbet Hrvatska) no /
Arena Casino no /
Admiral Casino no /

A postinthe form of a prize contest in which followers are encouraged to predict the outcome of an event, in
which they then reward people who give the correct answer.

*Alater checkrevealed thatthe player's comment on the three posts no longer exists.

4. RESULTS AND DISCUSSION

Outofallthe observed operatorsand organizers of games of chance, only Hrvats-
ka Lutrija and Super Sportshared the announcement about the conversion to the
new official currency. Hrvatska Lutrija and its sub-brands Cro Casino and Cro Bet
had the most negative comments and remarks from players. Super Sport had no
negative comments on posts.

When it comes to the number of posts and the mutual ratio of positive, neutral
and negative comments comparedtothetotalnumberof comments, itis evident
that PSK - Sports & Casino is the leading operatorin terms of the number of Face-
book posts in the observed period, followed by Germania with 80 posts, Super
Sport with 64 and Hrvatska Lutrija with 38 posts. Hrvatska Lutrija has the most
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Remarks from players and types of negative

comments on postsinthe observed period Operators’ reaction to the comments

insulting the betting and gambling company ignoring comments

the amountin eurosis not equal to the previ-

. ignoring comments
ousamountin kunas g g

Onone prize quizthey did not write who the
winner was. Even if nobody won, they should

H 171
Prize quiz have informed the players who played that no
one offered the correct answer.
technical difficulties - application ignoring comments
insulting the betting and gambling company ignoring comments

a plaverwrites that they spelled an athlete's

lastname incorrectly on the visual ignoring comments

no offerfora handball game on the webpage ignoring players' dissatisfaction

technical difficulties ignoring comments

the same playerinsults the betting and gam-
bling company in 3 different posts and claims
the company is deleting his comments

ignoring player's comments; potentially de-
leting player's comments*

/ no comments

one playerthinks that the same player always
wins jackpots - he got the support of other ignoring comments
players and followers

comments - a total of 981, while PSK has 823 comments, followed by Germania
with 432 comments and Cro Bet with 397 comments. Cro Bet has the most positive
comments (10 positive comments that make up 2.52 % of the total comments),
followed immediately by Hrvatska Lutrija with 7 positive comments that make
up 0.71 % ofthe total comments. Hrvatska Lutrija hasthe most neutral comments
(929 neutral comments that make up 94.70 % of the total comments), but also
negative ones (45 negative comments that amount to 4.59 %).

The collected data showed that there was no technological crisis during the con-
versiontothe new official currency. Nevertheless, players expressed their dissat-
isfaction in the comments due to the increased stakes and price of the game, as
well as the inability to buy HL coupons or pay for the game at business partners.
The observed negative comments that operators encountered in the observed
period can be divided into four thematic categories:

139



ALMA MATER EXPLORING THE CHANGING LANDSCAPE:
PRESS THE IMPACT OF CONTEMPORARY MEDIA COMMUNICATION ON COMMUNICATORS

¢ increased stakes and price of the game after the conversion to the euro,
e technical difficulties (mobile applications not working well),

¢ insulting comments and

¢ inability to pay and make a purchase at the operators’ business partners.

The players’ dissatisfaction can be publicly seen the most on social media plat-
forms, where they publicly comment on posts and express their emotions and
feelingswith emoticons. Itisnecessary to approach these crisissituations, such as
numerous negative comments by players onsocial media platforms, inaccordance
with crisis communication guidelines. Crisis managementis animportant element
inreputationand image management. Inaccordance with the mentioned theory
and research results, the research questions were answered.

1.Did the observed operators of games of chance convey the announcementabout
the currency conversion from kuna to euro to their players on Facebook?

According to the research results, only Hrvatska Lutrija (including its sub-brands
Cro Bet and Cro Casino) and Super Sport conveyed the announcement about the
conversion to the new official currency on their official Facebook profiles. Ger-
mania, PSK, Rizk, Favebet, Arena and Admiral did not convey the announcement
aboutthe conversionto the new official currency on their official Facebook profiles.

2. Did the players have any remarks on Facebook about the currency conversion
from kuna to euro?

Hrvatska Lutrija, Cro Casino and Cro Bet's posts about the conversion to the new
official currency contained negative comments from players who expressed their
dissatisfaction with increased stakes and price of the game.

3. What were the negative comments from the players about?

The observed negative comments that operators encountered in the observed
period can be divided into four thematic categories: increased stakes and price
of the game after the conversion to the euro, technical difficulties (mobile appli-
cations not working well), insulting comments and the inability to pay and make
a purchase at the operators’ business partners.

4. Do the operators of games of chance follow the guidelines and principles of
good crisis communication on social media platforms?

Given that there was no serious technological crisis during the conversion to the
new official euro currency, what stood out in the comments of Hrvatska Lutrija's
postswere the comments of players who claimed that the stake in the game was
notthesame asthe previousoneinkunas, thatis, thatthere had beenanincrease
in price. Hrvatska Lutrija gave the players the same generic answer in which they
cited the games provider who determines the minimum stake in the game as
the reason for the increase in price. Their reply lacked an apology and a show
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of understanding for their dissatisfaction. It was also noticed that the operators
and organizers of the games of chance ignored the players' negative comments,
especially those that insulted the betting and gambling company or casino, and
did notanswer some of the players' inquiries, as well as those who encountered
technical difficulties. Accordingly, the research showed that the operators do not
actively follow the guidelines forgood communication and crisis communication
onsocial media platforms.

Acrisis situation demands quality crisis communication, which consists of recogniz-
ingthe crisisand the problem, quick and timely response, informing the publicand
all stakeholders about the crisis, defining the facts, communicating honestly and
showing concernaboutthe resulting crisis, being proactive, implementing proce-
duresthatseekto minimize damageinorderto preserve the corporation’simage
and reputation (Tomic 2016, 841-844). Damir Jugo provides similar instructions
for crisis communication, arquing that communication should be timely, consist-
ent, open and honest, it should offer instructional information (instructions for
stakeholdersto protectthemselves from the potential consequences of the crisis),
information about adaptation (support for stakeholders, responding to issues in
order to reduce stress, anxiety and uncertainty caused by the crisis) and effort
should be putintothe managementandrepair of reputation (Jugo 2017, 155-164).

For better communication on social media platforms and dealing with negative
comments, itis recommended that brands and organizations show how much
they care about their customers and, in doing so, turn negative comments into a
positive experience.lgnoring comments or deleting them are the biggest mistakes
abrand can make onsocial media platforms. “Reacting appropriately and honestly
tonegative commentsisimportantbecauseitshowsthatthe brand caresaboutits
customers, and leaving negative experienceson afan page createstheimpression
thatthe brandisrealandthatthere are people behind it who, like all of us, make
good and bad decisions. Such a transparent relationship shows customers that
theirvoice and opinion are important, that their complaints are noted and taken
seriously..." (Sok 2013).

During the observed period of the posts created by operators and organizers of
games of chance, the mostinquiries and dissatisfying players' commentsrelatedto
theincreased price of the game and the stakes notbeingidentical to those before the
conversionto the euro. They were mostly related to the price and amount of stakes
in casino games. Hrvatska Lutrija, along with its associated sub-brands, replied that
the reason for this was the provider's decision on the minimum stake in the game.
The genericreply to the players on their Facebook fan pages was as follows:

“Hello (player’s name), in order to provide its players with the most favorable game
possible, Hrvatska Lutrija has set minimum amounts for stakes in games for each
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individual provider. Providers have technical limits for certain games, which Hrvat-
ska Lutrija unfortunately cannot influence. We take this opportunity to emphasize
that Hrvatska Lutrija is in the process of expanding its offer of Casino games and
introducing new providers. We shall certainly take into account our players’ wishes
and add games with lower minimum stakes to our offer.”

Hrvatska Lutrija's reply, although explaining the reason for the increase in price,
lacks the segment of apology and expressed compassion, humanity and under-
standing for the feelings (in this case anger and general dissatisfaction) that the
increase in the price of stakes in the game created among players. The observed
posts show that Hrvatska Lutrija did not reply to all of the players' inquiries, and
thatitignored some ofthe players' comments andinquiries. With other operators,
itwas also observed that players' comments and certain inquiries were ignored,
which only contributes to the greater dissatisfaction of players who wish to be
heard, understood and have their problems solved.

Negative comments on posts can be mere rumours, speculations or disinforma-
tion, but they can still damage the reputation of the organization or company.
Social media platforms make it possible to spread such information faster than
before, soitisimportantto actin a timely manner and provide a clear answer to
the media and the public. Dealing with social media platform followers' frustra-
tions can be terrifying and stressful for organizations, but it can also turn into a
positive experience for both parties. Therefore, a quick reaction and a show of
compassion can turn a criticinto an advocate (Scott 2011, 116-117). In the event
thatsuch an unfavourable situation occurs, itis necessary to work on limiting the
negative impact on the reputation. In their paper “The Use of Social Media in Risk
and Crisis Communication”, Cécile Wendling, Jack Radisch and Stephane Jacobzone
pointoutthatitisimportantnotto overcome theillusionthatsocial mediacanbe
controlled, butto use social mediainorderto respond more quickly to criticism and
attacks. Moreover, responding by respectfully correcting inaccurate information
can prevent and stop the spreading of rumours (Wendlind et al. 2013, 28).

Forsuccessful communication on social media platforms, proactivity and the de-
sireto help customers are important. Nielsen and McKinsey's research from 2012
showed thatone negative customer experience caninfluence the future decisions
of other customers, while a positive decision requires at least five positive posts
or messages (NM Incite's 2012).

5. CONCLUSION

In order to answer the cardinal research question of how operators of games of
chance communicate with the players in crisis communication, itis important to
emphasize thatthe currency conversion from kunato euro went well, and there-
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fore there was no crisis situation in the technological sense. Out of the studied
operators of games of chance, only Hrvatska Lutrija (with the associated sub-brands
included) and Super Sport conveyed the information about the conversion to the
new official currency, while other operators did not convey this information to
players on Facebook in the form of an official post. The comments of the players
regardingthe new currency were aimed at expressing dissatisfaction with the new
(higher) price of the game, that is, with the increase in the price of the new mini-
mum stakes. The collected data on the operators' comments and reactions show
that the operators mostly ignore the players' negative comments and inquiries,
which is contrary to the guidelines for crisis communication and communication
onsocial media platforms.
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ABSTRACT

While European Unionstarted mapping the phenomenon of European communi-
tieswithout newsoutletsin 2023, the news desertsinthe United States are already
a high-speed expanding phenomenon. Local storytelling has a demonstrated
effectinincreasing civic participation and securing pro-social behaviour. Despite
the important roles of local media concerning the engagement of communities,
communication science seemsto overlook the local storytelling in Southeast Eu-
rope.Asvastchangesincommunication ecologies are directing local storytellingto
onlinemode, we areinterested in different ways, digital affordances, and modes
bywhich online local media of Slovenia and Croatia are addressing their audiences.
Furthermore, by adopting the multimodalapproach ourstudy will also assess the
relationsamong local, national, and globaldiscoursesinfourlocaldigital outlets
and introduce some implications for the future of smaller media.

Keywords: local media, digital media, multimodality, news deserts
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1. INTRODUCTION

OnFriday, 9. December 2022, European Commission granted a2 million eurossum
to a consortium of three organisations (International Media Support, Journalism-
Fund.eu, and the European University Institute - Centre for Media Pluralism and
Freedom) for their research within Local Media for Democracy project (European
Commission 2022). Through this project, European Commission will fund some
local mediainitiatives, buttheirprimal goalisto map European news desertsand
areas that are at risk of becoming an area without local news. Czech lawyer and
politician Véra Jourova, vice-president of the European Commission for Values
and Transparency accompanied this project by expressing a concern that many
communities are “no longer served with independent information covering top-
ics of direct interest to them, such as local politics, community events or public
services. This project will generate crucial data on the issue of news deserts and
identify practicalsolutions and supportdirectly local media with grants” (Jourova
and European Commission 2022).

Inthis way Europe finally starts to investigate the phenomenon that is systemat-
ically researched in the United States by different foundations and initiatives for
at least 15 years, warning the politics and institutions of democracy about the
serious situation in the local media landscape that just got worse in pandemic
time: “Overthe past 15 years, the United States has lost 2100 newspapers, leaving
atleast 1800 communitiesthathad alocal news outletin 2004 withoutany atthe
beginning of 2020" (Abernathy et al. 2020, 9). This leads researchers to alert that
acknowledging and fighting news deserts means fighting “cultural, economicand
political divides" (Abernathy et al. 2020, 89).

Because “all citizens in a certain community need access to critical information in
order to make informed decisions on topics that affect the quality of their lives”
(EUI 2023) the as current as possible research of local media ecosystems is of vital
importanceinallareas of Europe. Research shouldinvolve the study of “micro, meso
and macro forms of communication, and address the primary contexts in which cit-
izensreceive information” and be “executed ata local level” (Napolietal. 2012, 2).

Today local audiences expectlocal media to supply them with diverse backgrounds
and local information, expect them to promote social integration, give their
citizens insightinto how the city ‘works', to provide inspiration, ensure their rec-
ognition and representation -to give them a ‘voice’, to increase the level of local
understanding, to create a civic memoir and contribute to social cohesion and a
sense of belonging (Costera Meijer 2010, 327).

Proximity asanewsvalue presentsitself asa complex but promising phenomenon,
which could give us some answers to how media values and products could be
better aligned with their today's audiences and their vast expectations.
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This article seeks to highlight the articulation of locality on two local news web
pagesin Slovenia and two in Croatia by analysing different modes used on these
web pages, such as layout (structure of the news homepage), typography, and
other digital affordances on the homepages (as elements for interactivity, blog,
newsletter, share tools, social media buttons, most-viewed, comments, etc.),
but taking into account the dominant - primary localidentity. Our main research
question can be framed:

RQ: How do the 4 local/regional digital media in Slovenia and Croatia address local
audiences and invoke locality and a sense of belonging to a local community through
different modes and digital affordances?

Althoughinthisarticle we will not make further exploration into the consumption
phase of local news, we acknowledge that people can “"approach participatory
websites with fully formed identities and may not find affirmation of thatidentity
within the website" (Barnes 2016, 94) and that each insight into the local media
also needs to consider that “people involved in the subculture are constantly
negotiating what is local, what it means to be local, what it means to be part of
the community - bringing these things into existence and also questioning and
contesting them" (Hess and Waller 2016, 205).

2. METHOD

After preliminary readings and firstdata samples from fouronline local news pages
inDecember 2022, the current data forthis study was collected on three weekdays
in March 2023. Each webpage was downloaded and saved, the four homepages
were then chosen as the central point of analysis, and recurring themes and pat-
terns wereidentified to answertheresearch question, inquiring about the use of
modes and digital affordances that evoke locality and a sense of belonging to a
local community and at the same time enable user engagement.

Homepages were chosen because they function as an entry point for the local
media: “The front pageis the part of the website where the entire macro-cosmos
ofthesiteisusually condensedinamicro-cosmos with textual markers oftime and
space often used as structuring devices, and therefore, it constitutes a privileged
entry point for discussion of time and space” (Bodker and Briigger 2019, 246).

Some features oflocal mediaseem more obviousto tackle the localityand enhance
the articulation of imagined community (Anderson 1998) of a local place than
others. If the classical masthead is a notorious imagination centre for newspa-
pers, Funk states that for online media “there is simply no better place to study a
newspaper's articulation of place thanits banner” (Funk 2012, 579). Analysis that
includes multimodal micro-observations was chosen as the most relevant for this
online environmentasitexamines processes of meaning-making withrespecttoa
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multiplicity of modes (Jewittand Mackley 2019), examines which semiotic resourc-
esareavailableineachsituation and acknowledges that (digital) affordances are
shapedthrough historical, cultural, and social usage. Ifthe contentin textual form
linksitself more logically to the locality and local issues, the multimodal analysis
helps us to emphasize the visual communication of online media, the essential
communication ofthe 'www' which enhances the metacognitive experience and
is easiertounderstand and process (Vaccariand Chadwick 2020, 2). In this type of
empirical observation - qualitative one - we keep in mind that “whatis expressed
inlanguage through the choice between different word classes and clause struc-
tures, may, in visual communication, be expressed through the choice between
different uses of colour or different compositional structures. And this will affect
meaning” (Kress and van Leeuwen 2006, 2). Research in social semiotics always
accentuatesthateach meaningin communicationis made throughinteractionand
that each performed text (orvisual element) encompasses three meta functions,
following Halliday's model (Halliday 1978): Ideational function, Interpersonal
function, and a Textual function, which Kress and van Leeuwen adapt according
to other modes and primarily visual media to Representational, Interactive, and
Compositional function. For this article, we looked only at a few individual ele-
ments of web pages, focusingupontwo dimensions of interactive signs, choosing
those where we found locality enhancement already at our first reading.

Since low bounce rate and user engagement should be of vital importance for
local media, who struggle to retain theiraudience, ourinquiry looked additionally
into the website's accessibility and scannability, butalso into the meta description
inscribed inthe most used search engine in the two countries.

Fourregional/local news webpagesthatwere chosen forthe analysis share some
main similaritiesin pairs: Gorenjski Glas from Slovenia and Glas Istre from Croatia
areweb pages oftwoveryinfluentialand read regional newspapersin both coun-
tries. Furthermore, they share a classical newsroom organisation and anadmiring
long history of news as they regularly reached their regional readership already
before World War Il. The other two web pages function as online-only regional
news, Maribor.info from Slovenia and ePodravina.hr from Croatia. Their locality
shares an attachment to a similar landscape and one common important natural
resource -theriverDrava, but Maribor.infois closely linked to one bigger Slovenian
city, Maribor, while ePodravina functions as aregional media with notably bigger
media coverage area and employs more journalists.

3. RESULTS

Answering our research question starts with observing how individual websites
are inscribed online. Entering keywords in search engines showed that local
space can be effectively evoked even before the user/visitor/local reader enters
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the homepage. The meta description on the search engine results page already
alertsthe userof what can be found onthe nextlanding page. This presents itself
asimportantsince usersdo not “necessarily differentiate between differenttypes
of news when browsing online, as participants reported to switch seamlessly
between local, national and international news" (Guylas et al. 2019, 1852).

Correspondingly the two Croatian local/regional digital media (ePodravina and
Glas Istre) have a clear and comprehensible articulation of locality already in
their meta description. ePodravina describes itself as “the most read webpage
in Podravina and Prigorje region” and adds the usability for a local audience, the
‘'why' of their local news: "With the ePodravina portal, you can be informed at
any moment about everything that is happening in your immediate vicinity!”,
whereas Slovenia'‘s both analysed media didn't recognize this opportunity in the
search engine inscription.

Figure 1: Meta description of the ePodravina webpage.

epodravina.hr
hitps:fepodravina.hr - Translate this page
ePodravina.hr // Naj&itaniji portal u Podravini i Prigoriju ...

Uz portal ePodravina, svakega trenutka budite obavjesteni o svemu 5to se dogada u vasoj
neposrednej blizini!

Source: Own, www.google.com search, keyword "ePodravina”. Accessed March 3, 2023.

3.1 Ease of access, speed, structure, and fonts

Asregardstothe ease of accessibility, all four websites are mobile friendly, where-
as Gorenjski Glas is the least pleasant fora mobile usersince it keeps the modular
way and notthe one-columnstructure. Google prioritises mobile-friendly websites
and pagesthatload faster, accordingly the loading speed affects the site’s position
in search results (Pushkar et al. 2020, 21). Page loading speed differs greatly and
could discourage the localuser: onthe 8™ of March 2023 Glas Istre took 28,8 seconds
to fully load, ePodravina 9,4 seconds, Maribor.info 11,6 seconds, and Gorenjski
Glas 5,3 seconds. Nevertheless, Glasistre.hr had a trafficvolume of 5.185 unique
daily visitors, ePodravina had 1.069 uniques, Gorenjski Glas had 1.351 unique daily
visitors and Mariborinfo.com traffic volume was 2.296 unique daily visitors. Glas
Istre and ePodravina seem to have its serversin Croatia, Gorenjski Glasin France,
and Mariborinfo in the United Kingdom.

Concerning the user experience with the structure, navigation, and organization
principles ofthe page ourresearchshowedthatallfourdigital media homepages
have amodularweb design, allfour media have a comprehensive guided naviga-
tion,and are easytoscroll. Inall four media, the mainimage in newsbite is having
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acomplementary function (Martinecand Salway 2005). Gorenjski Glas, Glas Istre,
and ePodravina have their Signature - Tail location, whereas Mariborinfo has an
endless scroll design.

Many typographicvariables exhibitsignificant effects on webpage reading (Scaltritti
etal.2019), and typography, fonts of text, and their size are among essential ones
forthe readability of the page but also other factors as the information recall (Gas-
seretal. 2005). Gorenjski Glas uses the most accessible font Arial with a 10,5 point
size, though case studies showed thatthesize 14 point showed itself more readable
(Bernard et al. 2001), Mariborinfo.com uses Merriweather 11,5, which is readable
atasmallsize andvery geometric. Glas Istre uses Calibri 16,5 whichis characterised
byits cleanlinesand ePodravina - PTSerif 13 which has a tradition of a trustworthy
font. All used fonts exhibit a serious, formal attitude toward their audiences.

3.2 Header

By header, we mean the top section of the webpage, though in modern design
header coincides with the whole above-the-fold field (Stepanov 2020, 3). The
header clearly invokes local sense of belonging in the case of Gorenjski Glas and
ePodravina.

Fugure 2: ePodravina header

@ in B w Vv

Z Linea Snello bo . s
uspelo tudi vam. Linee it

_'__Ky:.&-_\;_.' == __ 1

-
- S

POSREVSA | PHIGDRS NS OLAKY | gy

e PODRAVINA HR

Source: Own, www.ePodravina.hr. Accessed March 3, 2023.

Header of ePodravina contains a logo which itself (by the e-) is accentuating the
online mode of news but highlights also the Podravina region. The logo includes
also their maxim pointing to closeness to a reader/user: "Podravina i Prigorje na
dlanu” meaning “Podravina and Prigorje at the palm of your hand". In the right
corner, the user can find clearly visible social media buttons and next to them
another interaction possibility, where a user/reader/visitor can click and send
their news (titled "imas vijest?" - "do you have news?"). In the background of
the header there is a landscape picture with recognizable features for the local
population, a panoramic scene.

This latest feature cannot be simply presumed, as Funkfound in his research about
bannersof American online newspapers, where community newspapers surpris-
ingly did not articulate a more “clear sense of local identity or local place” than
larger newspapers (Funk 2013, 583). There were, in Funk's opinion, important
opportunities for the articulation of identity missed:
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“Itis important to note that there is nothing wrong with a newspaper pursuing profit,
and imagining a commodity is arguably a key element in selling that commodity.
However, as local institutions purporting local coverage, there seems obvious room
for experimentation with the banners of community newspaper websites. Why not
emphasize the local community more? Why not show pictures or photographs of local
landmarks, or articulate affiliations with local high schools or historical figures?” (Funk
2013, 585).

Concerning the ldeationalfunction: the ePodravinalogoisthe written title ofthe
page, paradigmatically it redirects the visitor of the site to always come to the
homepage. The same logicis presentin all four headers of analysed web pages.

In the top left corner of the header, there is also a depiction of weather and the
centre of measurement - in the case of Podravina it's Koprivnica. Meanwhile the
Glas Istre and Mariborinfo don't use the same logic with weather and the centre
of the region in their homepage. Gorenjski Glas, similarly to the ePodravina,
chooses the formal centre of a region as the town of the weather measurement,
inthe case of Gorenjska region the town is Kranj. As visible at Gorenjski Glas their
website does not emphasize this information in the header, rather the weather
information and articulation of the region’s centre has a prominent position on
theright column of the homepage, still prominently above-the-fold.

Aclose look at Gorenjski Glasheader demonstrates many otheridentification points
for local audiences. One of them is the “cloves of Gorenje"” - gorenjski nagelj, a
typical floweroftheregion, also the Slovenian national symbol. Beside the clove s
the mention of “76", which appliesto the 76 years of the legacy media, newspaper
Gorenjski Glas. 76 years they're building the regional identity. The header also
reinforces the locality and localism of the media with a saying: “Lokalna novice
je kraljica!” meaning “Local news is the queen!”.

Attheright cornerofthe headeraquotationfromalocal journalistor commentator
always finds its place. These are authors and faces that users/readers recall from
different public events in their neighbourhood and connect with the media and
professional local news.

Allabove-the-fold sectionsthat greetaudiences atanalysed webpages are abun-
dantwith visuals, especially we cansee photos of humans (faces or human figures),
photographedin medium close shots. These Actors in photos are highly indicative
of local audiences and have, as Kress and van Leeuwen state, a psychological sa-
lience for viewers (Kress and van Leeuwen 2006, 63).
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Figure 3: Above-the-fold of Gorenjski Glas news page

Lokalna novica je kraljical torek, 14, marec 2023 [ MATEJA RANT

Gorenijski Glas

DOMOV GORENJSKA GOSPODARSTVO KRONIKA SPORT ZANIMIVOSTI GG PLUS PROSTICAS SLOVENIJA EDICUE

3

vet v komantaru

ZADNJE NOVICE / Zivobarvno kos:

Kranj 10°
obiad
wl o

E trost: 11 kmih

el
512 ' 4 * -3 *

tonek sneda cotrek

Vremenska napoved

Prometne informacije

Source: Own, www.gorenjskiglas.si. Accessed March 14, 2023.

Another case of local identity reinforcement can be applied by choosing the col-
our palette of the header or the whole page. This is the example of Mariborinfo
mediathat connectsits colour palette strongly with the violet colour. Violetis the
colour of the main football club in Maribor, NK Maribor (Plestenjak 2017), fans of
the club are named "Vijole", consequently the violet became the informal colour
of the second largest town in Slovenia, Maribor.

Adding to the information regarding the navigation in this article, a closer look
atthe main navigation bar of Glas Istre and Gorenjski Glas shows similarities: the
secondtitled pageistheregion'sname - Istrainthe case of GlasIstre and Gorenjska
in the case of Gorenjski Glas.

3.3 Interactivity

Locality on four homepages is supported in digital affordances that enable interac-
tivity. First, a prominent pop-up invitation to sign up for a local newsletter is one of
them, second anarray ofimpending buttonsthatdirect browserstosocial mediasites
canbefound atallsites analysed. In a syntagmaticway, these buttons are messaging
thevisitorthathe has many networking options and that his local media isup to date.

Allfourhomepages have sectionsspecifically prepared forthe visitor: aselection of
the mostread articles or the editor's pick, in the case of Mariborinfo it's the section
"What others are reading”, all inviting the visitor to act and click the headlines. Ad-
ditionally, Gorenjski Glas as a media with a long newspaper tradition puts forward
the “letters to the editor”. Gorenjski Glas, ePodravina, and Mariborinfo have the
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possibility for comments, Slovenian ones enable the visitor to comment directly,
ePodravina through a Facebook plugin. These modules are containing the modes
where visitors/readers step into agentive roles, which is in contrast with other
parts ofhomepages, wherevisitors/readers are meantasreceivers ofinformation.

Since people can spend their free time at local events, Slovenian homepages
have the local ,event modules”, ePodravina has Kino (Cinema), at the same time
Glas Istre highlights local events in articles that can be found on theirhomepage
ratherthanin special category.

Moreover, local identity can be elicited also by contests and diverse gamification
elements as it was within the analysed period in the case of Mariborinfo.

Figure 4: Gamification element strengthening localism.

mariborinfo.com Novice

GLASUJTE: Kje v Mariboru in v
okolici postrezejo najboljso kavo?

V urednistvu Mariborinfo.com zaéenjamo z novo akceijo, v kateri bralei tokrat
izbirate naj kavo v Mariboru in v okolicl. Sodelovanje je preprosto. V spodnjem

A vprasalniku oznacite lokal, kjer postreZejo najboljso kavo.
® Glasovanje poteka do nedelje, 19. marca 2023, do polnoci.
@‘\) marusa.mavsar@gmail.com (not shared) [

Switch accounts

*Required

GLASUJTE: Kje v Mariboru in v okolici postrezejo najboljso kavo? *

() Staln har Maribor

Source: Own, at www.mariborinfo.com. Accessed March 10, 2023.

In this example, visitors were invited to vote for their favourite coffee place in
Maribor and its surroundings. Because the selection of coffee shops is already
offered, theintent corresponds with localismand encourages buying local goods.
Furthermore, namingthe places atwhich peoplereqularly stop fora chat, coffee,
or having a good time with friends or business partners carries an emotional at-
tachment to the community.

Likewise Glas Istre is connecting the local cuisine with their audience already on
their homepage with "Gastro Kutak" entitled “"Cook with Glas Istre”, reaffirming
that culinary tradition is a very important identification pointin regional life.
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3.4 Local vs. national and global

Aslowerchronotope canbe observedinlocal media, where "itseems, rather, that
thisisaslownessthatisinherently related tothe pace of life at a specific locality;
inthat sense, it may also represent a pace longed for within orin oppositionto a
networked and constantly updated digital environment, it is, of course, related
to and opposing speed,” (Bodker and Briigger 2019, 252).

Gorenjski Glas, Glas Istre, ePodravina, and Mariborinfo seem to be speeding up their
chronotope by addingvarious percentof nationaland global news to theirhomepage.

The biggest percentage of non-local news was found at Glas Istre, where 70 - 85
% of reporting in the second week of March 2023 was in the form of nationally
and globally themed articles of HINA, the Croatian national press agency. At Glas
Istra this coincides with bylined news. Inthe same time frame Glas Istre had 17 %
of news by a known local author and 9 % bylined by Glas Istre, meaning editor-
ship, Gorenjski Glas had 95 % authored articles, and ePodravina 94 % of their own
authored articles. 84 % of HINA's articles in this period were globally themed. In
fact, we consider the bylined news as another possibility of strengthening the
relationship between local media and their audiences. However, our case must
not lead to a plain comparison, because Glas Istre in newspaper format is a re-
gional daily newspaper (meanwhile Gorenjski Glasis issued twice a week), which
importantly affects their content.

Figure 5: Number of bylined news (articles) with an explicit local author - Glas Istre

m author known Glas Istre = HINA

Source: Own, Glas Istre on March 13, 2023, the time frame presented in the picture is 03:00 - 13:00.
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Figure 6: Number of bylined news (articles) with an explicit local author - Ma-
riborinfo

= author known Urednistvo = STA
Source: Own, www.mariborinfo.comon March 13,2023, the time frame presentedinthe pictureis03:00-13:00.
As presented in the picture above, Mariborinfo in this time frame bylined 17 %

of articles with explicit local author, whereas 33 % of news were bylined by STA,
Slovenian national press agency, and focused upon national news.

Already in December, when we started to make observations and preliminary
readings, and also in the whole March 2023 Gorenjski Glas kept their local news
percentage strong, reaching 85 % to 90 % in favour of local news or from a local
viewpoint regarding the national topics.

Figure 7: Local news vs. national news in Slovenian analysed homepages

Local news / National news
0% 86%

80%
70%

60%
50%
50%

30%
20% 14%
" .
0%
Gorenjski Glas Mariborinfo
m Local m National

Source: Own, GorenjskiGlasand Mariborinfoon March 13,2023, thetime frame presentedinthe pictureis 08:00-17:00.

Therefore, as the percentage of local news cannot be presumed, additional ob-
servationsin different periods and seasons would be very valuable.
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4. DISCUSSION

Analysisshowed how elementsthataddress local audiences and offeraninvitation
tobelongtoalocalorregional community can be found in different modes apart
from purely textual elements. Sometimes eventextual descriptions could be more
strategically planned, starting from meta descriptions already inthe Google search
engine results page, where only two news outlets make use of this opportunity.

The headerandthe main navigation zonein all four media communicate efficiently
with recipients about where they live and what should attract their attention.
Symbols and photos situate recipients in a known place and express the ‘why
statement’ of media companies. Indirectly there are modules such as the weather
section or event section that bring the visitor back to hishome. A low percentage
of bylined news by localauthorsisalso adirectionwhich, inouropinion, presents
itself as an opportunity for change, reaffirming the relevance of local media for
localsurroundings. Inthe case of Glas Istra we cannot make any conclusionsupon
the big number of nationally and globally themed articles, as it could be a part
of stepping into the demanding role of the one main daily news source for their
potential readership.

Homepages in general offer different possibilities of interaction through the
networking within social media sites plugins and buttons and different modules
that promote two-way communication with editors of the site, though the sites
would benefitfrom being more interactive by maturing theiruse of multi-modes
and enhancing the visuals. They could gainfrom including a bigger proportion of
videos, advanced navigation menus, 3D scroll effects, more internal linking, and
innovative feedback tools that could upgrade engagement.

Though we did expose some strategies of invoking locality, there were many
limitations concerning the data for this article and generalisation about online
news media in Croatia and Slovenia shouldn't be made upon these findings. Ad-
ditional more systematic and comparative in-depth analysis of supplementary
visuals and meanings-making signs reaffirming the locality on these homepages
(and otherweb pages) would offer new valuableinsightsinto the inherent discur-
sive formation. Concurrent research among readers/visitors would significantly
build up anunderstanding of the efficiency of invoking locality and ethnographic
approach to newsrooms would reveal the approaches and schemes behind jour-
nalism practices.

5. CONCLUSION

In 2022 Europe responded to a global phenomenon of emerging news deserts,
which influences the whole society, not only endangered local media. Policy-
makers, governments, and civic organisations debate how changes in the media
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landscape will affect voting procedures, health, education, infrastructure, etc.
Therefore, researching the articulation of locality that binds the local environment
with local mediais of a greatinterest to society.

Asresearchers, we have an abundance of materialin ourimmediate surroundings
that call for our attention because the Western bias in communication sciences
(Hanitzsch 2019) is already too big.

In this article, we have seen different practices and multimodal opportunities
to connect the online media with their local environment. Forging interactivity,
understanding news media through multimodal lenses, and acknowledging the
use of various digital affordances can become a backbone of local digital media.
More than ever before it becomes important to understand how to achieve the
attention and loyalty of audiences that now ,consumes news accidentally”, their
news consumption being ,re-contextualized within a vast ocean of all kinds of
other information that defies traditional definitions of newsworthiness" (Bocz-
kowski et al. 2018, 3523). The locality of the content itself cannot be enough to
survive in the competitive sphere of different channels, since audiences seem to
recognize the ,misrepresentation of their community within larger news out-
lets"(McColloughetal.2017,110), butdon't necessarily feel like contributing their
news or even become local or community journalists themselves. In addition to
the complexity of relations, “loyalty to journalism entities does not unfold and
becomes meaningful in a universal and predictable way. It varies according to
people's personal experiences and tastesinrelationto journalism, the situations of
everyday life - both spatialand social-inwhichjournalismisembedded, and the
length of time they have beenin contact with a particular journalism entity"(Ga-
jardo and Costera Meijer 2023, 13). Research for scholars (and better-informed
media creators) must therefore continue by seeing audiences as communities of
place and communities of interest at the same time (Ali 2016).

Above all, articulation of locality should beiterative, conscious, strategichand-in-
hand work of newsrooms and designers. Atthe same time, we should be keeping
in mind that:

+We need to make sure that whatever replaces the 20""-century version of local news-
papers serves the same community-building functions. If we can figure out how to craft
and implement sustainable news business models in our smallest, poorest markets,
we can then empower journalistic entrepreneurs to revive and restore trust in media
from the grassroots level up, in whatever form - print, broadcast or digital” (Abernathy
2018, 9).
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ASPECT OF THEIR USE
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ABSTRACT

Online social networks are considered a two-way communication medium of
the modern era. They are present in all spheres of human life, including in their
work environment. Employees also use them for personal purposes during active
working hours.The most common reasons forthisarethe needtostrengthenrela-
tionshipsand hedonisticand cognitivereasons. Theiruse inthe work environment
forpersonal purposes affectsthe employee and the organization. Intheory, there
isnoconsensusonwhichareasofemployeesandtheorganizationtheseinfluences
are most reflected in, and whether positive or negative influences prevail. The
research question was about the impact of the use of online social networks on
the work efficiency of an employee, if he usesthem during active working hours,
for personal purposes, or for purposes unrelated to his work task. An important
aspect that will be observed at the same time is the user’s (un)awareness of the
(in)security of the use of online social networksin the work environment. We
assume thatthe use of online social networks during working hours for personal
purposes that are predominantly hedonistic has a negative impact on the work
efficiency of the employee. We will prove the hypothesis by calculating the daily
lost work efficiency per employee. Atthe same time, we assume that awareness
of the (in)security of the use of online social networks among employees is low.
Forthe research tool, a survey questionnaire is selected, which is forwarded to a
random sample via social networks.

Keywords: online social networks, modern media, employees, work efficiency,
(im)securityof use of online social networks
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1. INTRODUCTION

Online social networks are applications, platforms or other online services and
virtualintegration and collaborationsites (Daowd 2016, 33). Technologically and
ideologically they are based on the so-called web 2.0 (Tajvidi and Karami 2017,
2). They enable the exchange of content of various forms and the free sharing of
ideas atthe level of a particular virtual community, which can arise intentionally
orrandomly and act formally orinformally (Rause 2014). Online social networks
are used by 58.4 % of the world's population, representing 4.62 billion people
(Stamford 2022). With their appearance, the way of communication between
people hasradically changed (Correa etal. 2010; Turban etal. 2011; Mogbel et al.
2013; Holland et al. 2016) on a mass, group, organizational, interpersonal, and
also personal level. If communication is classified among the essential elements
of culture, the emergence of online social networks can be understood as one of
the factors of changesin culture (Castells and Posterin Oblak and Petric 2005, 23).
The possibility of two-way communication, which modern online social networks
enable comparedtotraditional media, satisfies users’ primarysocial need to con-
nectwith othersandthe needto "be heard" (Waters 2010). With the development
and expansion of mobile devices, online social networks have gained even new
and largerdimensions, as users are allowed tointeractonsocial networks without
time and space restrictions (Kane 2017, 41). Most often, the authors cite the need
tosocialize andstrengthenrelationships with family, relatives, friends, colleagues
and acquaintances; hedonisticneeds for pleasure and emotional experience; and
cognitive reasons for satisfying the need to seek information and knowledge
(Ali-Hassan et al. 2015, 67).

Onlinesocial networks are alsoincreasingly presentin work environments (Kane
2017; Tajudeen et al. 2018). Globally, 77 % of employees use online social networks
duringworking hoursand, on average, dedicate 12 % of theiractive working time
to the use of non-productive social networks. Furthermore, we find that almost
half of employers (45 %) do not have an adopted organizational policy (code) on
the use of online social networks in the work environment and that a relatively
large percentage ofemployers(36 %) preventemployeesfrom using them during
working hours (Kolmar 2022).

Employees use online social networks in the work environment for personal or
business purposes. By “personaluse”, we meantheiruse forpurposesthatare not
related to the employee’s work and are used exclusively for personal purposes
(e.g. monitoring daily news, posting, communicating with friends, playing games,
commenting onforums, blogs, etc.). However, when employees use online social
networks (publishing, monitoring news, finding contacts, commenting, checking
good practices, tracking trends, etc.) because due to their nature of work this is
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expected ornecessary, we are talking about use for business purposes (Leftheriotis
and Giannakos 2014, 134-142). Inthe literature, theterm “cyberslacking”is often
used to refer to the personal use of social networks in the work environment,
which could be translated as online "procrastination” (Batabyal and Bhal 2020,
631-647; Lugmanetal. 2020, 1426-1436).

The presence of the use of online social networks in the work environment (for
business or personal purposes) encourages researchers to think about the effects
(positive and/or negative) that the use of online social netwaorks has on the or-
ganizationandthe employee. We are witnessing numerous studies thatfocus on:
the presence of online social networks in the work environment (van Zoonen et
al. 2014; van Zoonen et al. 2017); their intensity (Charoensukmongkol 2014) and
frequency of use (Bretschneiderin Parker 2016); correlation with relationship man-
agementinthe organization (Tajudeen et al. 2018); the importance of searching
andsharinginformation (de Zubielqui et al. 2019); satisfaction with the work task
(Parveen et al. 2015); method of use for communication of employees with the
family (Taha 2018) and culture of knowledge exchange (Naeem 2019, 257-276).
We are alsoseeingresearch that talks about the impact of social networks on the
work efficiency of employees, where we can find that there is no uniform opinion
on whether online social networks in the work environment have a positive or
negative effect onthe work efficiency of employees. Some authors point out that
the use of online social networks in the work environment improves the work
efficiency of employees (Aknin et al. 2013; Richards 2012; Wu 2016; Brooks and
Califf 2017; Mogbel and Nah 2017; Tamengkel and Rumawas 2020), while other
authors point out the negative effects and risks to employees and organizations
(Kihnel et al. 2017; Aguenza et al. 2012; Wushe and Shenje 2019; Razmerita et
al. 2015; Tudu and Pathak 2015; Hysa et al. 2015; Sarbu 2017; Shami et al. 2014;
Munene 2016; Shava etal. 2016), especiallyinthe case of uncontrolled use of social
networks during working hours for personal purposes. In these studies, we find
that work efficiency is defined as the ratio of work outcome to the time invested
in the event (Sickles and Zelenyuk 2019), or as the time spent by an employee to
perform the work for which they are in charge in order to achieve the expected
results (Ferreira and du Plessis 2009).

At this point, it is not superfluous to think about the aspect of (in)security of the
use of online social netwaorks in the working environment. These can pose the
greatestsecurityrisk tothe company’sdataandits possible leakage Jemec2011).
With activities on online social networks, we become vulnerable to cybercrime
(Wise 2009). It has been proven that by using online social networks, companies
become more vulnerable (Sarbu 2017; Cao et al. 2012; Shami et al. 2014).
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1.1 Area and objectives of the research

The research focuses on the use of online social networks during working hours
for personal purposes and the impacts that are consequently reflected on the
employee's work efficiency. Forthe calculation of lost work efficiency, the theory
according tothe authors Ferreira and du Plessis(2009)istakenintoaccount, which
assumesthatthetimeused byanemployeetoperform otherthings during active
working hours that are not related to their work task (including the use of online
social networks for personal purposes) is considered as lost work efficiency. In
parallel, when using online social networks for personal purposes, the aspect of
(un)awareness of the safety of use is also observed.

The primary objective of the research is to examine the extent to which the use
of social networks affects the work efficiency of employees. By calculating the
average working time and the average time that employees devote to using
social networks for non-work-related purposes, data on lost work efficiency will
be obtained. The main causes of the use of online social networks in the work en-
vironmentfor personal purposes will also be highlighted. Animportant aspectin
the use of social networks inthe workplaceisalso the security aspect. Therefore,
the research aims to examine the level of awareness of employees about the
aspect of (in)security, which is not negligible when using online social networks
in the working environment.

Research hypotheses:

Hypothesis 1: The use of online social netwaorks in the work environment for
personal purposes has a negative impact on the work efficiency of employees
and reducesit.

Hypothesis 2: Hedonisticneeds (pleasureand emotional experience) are the main
cause of the use of online social networks in the work environment for personal
purposes.

Hypothesis 3: The level of awareness of theimportance of the aspect of (in)security
when using social networks in the work environment is low.

1.2 Methods of research:

The secondary ortheoretical part of the research involves the collection and pro-
cessing of already existing data. Scientific methods of induction and deduction,
analysisandsynthesisand methods of comparison and generalization were used.
The empirical part covers primary data collection within the research environment
and questions. Fortheresearchtool,anonline survey questionnaire was selected,
which was distributed with the help of social networks. Participationinthe survey
was voluntary, the questionnaire was anonymous. Only people in employment
or full-time employment were included in the random sample. The others were
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excluded beforethestartofthe survey, withthe help of an “elimination” question.
The surveywas conductedin December2022 and, in additionto demographicques-
tion (gender, age, education), it includes 12 closed-ended and one open-ended
questionrelated to the research topic. The data was processed in Microsoft Office
Excel, and the results are presented in word, tabular, and graphical terms.

The survey, which was conducted over a one-month period, involved 346 re-
spondents. 320 questionnaires were analysed, the other 26 questionnaires were
only partially filled out orwere prematurely interrupted and therefore excluded
from the analysis.

Figure 1: Gender of respondents

Source: own research for the needs of the article

AscanbeseenfromTable 1, the majority of respondents (20 %) belongtoagegroup
3andhave ahigheroruniversity education. The leastrepresented are employees
of age groups 1 (youngest) and 6 (oldest), which together amount to only 3 % of
all participants, with their education ranging from vocational secondary school
to university.
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Table 1: Demographic data

Age groups
1 2 3 4 5 6 Per-
NUm- | ont-
Age u Fro Fro Fro Fro 61 ber aqe
to 20 m2l | m31 | ma4l | m51 |years | (n) (3)
ears | 1030 | t040 | 1050 | to60 | and ’
y years | years | years | years | more
Primary school 0 1 1 0 2 0 4 1
Vocational second-
aryschoolorgeneral 4 29 32 49 8 1 123 38

secondary school

Education | Higher education or > 34 65 35 10 1 147 46

university

Master’'s degree 0 5 17 9 1 0 32 10

e o [0 e [ w | w0 | u |
Number (n) 6 69 121 97 25 2 320 100
Percentage (%) 2 22 38 30 8 1 - 100

Source: own research forthe needs of the article

2. RESULTS

When asked aboutthe numberof hoursemployeesspendinthework environment
perday,the vast majority (86 %)saythattheyspendanaverage of 8 hoursatwork,
5%say 9 hours, 4 %say 12 hours, 2%say 10 or 11 hours. Based onthe data, we can
calculate thatthe averageworkingtime of respondentsis 8 hours and 33 minutes
(513 minutes). The calculated average time was expected, as most workplaces
are regulated by an 8-hour workday. The data will be used to calculate the lost
work efficiency of employees.

Almost half of respondents (43 %) do routine work, 31 % professional or clerical
work and 21 % creative work that requires innovation and trend tracking. The
option "other” was listed by5 % of respondents. The majority of respondents (96
%) use online social networks in the workplace during working hours, while 4 %
do not use social networks. With this question, it was emphasized that the time
in questionisworking time, i.e. time devoted exclusively to work, and thatlunch
breaksorotherbreaks are exempt.Alarge percentage ofrespondents (76 %) who
use online social networks in the workplace use them for non-work-related
purposes, while 24 % use them for work purposes. The analysis shows that the
vast majority of that 24 % are employees who perform creative or innovative
work. The key results of the analysis related to this group of respondents will be
presented below.
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Respondents most often (30 %) use Facebook, 21 % of them use Instagram, 14 %
LinkedIn, 11 % YouTube, 6 % Tik Tok, 5 % Twitterand WhatsApp, 3% Viberand 1% list
"otheronlinesocial networks". 4% of respondents who don't use social networks
chose the answer "l do not use social networks".

Furthermore, the temporal use of online social networks was analysed during
working hours, which were supposed to be devoted to active work. This is foruse
forpurposesunrelatedtothe employee’s work. We note that 24 % of respondents
use online social networks for personal purposes for 45 minutes during the time
theyaresupposedtobeactivelyworking.21 % ofthem usethemfor 60 minutes, 20
% for 30 minutes, 15 % for 15 minutes, 11 % for 90 minutes, 5 % for 120 minutes or
moreand 4 % ofrespondents do notuse social networks. Based onthese responses,
the average daily time of use of online social networks in the work environment
was calculated for non-work-related purposes. The average time is 47 minutes,
which we estimate as a relatively wide time span.

When asked about the main purpose of using online social networksin the work
environment, mostrespondents (35 %) statethattheyusethemforentertainment
(commenting, searchingand sharing pictures, videos, etc.), 28 % statethe purpose
of “informal exchange of information with colleagues, friends and family”, 21%
indicate the purpose of monitoring news and events around the world, and 12 %
of employees use social networks forthe purpose of education and searching for
work-related information and contacts. 4 % of respondents state that they do not
use social networks during working hours.

Under key advantages 43 % of respondents cite stress reduction, 19 % cite estab-
lishing and maintaining relationships with colleagues, friends and family, 20 %
citeimproving general and professional skills in connection with work, 13 % cite
strengthening motivation, 3% see no benefits, and 2 % cite the answer "other
advantages than those mentioned".

When asked about the disadvantages of using online social networks during
working hours, more than half of respondents (55 %) indicate that the use of so-
cial networks during working hours, if theiruse is not related to work, distances
employees from the essence of the work task. That the use of social networks is
anunnecessary waste oftime, which is otherwise intended for work, is stated by
22 % ofrespondents, further12 % indicate anincreased possibility of hackinginto
company data (malicious software codes, cyber-attacks, etc.), 7% state that the
use of social networks has no disadvantages and 4 % indicate that excessive use
of social networks can lead to addiction and mental problems.

The self-assessment of the impact of the use of social networks on the work effi-
ciency of the respondents was also analysed. More than half of the respondents
(57 %) say that social networks have a negative impact, 34 % say that they have a
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positive impact (8 %) say that they have no influence and 4% of respondents who
do not use social networks in the workplace say that social networks have no in-
fluence on their work efficiency because they do not use them. A relatively high
percentage of self-assessmentattributed to the negative impactwas not expected.

A high percentage of respondents (77 %) state that in the company where they
are employed, they do not have an organizational policy on the use of social net-
works (a code with rules and provisions on the use of online social networks in
the working environment), while 23% of respondents said that such rules are in
place. We further note that 58 % of those respondents who do not have an organ-
izational policy on the use of social netwaorks in companies have answered that
theirimplementation would be reasonable, while 42 % believe that regulation
of use is not necessary.

Inthe last open-ended question, we touched on the (un)awareness of the aspect
of (in)security thatis presentwhen using social networks. 186 respondents (58 %)
answered the question of whether they are aware of the dangers of using social
networks in the workplace and of which dangers they are aware. The answers
can be systematically classified into three categories: (in)security for the user of
online social networks, which was highlighted by 49 % of the respondents, (in)
security for the company, which was highlighted by 32 %, and no danger, which
was the answer of 19 % of the respondents. In the category of “(in)security for
users” of onlinesocialnetworksintheworkenvironment, respondentsmostoften
highlightthe following aspects: addiction to online social netwaorks, possibility
of identity theft (illegal data acquisition), loss of privacy, online harassment, loss
of contact with reality, online fraud, loss of social skills (online communication
replaces personal) and the formation of false self-image. In the category of “(in)
security forcompanies”, the following most frequently listed answers are mean-
ingfully linked: increased possibility of hacking malware, reduction of the work
efficiency of an employee ("I am stealing the company’s working hours for which
I am paid” was the answer of one of the respondents), disruption of the work
process, increased possibility of leakage of important and confidential data from
the company (it may resultin a decrease in the reputation of the company and its
competitiveness) and susceptibility to cybercrime. In the “no danger” category,
respondents state very similarly that they do not feel “threatened” and that they
do notsee any danger when using online social networks.

3. CONCLUSION

The results of the research have shown that the use of online social networks,
when used for personal purposes by employees in the work environment, has
a negative impact on theirwork efficiency. Calculated lost work efficiency on a
daily basisis anindicator of how extensive the loss can be if the daily calculation
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is generalized to monthly orannual. The calculated loss of work efficiency would
gaineven more weightinthe case of afinancial evaluation, which could be anin-
teresting topicforalarger survey. In addition to the financial aspect, the security
aspectfortheindividualand the companyisnotnegligible either, because despite
the state-of-the-art protection systems, safety risks when using online social
networks cannot be avoided. Awareness that there are safety risks associated
with the use of online social netwaorks is the first important step, both for the
individual and the organization.

One ofthe possible ways we propose to requlate the use of online social networks
inthe work environment for personal purposes is an appropriate organizational
policy (code) that would give instructions on what and in what time frames is al-
lowedinthework environment (active working hours) and whatis not. We agree
with many theorists who point out that a total ban on the use of online social
networks during working hours for personal purposes could have a negative
impact on employees, as online social networks represent a powerful commu-
nication toolforemployees.Thisideais also confirmed by the factthat manyvery
successful companies do not ban the use of online social networks in the work
environment for personal purposes.
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WHAT ARE THE CONSEQUENCES OF AN
UNINFORMED PUBLIC FOR ENERGY SECTOR?

Ilvana Beli¢, Ph.D. Candidate
Alma Mater Europaea - European Center Maribor, Slovenia

ABSTRACT

Understanding current trends in each sector is important for developing more
effective solutions. Therefore, itisimportantto ensure that the publicis well-in-
formed about the sectors that create our society. The energy sector is certainly
one of them. The last year also showed how energy is important for preserving
democracy with an emphasis on the energy independence of each individual
society. The subject of this paperis to show how important an informed publicis
for the energy sector. Energy prices reached record levels in 2022. According to
thereport of the Council of the European Union (2023), the cause of the increase
in energy prices is the Russian invasion of Ukraine, namely, the dependence of
European countries on Russian gas. The research question is how familiar the
general publicis with the basic concepts of energy, energy transition and climate
change mitigation. The main hypothesisisthataninformed publicis crucialforthe
energy sector. In orderto conduct the research and verify the set hypotheses, the
author will use quantitative research of a survey conducted on a sample of 572
respondents aged 18 to 65, as well as analysis of previously conducted research
and available literature, to confirm the hypothesis that an informed publicis
important for the energy sector. Without energy independence, even a secure
democracy is not possible.

Keywords: informed public, communication, energy crisis, energy transformation,
climate change
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1. INTRODUCTION

Accordingto Peters, the publicisaset of “operators who come out of their private
environmentand publicopinionistheiragreement on matters of generalinterest”
(Petersinlugo, 2012, 21). Education of the publicanditsinclusion in decision-mak-
ing processes in the energy sector is still not a common phenomenon in Croatia,
although progressisvisible, mostlyinthe promotion of renewable energy sources
and energy efficiency. The media is the main information intermediary between
the generalpublicand eachindividual, includingthe energy sector. “The media are
by no means justa mere factorinthe transmission ofinformation, whichthe term
itself, etymologically speaking, incorrectly indicates, butthey actively participate
inthe construction of social, political, economic, cultural and every otherreality,
butatthe same time they are also a product of those same realities.” (Hromadzic
2014, 18).Aninformed publicisimportantforeverysector,including energy, and
according to Plenkovi¢, media communication has always been connected with
education (Plenkovi¢ 2014, 15).

Inthe age of different media communication channels, information is made easier,
on the one hand, because it enables the provision of information from different
sources (television, radio, newspapers, online portals, social networks, etc.). At
the same time, it is also difficult, because it often sets before the general public
the difficult task of distinguishing the relevant from the irrelevant, the true from
the false. "Communication is sending a message from one pointand reproducing
it correctly or approximately correct atanother point.” (Zgrablji¢ Rotar 2020, 52).
If the recipients of the information are a poorly informed public, then this exact
publiccannot perceive the information asimportantand cannotidentify with the
sectortopicitself. How importantitis to deal with the public was emphasized by
Glotz, who criticizes the communication science of this inability (Glotz in Kunczik
2006, 30). Therefore, the conclusionis drawn from the fact that one sector, in this
case, the energy sector, without clear communication cannot transmit messages
welltothe general public, whichthenremains uninformed, and fortopicsand/or
projects where publicinvolvement s crucial, implementation is lacking.

The last major research on “Renewable energy sources and energy efficiency -
2003" was conducted in 2003. The research was conducted by a PhD Julije Domac
and M.Sc. sc. Velimir Segon from the Hrvoje PoZar Energy Institute in cooperation
with Assoc. dr. sc. KreSimir Kufrin from the Department of Sociology, Faculty of
Philosophy, University of Zagreb, and Biljana Kulisi¢, B.Sc. oecc., Ekoliburnia

2. PURPOSE AND OBIJECTIVES

The aim of thisworkisto determine the level of publicawareness of energy transfor-
mationtopicsandtoshow howimportantaninformed publicisforthe energysector.
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Based onthe objective given, the following hypothesis has beenset: aninformed pub-
licisimportantforthe energy sector. For research purposes, a survey was conducted
withthe help ofthe www.qualtrics.comtoolinthe period fromJanuary4to 16, 2023.
The survey was posted on social networks, where its reach was achieved by sharing,
and itwas accessed by 572 respondents aged 18 to 65 from the Republic of Croatia. It
was conducted anonymously and voluntarily. The obtained research results will be
seen in the context of previous research, one of which was conducted in December
2003 0n1,500respondentsinthe area ofthe city of Rijeka and Zagreb, and the second
in 2009 in the city of Zagreb, which was attended by 400 respondents. Both kinds of
research will be analysed in order to compare data and draw conclusion.

3. RESEARCH METHODOLOGY

Intheresearch will be used the method of analysing the conducted survey, previ-
ously conducted surveys on the subject of informing the public about important
energytopicsand concepts, and analysing the content of relevant literature. Firstly,
the analysis of the content of the survey conducted in January 2023, conducted
by the author of the article, will be undertaken. The data was collected through
anonline survey conducted with the help of the qualtrics online tool. The survey
was carried outin the period from January 4 to 16, 2023.

The survey questionnaire was conducted anonymously and voluntarily and con-
sisted of 3 introductory, 3 general and 27 thematic questions distributed in four
thematic units to evaluate the level of information of the public through funda-
mental energy issues and terms. The survey was attended by 572 respondents
aged 18to 65 inthe Republic of Croatia.

Thefirst part ofthe questionnaire consists of 3introductory questionswhich aimis
toobtaininformation aboutthe public's knowledge about energy transformation,
the public's attitude towards the green agenda and green policiesin general, and
the degree to whichthe public perceives the threatfrom climate change. Respond-
ents were offered response variables from strongly agree to strongly disagree.

The second partofthe questionnaire consists of 4 thematic areas: Energy transfor-
mation and climate; Energy use and the objectives of the Green Deal; Investments,
incentives and subventions and behaviours and habits. Within thematic areas,
respondents were asked 27 questionsto which they could give answers according
to the Likert scale - from strongly agree to strongly disagree.

The third part of the questionnaire determines the type of residence, level of
education and age of the respondents who participated in this research.

The purpose of an online survey conducted on 572 respondents was to examine how
familiar the publicis with the fundamental concepts of energy transformation, i.e.
energyand climate, butalso how much knowledge they have aboutlegal regulations.
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After the analysis of the conducted survey, the data and conclusions obtained
from the large survey finished in December 2003 entitled “Renewable energy
sources and energy efficiency - 2003" conducted by Dr. sc. Julija Domca and M.Sc.
Velimir Segon from the Energy Institute Hrvoje PoZar in cooperation with Assoc.
dr. sc. KreSimir Kufrin from the Department of Sociology, Faculty of Philosophy,
University of Zagreb, and Biljana Kulisi¢, B.Sc. oecc., Ekoliburnia will be analysed.
After the analysis of the obtained results of the above-mentioned research, we
will approach the analysis of the results of the survey conducted in August 2009,
which was conducted by the Regional Energy Agency of North-western Croatia
in cooperation with the Faculty of Philosophy of the University of Zagreb, the
Department of Sociology in the City of Zagreb, and which was attended by 400
ofthe respondents.

3.1.Theresults of the survey conducted inthe period from January 4 to 16, 2023

In the survey participated 572 respondents in the age group from 18 to 65 both
voluntarily and anonymously. Survey question number 1 asked the respondents
to assesstheirlevel of knowledge about the energy transformation. According to
the obtained results, most respondents answered that they were informed “nei-
therwell norbadly”, exactly 27.1 % of them. 25.7 % of respondents were partially
informed and 21.6 % were wellinformed. 17.6 % of respondents believe that they
arenotinformed aboutthe subject,and 7.8 % of respondents consider themselves
extremely well-informed.

Graph 1: To what extent are you familiar with energy transformation?
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good
neither good nor bad

partially

Mostly not familiar
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Source: Survey 2023.
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With the second question, an answer was obtained about the respondents’ atti-
tudestowards Green policies, inwhich 50.2 % of respondents expressed a positive
attitude, and 28.8 % of respondents expressed an extremely positive attitude. 15.4
% of respondents have neither a positive nor a negative attitude, 4.4 % express a
negative attitude towards the green agenda and green policies in general, and
1.2 % of them have an extremely negative attitude.

From the first group of questions, Q3 aimed to check the attitude of the respond-
ents to what extent they consider the threat from climate change, whereby the
majority of respondents, 48.4 % expressed a strong threat and 40 % of them a
threat from climate change. 8.3 % of respondents believe that climate change is
boththreatening and notthreatening, while 2.4 % believe thatitis notthreatening
and 0.7 % of respondents have no opinion on the subject.

Graph 2: In your opinion, to what extent does climate change threaten the qua-
lity of life on the planet?
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threatening
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| have no opinion
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Source: Survey 2023.
The firsttopic area, Energy and climate, sets before respondents 7 questions. For
the first question, which states that | am energy literate, 42.1 % of respondents
agree with the statement, 38.1 % of respondents neither agree nor disagree, 9.9
% of respondents disagree, 7.1 % of respondents strongly agree, while 2.6 % of
respondents strongly disagree.

The second questionunderthe sametopictriesto getananswerinwhich percent-
age ofrespondentsagree ordisagree withthe statementabouttheimportance of
aninformed publicwhenitcomesto energy transformation. 46.3 % of respondents
agree on the importance of information, 40.7 % strongly agree, 5.9 % strongly
disagree, 5.7 % neither agree nor disagree, while 1.2 % of them disagree.

The claim that energy transformation will slow down climate change shows that
the majority of respondents, 52.6 % of them consider the statementto be true and
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agree withit, 23.4 % of respondents neitheragree nordisagree, 11 % of respond-
ents strongly agree, and almost to the same extent they disagree, precisely 10.5
% of them. 2.5 % of respondents strongly disagree with the statement.

Inthe questionnaire, 47.5 % of respondents agree that climate changerepresentsa
realthreattosociety,and 38.5 % strongly agree. 6.5 % neitheragree nordisagree,
4 % disagree and 3.5 % strongly disagree.

Underthetopic of energy and climate, respondents were asked a question about
assessing theirown responsibility, so they answered the question of whetherthey
think that personal changes can affect reduced dependence on energy imports.
52.7 % ofrespondents agree with the statement, 20.9 % neitheragree nordisagree,
13.3 % strongly agree, while 9.6 % disagree and 2.4 strongly disagree that their
behaviour caninfluence the above.

The penultimate statement refers to personal changes in the field of combating
climate change. 56.9 % of respondents agree, 17.1 % neither agree nor disagree,
14.7 % strongly agree, 8.4 % disagree, and 2.8 strongly disagree.

Thelaststatementreferstothe energytransformationandits necessity forastable
democracy. 41.1 % agree with the statement, 33.7 % neither agree nor disagree,
11.4 % disagree, 10.3 % strongly agree, and 3.5 % strongly disagree.
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Graph 3: Energy transformation and climate
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The second thematicunit of the survey questionnaireis the use of energy and the
objectives ofthe Green Deal. Thesixstatements have beensetin orderto showthe
respondents’ attitudes and levels of information on the mentioned subject. 38.8
% of the respondents claim that they are not familiar enough with the national
energy strategydocuments onthe subject of energy production/consumption. 27.4
% of them neitheragree nordisagree with the statement, 17.7 % agree and consid-
erthemselves familiar, while 12.2 % strongly disagree and 3.8 % strongly agree.

The second statement is the public's familiarity with national energy production
and consumption (categories of energy sources), of which 32.5 % of respondents
disagree with the statement, 29.2 % neither agree nor disagree, 24.8 % agree,
10.4 % strongly disagree, and 3.3 % strongly agree.

To what extent the respondents themselves follow global discussions and liter-
ature onthe topic of energy production/consumption revealed that the majority
of respondents, precisely 31.9 % neither agree nor disagree with the statement,
31.6 % disagree, 26.2 % agree while 6.5 % of them strongly disagree, and 3.7 %
strongly agree.

The fourth question featuring the subject of publicawareness of national energy
production and consumption refers to EU energy directives and strategic docu-
ments, under which the majority of respondents, 37.4 % of them answered they
disagree that they are informed about the topic, 22.2 % of respondents neither
agree nordisagree, 22.0 % considerthemselvesinformed, 14.2 % strongly disagree
while 4.2 % strongly agree.

The penultimate statementreferstobeinginformed about where to find written
versions of EU energy directives and national strategic documents. According to
therespondents’ answers, analmostequal numberboth agree and disagree with
the statement. 33.6% of respondents agree while 30.4 % disagree. 15.6 % neither
agree nor disagree, 10.8% strongly disagree and 9.6 % strongly agree.

The awareness of theimpactofthe energy sectoronthe life of the respondents was
expressed by 56.1 % of respondents who agreed, and 20.1 % ofthem who strongly
agreed. 15.9 % of respondents neitheragree nordisagree with the statement, 6.6
% disagree, and 1.2 % strongly disagree with the statement.

The third thematic unit of the second part of the survey refers to Investments,
incentives and subventions, in which 36.7 % of respondents expressed that they
neither agree nor disagree with the statement that their household is energy
efficient, while 28.8 % disagreed with the same claim. Of the total number of
respondents, 28.5 % agreed, 3.3 % strongly agreed, and 2.6 strongly disagreed.

The majority of respondents, 67.6 % of them, confirmed that they are aware of
areas in which they can improve the energy efficiency of their household, and
11.4% strongly agreed. 14.3 % of respondents neither agree nor disagree, 5.9 %

179



ALMA MATER EXPLORING THE CHANGING LANDSCAPE:
PRESS THE IMPACT OF CONTEMPORARY MEDIA COMMUNICATION ON COMMUNICATORS

disagree that they are aware and 0.7 % strongly disagree. Regarding the aware-
ness of risks related to the use of inefficient household appliances, 65.9 % of the
respondents agreed, and 17.1 % strongly agreed. 12.4 % of respondents neither
agreenordisagree, 3.8 % disagree,and 0.7 % strongly disagree, which isthe same
percentage as in the previous question. 42.1 % of respondents are aware of the
nationalincentive programforinvestinginimproving household energy efficiency,
while 26.4 % of respondents neither agree nor disagree that they are aware of
the aforementioned. 18% disagree and consider that they are not familiar, while
6.8 % strongly disagree and 6.6 % strongly agree.

Part of the respondents, 36.9 % think they know how to find information about
incentive schemes, 23.9 % disagree, and 23.4 % neither agree nor disagree. 8.9 %
of respondents strongly agree, and 6.8 % strongly disagree.

About plans for investments to improve household energy efficiency in the next
onetofiveyears, 40.2 % of respondents agreed with the statement, 25.3 % neither
agreed nordisagreed, and 20.1 % disagreed. Of the total number of respondents,
10.5 % strongly agree with the statement that they are planning investmentsin
the near future, and 3.8 % strongly disagree.

When asked about knowledge of calculating the potential returnoninvestmentfor
improving energy efficiency, 38.3 % of respondents disagreed with the statement,
21.5% neitheragreed nordisagreed, 19.9 % agreed, and 15 % strongly disagreed.
Only 5.2 % of respondents strongly agreed.
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Graph 4: Investments, incentives and subventions
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The last thematic area covered by research is the behaviours and habits of re-
spondents. 60.6 % of respondents agree with the statementthattheyare familiar
with the concept of sustainable energy use, 18 % of respondents neither agree
nor disagree, 14.34 % of respondents strongly agree, while 5.2 % disagree, and
1.7 % of them strongly disagree.

62.9 % of respondents are familiar with the term climate change and strongly agree
with the statement, while 30.4 % strongly agree. 4.3 % of respondents neither
agree nor disagree, 1.6 % disagree, and only 0.7 % strongly disagree.

When it comes to being informed about the work of energy companies, 34.6 %
of respondents neither agree nor disagree with the statement, 29.4 % disagree,
and 26 % agree. Ofthe totalnumber of respondents, 5.4 % strongly agree, and 4.5
% strongly disagree.

41.9 % ofrespondents considerthe energy sector more importantthanthe tourism
sector,and they agree with this statement. 33.9 % neither agree nordisagree, and
12.6 % strongly agree. 8.9 % of respondents disagree, while 2.6 % strongly disagree.

To the claim what percentage of respondents tries to be familiar with new trends
regarding the choice of a sustainable lifestyle, 49.3 % of them agree with the
statementand 27.4 % neitheragree nordisagree. The percentage of respondents
who disagreed with the statement and those who strongly agreed with it, in this
case, is equaland amountsto 10.7 %. 1 % strongly disagreed.

The penultimate question is summarized in the statement about the awareness
ofthe problem of global climate changein connection withtheincrease in energy
consumption and pollution in society. 65.91 % of respondents agreed with the
statement, while 17.3 % strongly agreed, 12.8 % of respondents neither agreed
nor disagreed with the statement, 2.4 % disagreed, and 1.6 % strongly disagreed
with the statement.

The last question of the fourth thematic unit of the survey questionnaire aimed
to find out how many respondents consciously decide to travel without a car and
thereby make an additional daily contribution to climate and energy protection.
32.3 % of the respondents agreed and 28.9 % neither agreed nor disagreed. 20.6
% of the respondents disagreed, while 11.4 % strongly agreed and 6.8 % strongly
disagreed with the statement.
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Graph 5: Behaviours and habits

B 21.1 am familiar with the term sustainable
use of energy.

. 22. | am familiar with the concept of

| strongly disagree climate change.

M 23. | am familiar with the work of energy
companies.

B 24. 1 consider the energy sector more
important than the tourism sector.

25. | try to be aware of new

trends/innovations regarding the selection.

. 26. | am aware of the problem of global
climate change in relation to the increased.

| disagree N2 consciously decide to travel without a car

(e.g. I walk, use a bicycle...)

| neither agree
nor disagree

| agree

| strongly agree

T T T T T T T
0 50 100 150 200 250 300 350 400
Source: Survey 2023.

183



ALMA MATER EXPLORING THE CHANGING LANDSCAPE:
PRESS THE IMPACT OF CONTEMPORARY MEDIA COMMUNICATION ON COMMUNICATORS

The questionnaire ended with an overview of the type of housing in which the
respondents live, and according to the results, 75.9 % of the respondents live on
theirproperty, 13.1 % ofthemrent,and 11 % share a household with their parents.

Moreover, with regard to the level of education, 81.6 % of respondents stated that
they have a higher education, while 17.8 % have asecondary education, 0.3% have
no education, and 0.1 % have a primary education.

Inthe survey participated 572 people, of which the largest number of respondents,
37.2%,belongstothe 35-45 age group; then follows the age group 45 - 55 years,
which was declared by 30.2 % of respondents. 15.6 % belong to the 25-35 group
and 12.59 % to the 55-65 group. Only 4.2 % of respondents were in the first age
group, that of 18-25 years.

3.2. Results of the December 2003 survey

InDecember2003, alargesurveywasconducted on 1,500 respondents entitled “Re-
newable energysources and energy efficiency - 2003". The research was conducted
by a PhDJulije Domacand M.Sc.Velimir Segon from the Hrvoje PoZar Energy Institute
in cooperationwith Assoc. dr. sc. KreSimir Kufrin from the Department of Sociology,
Faculty of Philosophy, University of Zagreb, and Biljana Kulisi¢, B.Sc. oecc. Ekoliburnia.

The analysis carried out had two main conclusions, the first of which is the une-
quivocalsupportofthe publicinthe use of those energy technologies and energy
sources that reduce negative impacts on the environment, even in the case of a
higher price of produced energy, and the relatively weak public awareness of
both generalaspects of energy production and consumption, aswell as on specific
aspects related to the use of renewable energy sources. The survey covered the
urban population of Rijeka and Zagreb, whereby 600 people were interviewed
inRijekaand 900in Zagreb. (Social ecology, 2004. Renewable energy sources and
energy efficiency. Attitudes and opinions of residents of Zagreb and Rijeka.). In its
conclusion, theresearchindicatesthe furtherneed forsurveyingresidentsinorder
to create an educational program that would enable more active involvement of
citizensin projectsin the area of the energy sector.

One of the questions aimed to determine the respondent’s assessment of the
level ofinformation when it comes to saving energy, the impact of energy plants
on the environment, and familiarity with the plans of the Government of the
Republic of Croatia on energy production. The results showed that respondents
areill-informed about Croatia’s plans, precisely 60 % of them. They also were not
informed enough about the impact of energy plants on the environment. On the
otherhand, therespondentsinthe mentioned survey showed how well-informed
they are regarding the economic use of energy. In conclusion, the authors of the
survey did not question the level of information through the media, but only de-
termined the degrees of information on certain energy topics.
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3.3.Theresults of the August 2009 survey

400 respondents participatedinthesurvey conducted in August2009inthe area
of the City of Zagreb. The research was carried out as part of the project “So-
cio-culturalaspects ofthe public's attitude towards renewable energy sources”,
which - with the support of the Ministry of Science, Education and Sports of the
Republicof Croatia - was carried out atthe Department of Sociology of the Faculty
of PhilosophyinZagreb. The aim of the research was to determine the attitudes
and opinions of the citizens of the City of Zagreb on the use of renewable energy
sources and the application of energy efficiency measures (Kufrin 2009). The data
were collected through a survey conducted using the technique of individual oral
interviews (face-to-face). Theresults obtained through this research also showed
that the respondents believe that they are the bestinformed when it comes to
savings and more efficient use of energy in the household (46 % believe that
they are "well" or "extremely well” informed). However, a low level of public
knowledge is mainly about the topics concerning the use of renewable energy
sources and alternative fuels, measures for more efficient use of energy in the
city of Zagreb and plans for the construction of new power plantsin Croatia. On
none of these topics, the answers “good"” and “extremely good" were recorded
with afrequency higherthan 10 %. (Kufrin 2009). In the conclusion of the survey,
itisstated that "Astrong desire for additionalinformation on energy issues was
expressed: regardless of the topic, at least three-fifths of the respondents ex-
pressed this need, and more than four-fifths showed interestin 5 of the 8 topics
offered.” In the centre of interest are topics related to the use of energy in the
household, which suggests thatinterestin energy topicsis primarily motivated
by energy bills issued.” (Kufrin 2009)

4. DISCUSSION

If we compare the results of the research carried outin 2003 and 2008 and the
results obtained from the research from 2023, we can conclude that the public
is ready to accept changes, however, neither then nortoday is informed enough
with national plansin the field of energy production and consumption, nor with
strategicincentive plans, which should be reflected inthe energy strategic docu-
ment. The results confirm the hypothesis thataninformed publicisimportantfor
the energy sector, because it is precisely the lack of information that is holding
backthe energytransformationinthis case, specifically Croatian society, whichis
supported by the latest Eurostat report from 2022, according to which Croatia is
the second worst per capitainthe EUwhen speaking abouttheinstalled capacity
of solar power plants (Eurostat 2023).

From then until 2023, no survey of a similar nature was conducted, therefore the
2023 survey represents the latest one with a population of 572 respondents cov-
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ering the entire territory of the Republic of Croatia. A sample of this size allows
conclusions to be drawn with an acceptable margin of error.

The obtained results of the survey in 2023 show that forthe furtherimplementa-
tion of energy projectsitisimportanttoinformthe publicabout national policies
and measures and to familiarize the public with national strategic projects. All
thisis possible with the assumptionthatthe strategicframeworks of the national
governmentexist. The public, whichisinformed about the situation within a par-
ticularsectorand hasrelatively good knowledge about key events that affect the
life of every individual, is ready for changes that are possible with a clear vision
and plan of the state.

The answersreceived suggestthatthe publicis half-informed about the topic. Fur-
thermore, answerssuggestthatrespondents feelthe threatfrom climate change,
but they also have a positive attitude towards the green agenda and policies.

The reasons behind relatively poorinformation can be different - low interestin
the mentioned topics, insufficient, deficientand sporadicinformation that citizens
receive from competentservicesandinstitutionsand through the mass media, nar-
rowly economicand “private” interestin energy topics - which cannot be reliably
determined based on this particular survey. What can certainly be determined is
theinsufficient level of information from the responses of the respondents.

Itmustalso be noted thatthe self-assessment ofinformation should notbe uncon-
ditionally considered as an objective indicator of the actual level of information,
since such an assessment is not independent of various “intervening” variables
such as personality traits. Nevertheless, the results that are shown indicate the
relative relationships of information about certain topics and suggest groups of
topics about which level of information is on a similar level.

5. CONCLUSION

From the aforementioned research and available data, it follows that itisimpor-
tantforcitizenstounderstand the problems and decisions that concernthem, and
the results of the conducted survey showed three key things: a) The majority of
respondents consider the energy sector more important than the tourism sector
and are aware of the impact of the sector on everyday life, b) The majority of re-
spondentsrecognize theirownresponsibility in preventing climate change and are
ready to switch to energy-efficient and renewable energy sources, even though
the calculation of return oninvestmentis not clear to the majority ¢) The majority
of respondents are not informed enough about national energy production and
consumption, as well as the energy strategy.

The benefits of an informed public are visible in every sector. For example, a
well-informed public can make good financial decisions that can improve their
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economicwell-being. Aninformed public can also make better health and safety
decisions, which can lead to improved public health outcomes. This is best illus-
trated through the COVID-19 pandemic and the acceptance or non-acceptance of
the decisions of health institutions and experts. In addition, an informed public
can help promote civicparticipation and fostera more engaged society. It follows
that when the publicis informed, they are more likely to participate in the deci-
sion-making process, which can help lead to better policies. An informed public
canalso help makethe publicaware of the problemsfacing oursociety, which can
help create better solutions that benefit everyone. Despite the importance of an
informed publicfor everysector, several challenges need to be overcomein order
to ensure that the public has access to the necessary information.

One ofthe biggest challengesisthe lack of access to quality information. Intoday's
society, thereisanabundance ofinformation available, butitis oftenunreliable or
incomplete. This canlead to asituation where the publicis notaware ofimportant
information that could be used to make better decisions.

Anotherchallengefacinganinformed publicisthe negative effect of misinformation.
With so much information available, it can be difficult to determine which sources
are reliable and which are not. This can lead to the spread of false information,
which can have a serious impact on public decision-making. Finally, the difficulty
in obtaining accurate information on time can also be a challenge for aninformed
public. Asthe news cycle moves quickly, it can be difficult to keep up with the latest
developmentsineachsector.Thiscanleadtothe publichavinganincomplete orout-
dated understanding of current trends. Ethical principles should be followed here.

The third, perhaps the most important challenge to overcome is the existence
of national plans and strategies that the public will be familiar with and will be
able to follow and actin accordance with them, as well as make their own plans
atthe levels of their lives.

Numerous strategies can be used to develop an informed public. The first step
should be to provide information materials that the public can easily access. This
caninclude newsletters, brochures, websites and social networks, and traditional
media (television, radio, print) that are reqularly updated with accurate informa-
tion. In addition, organizing informative events and workshops can be a great
way to spread knowledge and understanding. To ensure that this information
reaches the right people, it is important to build relationships with community
members and establish a network of people who can spread information and
serve as resources for the public. In this way, people can easily access relevant
information and stay up to date with the latest trends and developments in each
sector. Furthermore, it is essential to ensure that the language used is clear and
easilyunderstood by the public. We often witness situations where communication
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is carried out in professional language that is not comprehensible to the general
population. Itis equally important to communicate information attractively and
interestingly way to keep people interested and motivated to stay informed.

Thesestrategiescan help create aninformed publicthatcan make the right decisions
and improve the success of each sector. The more informed the publicis, the better
equipped itisto make decisions that will benefitsociety as awhole. In addition, an
informed public can also benefit the sector in terms of security. A well-informed
publiccanhelp detectand reportanysuspicious activity that may be taking placein
the sector. This can help prevent any malicious activity, such as fraud and theft. An
informed publicis crucial for every sector, as well as for society in general.
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DIGITAL CHANNELS AS A MARKETING METHOD
IN SLOVENIAN SOCIAL ENTREPRENEURSHIP

Sabrina Simonovich, Ph.D. Candidate
Alma Mater Europaea - European Center Maribor, Slovenia

ABSTRACT

Introduction: Digital channels as a form of marketing are becoming the main
way of marketing communication for companies worldwide. Itis not hard to see
why: real-time communication, which establishes them as an effective market-
ing method. Ratten (2014, 1) concludes that as more businesses utilise emerging
technology, this has shaped the way that social e-enterprises are functioning.
The aim of this thesis is to focus on the link between digital marketing and social
enterpreneurship in Slovenia, offering a new perspective on the role of digital
marketing in the development and success of social enterpreneurship. Methods:
The study includes a quantitative and qualitative method: a digital survey of all
thesocial enterprisesin Slovenia and a literature analyses of the previous studies.
Results: The results will contribute to the existing literature on digital marketing
andsocial enterpreneurship. Discussion: Social enterprises work forsocial benefit
and are therefore less market-oriented. For this reason, itis possible that they do
not use enough new and more effective marketing methods, which may affect
not only their successful operation but also the service user's awareness of the
social benefit orientation of the social enterprise and his/herindirect support for
such enterprises.

Keywords: social enterpreneurship, digital marketing, marketing methods, digital
communication, digital channels
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1. INTRODUCTION

“Social entrepreneurship is a form of entrepreneurship that responds to problems in
society with its products and services and creates social benefit. Through their activities,
social enterprises contribute to the innovative solution of social, economic, environmen-
tal and other social problems and provide jobs and the social inclusion of vulnerable
groups. Social entrepreneurship means the permanent performance of social entrepre-
neurship or other activities under special employment conditions, namely through the
production and sale of products or the provision of services on the market, but making a
profitis not the main goal of the activity. The main purpose of social entrepreneurship
is to employ long-term unemployed persons and to engage them in such a way that
they independently generate income and provide for their own survival within the
framework of social entrepreneurship.” (Government of Slovenia, social enterprises)

Digital marketing is the marketing of products or services using digital technolo-
gies, mainlyonthelnternet, butalsoincluding mobile phones, display advertising,
and any other digital medium. Digital marketing's developmentsince the 1990s
and 2000s has changed the way brands and businesses use technology for mar-
keting. As digital platforms are increasingly incorporated into marketing plans
and everyday life, and as people use digital devices instead of visiting physical
shops, digital marketing campaigns are becoming more prevalent and efficient.
[...] Digital marketing encompasses all marketing efforts that use an electronic
device or internet. Businesses leverage digital channels such as search engines,
social media, email and their websites to connect with current and prospective
customers. This canalso bereferred as ‘online marketing’, ‘internet marketing' or
‘'web marketing'. Digital marketing is defined by use of numerous digital tactics
and channels to connect with customers where they spend much of their time:
online. From website to business's online branding assets - digital advertising,
email marketing, online brochures, and beyond -- there's spectrum of tactics
falling under the umbrella of digital marketing. Digital marketing is the market-
ing of products or services using digital technologies, mainly on the Internet, but
alsoincluding mobile phones, display advertising, and any otherdigital medium.
Digital marketing methods such as Search Engine Optimization (SEO), Search
Engine Marketing (SEM), Content Marketing, influencer marketing, content auto-
mation, campaign marketing, data-driven marketing, e-commerce marketing,
social media marketing, social media optimization, e-mail direct marketing,
display advertising, e- books, and optical disks and games are becoming more
common in advancing technology. Digital marketing now extends to non-Inter-
net channels that provide digital media, such as mobile phones (SMS and MMS),
callback, and on-hold mobile ring tones. [...] Digital marketing's development
since 1990s and 2000s has changed way brands and businesses use technology
for marketing. As digital platforms are increasingly incorporated into marketing
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plans and everyday life, and as people use digital devices instead of visiting
physical shops, digital marketing campaigns are becoming more prevalent and
efficient. In 2007, the concept of marketing automation was raised to solve the
problem above. Marketing automation helped companies’' segment customers,
launch multichannel marketing campaignsand provide personalized information
for customers. However, the speed of its adaptability to consumer devices was
not fast enough. Digital marketing became more sophisticated in the 2000s and
the 2010s, when the proliferation of devices' capable of accessing digital media
led to sudden growth. Statistics produced in 2012 and 2013 showed that digital
marketing wasstill growing. With development of social media in the 2000s, such
asLinkedln, Facebook, YouTube and Twitter, consumers became highly dependent
ondigitalelectronicsindaily lives. They expected seamless user experience across
different channels for searching product's information. The change of customer
behaviorimproved the diversification of marketing technology. Worldwide digital
marketing has become the most common term, especially after the year 2013.
Digitalmedia growth was estimated at 4.5 trillion online ads served annually with
digital media spend at 48 % growth in 2010. An increasing portion of advertising
stems from businesses employing Online Behavioral Advertising (OBA) to tailor
advertising for internet users, but OBA raises concern of consumer privacy and
data protection. Digital Marketing Tactics and Examples: Digital marketers are
in charge of driving brand awareness and lead generation through all the digital
channels - both free and paid - at company's disposal. These channels include
social media, the company's own website, search engine rankings, email, display
advertising, and the company’'s blog. The digital marketer focuses on different key
performance indicator (KPI) for each channel so they can properly measure the
company's performance across each one. Digital marketing is carried out across
many marketing roles today. Insmall companies, one generalist might own many
of the digital marketing tactics described above at the same time. In larger com-
panies, these tactics have multiple specialists that each focus on just one or two
of the brand's digital channels. [...] Online PR: Online PR is practice of securing
earned online coverage with digital publications, blogs, and other content-based
websites. It's much like traditional PR, but in the online space. The channels you
can use to maximize your PR efforts include: Reporter outreach via social media
Engagingonline reviews of your company, Engaging comments onyour personal
website orthe product orservicesin the currenttechnological market with allits
pros and cons." (Desai 2019, 196-200)

"Digital marketing is one type of marketing being widely used to promote prod-
ucts orservices and to reach consumers using digital channels. Digital marketing
extends beyond internet marketing including channels that do not require the
use of Internet. It includes mobile phones (both SMS and MMS), social media
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marketing, display advertising, search engine marketing and many other forms
of digital media. Through digital media, consumers can access information any
time and any place where they want. [...] Digital marketing is a broad term that
referstovarious promotional techniques deployed to reach customersvia digital
technologies. Digital marketing embodies an extensive selection of service, prod-
uct and brand marketing tactics which mainly use Internet as a core promotional
medium in addition to mobile and traditional TV and radio." (Afrina etal. 2015, 72)

Marketers are faced with new challenges and opportunities within this digital age.
Digital marketingisthe utilization of electronic media by the marketersto promote
the products or services into the market. The main objective of digital marketing
is attracting customers and allowing them to interact with the brand through
digital media. This article explores the domains of digital marketing channels,
specifically e-mail marketing, social media marketing, and website marketing to
understand how they can contribute to growth forthe social enterprises business
and social mission visibility.

2. PURPOSE AND GOALS

The purpose of this paper is to provide insights into the utilization and goals of
digital marketing and examines factors that influence the adoption and use of
digital marketing channelsinsocial enterprisesin Slovenia. Theresult should give
alsoanansweraboutthereasonsthey may existforapooruse of digital channels
in marketing purposes.

3. METHODS

The data comprises a digital survey that was sent to all social enterprises in Slo-
venia. There are 263 social enterprises in Slovenia and 192 of them answered to
the survey. The data has been collected between septemberand december 2022
from that 192 social entreprises that answered the survey, who had been found
on the Slovene Social Enterprises list on the web site of the Governement of Slo-
venia. The social enterprises has been contacted by e-mail, some of them invited
to answer to the sentinterview also by a phone call. A structured interview in a
digital survey form has been chosen for this study as a quantitative method, an
open-responsesurvey questionwas addedtothe survey and aliterature analyses
ofthe previousstudies has been chosen as a qualitative method. Infact no similar
study hasbeenfoundto be done forsocial enterprises marketing digital channels
inSlovenia, butsome ofthem in other countries hasbeen done and resulted useful
to compare the study steps and results. The analyses method used was simple
as the survey possibilities were just few, so the results has been collected and a
percentage calculated.
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Thesurvey contained 5 concrete structured questionsand 1 open-response question:

e Tothe questioniftheyareyouusingdigital channels forthe marketing purposes
of theirsocial enterprise, the possible answer was "yes"” or “no".

e Tothe questionwhich digital channels do they use for this purpose, they should
mark one of the possible answers (Mail, Web page, Social networks)

e Tothe question how often do they use digital channels for marketing purposes,
they could choose between 1-3 times a week, more than 3 times a week, 1-2
times a month and less than once a month.

¢ Tothe questionsiftheythinktheirchoice ofdigital channelsfor marketing purpo-
ses is effective and if they in any way monitor the response of their customers
in connection with their posts through digital channels, the possible answers
was “yes” or “no".

e And, finally, the questionifthey thinktheirsocial enterpriseisinvesting enough
time and knowledge in digital marketing and if not what is the reason, was an
open-response question.

4. RESULTS

The results undoubtedly showed a poorinvestment of social enterprisesin digital
marketing, mostly due to lack of resourses.

e Tothe question if they are yousing digital channels for the marketing purposes
oftheirsocial enterprise, 170 of 192 social enterprises answered "yes" (88,5 %).

¢ To the question which digital channels do they use for this purpose, 153 social
enterprises answered that they are using e-mail marketing (79,7 %), 114 social
enterprises are using a web page (59,3 %) and 168 social enterprises are using
social networks (87,5 %).

e Tothe question how oftendo they use digital channels for marketing purposes,
56 social enterprises are using digital marketing 1-3 times a week (29 %), none
of them are using digital marketing more than 3 times a week (0 %), 112 social
enterprises are using digital marketing 1-2 times a month (58,3 %) and 24 social
enterprises are using digital marketing less than once a month (12,5 %).

e To the questions if they think their choice of digital channels for marketing
purposesis effective, 144 social enterprises think their choice of digital channels
for marketing purposes is effective (75 %).

¢ To the question if they in any way monitor the response of their customersin
connection with their posts through digital channels, 174 social enterprises
doesn't monitor the response of their customersin connection with their posts
through digital channels (90,6 %).
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e Atthe questioniftheythinktheirsocialenterpriseisinvestingenoughtimeand
knowledge in digital marketing and if not whatis the reason, 190 social enter-
prises'sopinionisthattheyshouldinvest moreindigital marketing, butthe main
problem that makes this impossible to them is resource-related. They mainly
don't have one person in the company that is employed just for the marketing
and they have a lack of time and knowledge for it (98,95 %).

The mainresults of the study reveal thatthe interviewed companies mainly utilize
various digital marketing communication channels. Some of them prefer one
digital marketing communication channel to another contingent on their prod-
uctorservice and targeted customers. The study revealed different objectives of
online marketing among the social enterprises with brand building, advertise-
ment forthe products orservices and raising awareness. The utilization of online
marketingamong the case social enterprises depended on the resource-related,
owner-manager, and environmental factors. Resource-related reasons were
found to be prevailing forthe interviewed social enterprises that make a greater
adaptation of digital marketing difficult. The results also show thatthe interviewed
social enterprises doesn't have consistent digital marketing strategies, content
marketing strategies and doesn't analize the marketing actions consequences.
The reasons for that were also linked to resource-related factors. Very similar
resultswere foundin other countries studies (Taiminen and Karjaluoto 2015, 650;
Key 2017, 27; Chinara 2018, 2)

5. DISCUSSION

Theresults of thisstudyreveal thatsocial enterprises seem notuse the full potential
of the new digital tools, and so are not deriving benefit from the opportunities
they provide. Furthermore, the results also raise the question of whether social
enterprises managers have understood the fundamental change in the nature of
communication brought about by digitization. Social enterprises seem not to be
keeping pace with digital developments, mostly due to the lack of knowledge of
digital marketing. Most of the studied social enterprises do not apply the full po-
tential of the new digital channels and hence are not benefitting fully from them.
Existingresearchinto marketing approaches employed by non-profitorganisations
(NPOs) shows that marketingisstillundervalued. Previous research suggests that
todevelop businessvalue and achieve a competitive advantage, ITinfrastructure
mustbe appropriately designed, employed, and realistically applied. Many similar
studies outside Slovenia showed the same results. (Awiagah etal. 2015, 831; Shea
etal. 2017, 224; Zafarand Mustafa 2017, 202; Riera and lijima 2019, 88; Nazmul et
al 2021, 345) Poor IT skills and awareness are also seen as barriers to the success
of a social enterprise. Digital transformation, driven by technological advances
and changing customerrequirements, isstimulating the use of digital marketing.
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11 % of Swiss organizations regard digital marketing as a key investment area as
part of their overall digital transformation strategy, with over one third of Swiss
organizations currently investing in new sales and marketing tools. SME are
lagging behind LE and generally do not use digital marketing tools, channels,
and platforms. Barriers that prevent SME from adopting higher digital marketing
tools are cultural change, limited resources/high costs, technology, and expertise.
(Peterand Dalla Vecchia 2021, 259) Interactivity helps social enterprisesin many
ways in personalizing and co-creating their offerings, building trust among key
stakeholders by showcasing transparency and authenticity, and spreading good
wordstoawideraudiencein a cost-effective way. Social enterprises use innovative
ways such as using an app to maintain transparency about their offerings and op-
erations orshowcasing theirsocialimpactand offerings through digital platforms
such as Facebook, Twitter, Instagram, and their websites. For instance, videos
featuring theirinnovative offerings and initiatives can go viral through apps like
Whatsapp and let people know about these organizations. The digital marketing
tools are more suitable for social enterprises as they face challenges such as lack
of resources and well-established distribution setup. (Bandyopadhyay and Ray
2019, 255) Another point of view is that social media platforms, with over 3.96
billion active users across the world, can facilitate social enterprises to develop
social networks and integration with vulnerable people in society, understand
their social needs and provide solutions with minimum cost and time (Abedin et
all. 2019, Cheung etal. 2019). Using social media platforms, social enterprises can
more effectively raise funds from diverse crowds and thereby deliver greatervalue
tothe disadvantaged segment ofa population (Presenzaetal., 2019). Researches
onsocial media platforms andsocial enterprises performance fallsinto three key
clusters: “social media, social collaboration, and social marketing”, “social media
and crowdfunding”, and "social media and crowdsourcing”. (Imran et al. 2022, 3)
Accordingto Imran etal. (2022), social enterprises face the challenge of access to
adequate financialresourcesand therefore need to adoptaleandigital marketing
strategyin a competitive marketplace. Digital marketing through social media is
one of the most cost-effective ways for a social enterprise to make an impact on
the digital community (Imran et al. 2022) There are no inherent costs associated
with setting up a social media account on any of the most popular social media
networks such, butyou do need to consider the resources required to undertake
thework (Imranetal. 2022). Furthermore, there is a massive and active following
on major social media channels with figures well into the billions. Direct digital
marketing is used to send ads, to build brand and customer loyalty, to build cus-
tomertrustandto make brand awareness. Company can promoteits productsand
services by using this element of digital marketing easily. It is relatively low cost
comparing to advertising or other forms of media exposure. Company can bring
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complete attention of the customer by creating attractive mix of graphics, text
and links on the products and services. (Imran et al. 2022). "A social enterprise
needs to determine about how social media fits into the digital architecture of
the enterprise and how social media transforms the social enterprise. Through
effective use of social media, companies have captured substantial efficienciesin
customer care with reductionsin handling time and cost per case of more than 30
percent. Enterprises have beenabletoincreasetheirparticipationincollaboration
by more than 200 % and increased revenue by more than 100% through social
businessstrategyimplementation. These enterprises have been able to attain this
by building and implementing a digital social collaboration platform in less than
three months.” (Nxumalo and Chiweshe 2019, 25) “Today, social media marketing
is one of the most important digital marketing channels. It is a computer-based
toolthatallows peopleto create, exchangeideas, information and pictures about
the company's product or services. According to Nielsen, internet users continue
to spend more time with social media sites than any other type. Social media
marketing networks include Facebook, Twitter, LinkedIn and Google+. Through
Facebook, company can promote events concerning product and services, run
promotions that comply with the Facebook guidelines and explore new opportu-
nities. Through Twitter, company canincrease the awareness and visibility of their
brand. It is the best tool for the promotion of company's products and services.
In LinkedIn, professionals write their profile and share information with others.
Company can develop their profile in LinkedIn so that the professionals can view
and cangetmoreinformation aboutthe company's productandservices. Google+
is also social media network that is more effective than other social media like
Facebook, Twitter. It is not only simple social media network but also itis an au-
thorship tool that links web-content directly with its owner. Text Messaging is a
way tosendinformation aboutthe products and services from cellularand smart
phone devices. By using phone devices, company cansend informationinthe form
of text (SMS), pictures, video or audio (MMS). Marketing through cellphone SMS
(Short Message Service) became increasingly popularinthe early 2000s in Europe
and some parts of Asia. One can send order confirmations, shipping alerts using
text message. Using SMS for campaigns get faster and more substantial results.
Underthistechnique, companies cansend marketing messagesto their customers
inreal-time, anytime and can be confidentthatthe message will be seen. Company
can create a questionnaire and obtain valuable customer feedback essential to
develop their products orservices in future.” (Afrina et al. 2015, 79)

It depends on the type of product or service obviously, which digital channel is
for the social enterprise most suitable. And a social enterprise can also obvious-
ly use more different digital channels to promote it's service or product. Itis a
challenge to study further, which digital channel is more effective for one or the
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other product or service. But what are the possible activities of digital channels
for marketing purposes?

"Use of the following activities of channels is characteristic for the digital or In-
ternet marketing: 1. Contextual Advertising - a type of online advertising, which
uses the “context algorithm” for detection of the target audience by showing
the advertisementto the userssearching for the products/services related to the
respective topics or going to the websites related to the respective products/ser-
vices; 2. Search Engine Optimization (SEO) - a set of activities aimed atimproving
the position of the company in the search results of Internet search engines thus
attracting additional users to the company website; 3. Social Media Marketing -
three aspects of the social media marketing are the most important: advertising
inthe social media, which could beviewed as a part of the contextual advertising;
content marketing or activities with the purpose for creating a database with
loyal users with the help of communication materials as well as the aspect of
publicrelationsinvolving communication with the usersin social media; 4. Affili-
ate Marketing orso called performance-based marketing involves advertising in
the partner resources using commissions for each conversion as a monetization
model, namely, whenthe desired actionis completed by the user attracted by the
advertiser's partner; 5. Website development - on the Internet website works as
a selling tool of the company as well as a platform for the communication with
customers; therefore the website which is built according to the psychology of
the internet users can ensure higher marketing results. Furthermore, several of
the above mentioned marketing tools use a website forforwarding information.”
(Sceulovsand Lorens, 2017, 2) Stephan (2016, 20) highlighted thatdigital consumer
behaviorresearchis growing due to increased technology use, information from
social media is a majorinfluence on consumer decision making, research should
consider how consumers are impacted by their digital environments and this
study results are in harmony with those highlights, adding a need to share more
financialsources for marketinginsocial enterprises, because itis the main reason
of a poor marketing through digital channels.

With digital marketing, consumers can engage with the company's various activi-
ties. Consumers canvisitcompany's website, read information about the products
orservicesand make purchases online and provide feedback. There are clearinfor-
mations aboutthe productsorservices. The prices of products orservicesarevery
clear through digital marketing channels and this makes prices very transparent
forthe customers. Company may regularly change the prices or gives special offers
on their products or services and customers are always in advantages by getting
informed instantly via digital channels.
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6. CONCLUSIONS

Thisstudy contributesto the theory of social enterprises’ marketing strategies
and barriers, and suggests practical lessons in managing social enterprises
and the development of marketing strategies. This study could also stimulate
future research focusing on the use of different online marketing platforms
by social enterprise’s customers or users. It would be worthwhile to examine
whetherornotdifferent marketing options (i.e., social media, digital market-
ing) meet this objective by addressing the issue from a customer viewpoint.
Future research could take the views of other stakeholders, including suppliers,
customers, and others. Also, in future studies, researchers can follow different
strategies (i.e., mix methods), theories (i.e., technology adoption model), or
analysis processes (such as content analysis) which may provide furtherinsights
into the subject area.
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JOURNALIST'S INTERPRETATION OF VACCINATION
DURING THE COVID-19 PANDEMIC

Dubravka Jakseti¢, Ph.D. Candidate
Alma Mater Europaea - European Center Maribor, Slovenia

ABSTRACT

The paperpresentstheresearchthatwas carried out with the aim of determining
the method of media reporting on the vaccination against Covid-19 and its effec-
tiveness.The aim ofthe paperwasto determine how wellthe mediareports were
supported by scientific evidence. The articles of the daily newspapers Vecernji
list and Dnevnik published on the web were analyzed. These newspapers are in
the territory of the Republic of Croatia (Vecerniji list) and the Republic of Slovenia
(Dnevnik) and have a long tradition of publication. The survey covers the period
from the start of vaccine availability in our areas from January 1, 2021 to March
31, 2021. The analysis includes the number of articles on vaccination and article
sentiment. Within the mentioned articles, an analysis was made of articlesin
which the source of scientificresearchis clearly highlighted and articles thatrep-
resentonlytheinterpretation ofjournalists withoutreferring to relevantscientific
sources. Theresearch confirmed thatthereis a statistically significant differencein
therepresentation of affirmative, negative and neutral articles aboutvaccination
against Covid-19 inthe daily newspapers Vecernji list and Dnevnik, and that there
is astatistically significant difference between published newspaperarticles about
vaccination against Covid-19 compared to articles in which scientific research is
used as a source.

Keywords: vaccination, SARS-CoV-2, journalistic interpretation, articles on vac-
cination
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1. INTRODUCTION

Vaccination against Covid-19 at a broader societal level in the world started on
January5, 2021, butatthe same time, anti-vaxxer movements have also emerged.
The media was heavilyinvolved inreporting on vaccination, and the rapid spread
of (mis)information about Covid-19 led to a flood of information about the virus,
where it was difficult to separate truth from misinformation, which was given a
new term - infodemia (Focosietal.2021,1568) (Lacsa 2022, e341). Given thatthe
vaccine hasbeendevelopedinseveral places around the world, in different coun-
tries, using different technologies, against viruses that are constantly mutating,
withoutsuch clinicaltrials, which are necessary forthe introduction of new drugs
andvaccines andrequire at least five years of testing through the legally prescribed
four phases of clinical trials, and thus, given the speed without adequate scientific
evidence, opened the way to differentinterpretations and manipulations by the
vast majority of self-proclaimed experts, creating a fertile ground forjournalistic
reports without any evidence, especially scientificevidence, and therefore a dis-
crepancy in reporting. This was largely due to journalists, who were mostly lost
in a sea of information and quided by the criterion of utilitarianism.

Most of the media coverage of vaccination has not always been based on scientific
evidence, butonaseriesofinformationthat crisis authorities have interpreted to the
publicwithout much opportunity to check the scientificand professional evidence. In
the newsituation, during the pandemic, most ofthe crisis staff, including those from
the RepublicofCroatiaandthe Republic of Slovenia, have, ex officio, communicated
tothe publictheviewsand lessons learned so farregarding the vaccination against
COVID 19. Although the instructions of the Crisis Staff emphasized scientific facts,
much of the (mis)information could be read through the media, especially social
networks, where science was ofteninterpreted by laymen. Inadequate information
leadsto polarization of society, disruption of interpersonalrelations (which was an
example inthe case of pro and anti-vaxxers), and lack of trustin health authorities.
Alongitudinalstudy conducted by MIT University showed that fake news on Twitter
spreads fasterthantrue news, and the useris 70 % more likely to forward fake news
than true news (Vosoughi, Roy and Aral 2017)

The public's attitude towards science was often ambivalent. Science has brought
new knowledge and made life easier, butthe powerthat knowledge brings with
it has also raised questions about the ethics of science and the work of scientists.
This is why the approach of the journalism profession in interpreting science is
of utmost importance, as the media has a significant impact on educating and
informing the population and shaping public opinion.

The work of journalists is governed by media laws (the Media Law and the Elec-
tronic Media Law), which, among other things, regulate the prerequisites for the
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implementation of the principle of freedom of the media, the right of journalists
and other participantsin publicinformation to freedom of reporting, and access
to publicinformation.

In addition to other factors related to the characteristics of post-modern society, the
various regularities of media production lead to communication noises that can affect
the public's interpretation of information. This is particularly pronounced with the
emergence of new media, leading to a completely changed relationship between
science and the media. The reason for this is that the indiscriminate nature of online
informationsourcesis destroying the function ofthe traditional mass media and jour-
nalists as ‘gatekeepers’. Although such a process implies democratising potentials at
first sight, itimplies the possibility of expressing completely wrong and unfounded
opinions, especially when it comes to science (Pavi¢ and Sundali¢ 2017, 35).

The aim of this paper is to determine how the media reported on the covid-19
vaccination, its impact on the health of those vaccinated, to evaluate the senti-
mentality of the articles and to establish whetherand to what extent the reports
were supported by scientific evidence.

1.1 Methods

The method used was an analysis of articles published in print editions and on
the portals of two daily newspapers from two neighboring countries, Slovenia
and Croatia. The Slovenian newspaper and portal was Dnevnik and the Croatian
one was Vecerniji list. The criteria for selecting these newspapers were their long
tradition of publication (Dnevnik since 1951 and Vecerniji list since 1959) and thus
their relevance in the field of daily journalism. The research period is linked to
the startofvaccinationandis defined asJanuary 1, to March 31, 2021 (vaccination
in Croatia started on December 27, 2020), which represents a time of intensive
vaccination campaign as well as its implementation. The analysis includes a
quantitative analysis of the data: the number of articles and an assessment of
theintonation of each article regarding the position on vaccination, divided into
three categories: positive, neutral ,and negative. Positive represents a judgment
abouttheimportance and positive effectiveness of vaccination, neutral does not
include the author’'s judgment and negative represents a negative judgment. At
the same time, it will be analyzed whether the scientific work that is the source
of the article is clearly identified (reference or link to a reference) or whether it
is a free interpretation by the journalist without reference to the corresponding
scientific source.

2. RESULTS

The results in Table 1 show that there is a statistically significant difference be-
tweenthe reporting of the two daily newspapers, i.e. on their respective portals
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(the Croatian Vecernji list and the Slovenian Dnevnik). Almost 2/3 (65.7 %) of the
articles published in Vecernji List (Graphs 1 and 3) express positive attitudes to-
wards vaccination, which is almost four (3.9) times more than in Dnevnik (Graphs
2 and 4).In Dnevnik, the neutral attitude of the authors of the newspaperarticles
is predominant, with almost 60 % (57.7%) of the articles, in contrast to Vecerniji
List, which has 17.1 % of articles with a neutral intonation. This data shows that
Vecernji list has fewer negatively intoned articles (17.1 %) than Dnevnik (25.9 %).

Table 1: Relation between positive, neutral and negative attitudes in Vecernji list
articles

Positive, negative and neutral Positive | Scientific | Interpretation
relation
Number 46 3 43
Percentage (%) 65,71 4,29 61,43
Relation between scientificand
interpretation Scientific Interpretation
Number 3 67
Percentage (%) 4,29 95,71

Table 2: Therelation between positive, neutral and negative attitudes in Dnevnik
articles

Posit_ive, negative and neutral Positive Scientific | Interpretation
relation
Number 14 1 13
Percentage (%) 16,47 1,18 15,29
Relation between scientificand
interpretation Scientific Interpretation
Number 2 83
Percentage (%) 2,35 97,65
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Negativ Scientific | Interpretation | Neutral Scientific | Interpretation Total
12 0 12 12 0 12 70
17,14 0,00 17,14 17,14 0,00 17,14 100,00

Total

70

100,00
Negative | Scientific | Interpretation | Neutral Scientific | Interpretation Total
22 0 22 49 1 48 85
25,88 0,00 25,88 57,65 1,18 56,47 100,00

Total

85

100,00
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Graph 1: The relation between positive, neutral and negative attitudes in Vecer-
nji list articles

Source: own research.

Graph 2: The relation between positive, neutral and negative attitudes in Dnev-
nik articles

Source: own research.
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Graph 3: The relation between the citations of the scientific source and the inter-
pretation in the Vecerniji list articles

Scientific
3; 4,29

Source: own research.

Graph 4: The relation between the citations of the scientific source and the inter-
pretation in the Dnevnik articles

Scientific 2;
2,35%

ml
m2

Source: own research.
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3. DISCUSSION

Today, most scientists consider that appearing in the media to inform the public
is a very important part of their work, as well as a professional duty. Scientific
communities continue to regulate media contact with their members according
to certain norms. Although thereis now a greaterinfluence of scientificorganiza-
tionson publiccommunication, the available data do notshow asudden changein
communication practicesorintherelevantbeliefsand attitudes of scientists over
the last 30 years, as highlighted in ,The science-media divide revisited: Scientists
as public communicators” (Peters 2013, 14102).

In ,New Media and the Public. Science”, nine out of 10 internet usersinthe United
Statesturntosearch enginestofind information, and 60 % of the American public
looking forinformation onspecificscientifictopics cite the internet as their primary
source ofinformation. This has created a new urgency for scientists to pay attention
tothesetrendsandtothe emergingscientificliterature onscience communication
in this new ,online’ world (Brossard and Scheufele 2013, 40).

In Croatia, the article Croatian Media Reporting on Vaccination and Vaccines dur-
ing the Covid-19 Pandemic compared the reporting of two portals and found a
difference in reporting: one portal used more critical frames, such as the social
responsibilityframe and the doubtframe, compared to the other, while the other
used the strategy frame more (Abramovic 2021).

The paper ,News media narratives of Covid-19 in 20 countries: early global conver-
gence andsubsequentregionaldivergence” findsthatdemand for media content
increased during the pandemic (Ng et al. 2021, e0256358).

The media hasakeyroleinwarningthe publicaboutthe pandemic, the progression
ofthe disease and how to fightagainst Covid-19. Unfortunately, the mediahashada
harmful effecton human health, especially by spreading fear, panic, and excitement,
aswellas heartand mentalillnesses. Daily news broadcastsinthe media bombard
the publicwith various facts aboutthe spread of Covid-19 in Croatia and worldwide,
which are presentedinthe article Media inthe service of health (Zecevi¢ 2021, 994).

Three interdependent factors are behind the current distorted narrative of the
Covid-19 pandemic: (1) the ,publish or perish” scientific culture, (2) misinformation
spread by traditional media and social digital media, and (3) distrust of contact
tracingtechnology and related privacy issues. The paper ,Science, misinformation
and digital technology during the Covid-19 pandemic” shows how these three
factors interacted and led to a negative public perception of science during the
health crisis (Astobiza 2021, 68).

During the global pandemic, social media became an ally but also a potential
threat, as the authors argue in ,The positive and negative impact of social media
in the Covid-19 era” (Venegas-Vera et al. 2020, 561).
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A number of important principles of effective risk communication can provide
important scientific insights into how patients respond to the risks posed by
coronavirus disease in 2019 (Covid-19). In ,Crisis Communication and Public Per-
ception of Covid-19 Riskinthe Social Media Era”, the authorsargue thatsocialand
cultural factors, immediacy, uncertainty, familiarity, personal control, scientific
uncertainty, and trustininstitutions and the media shape perceptions associated
with infection (Malecki et al. 2021, 697).

According to media systems dependency theory, increased dependency on media
to meetindividual needsis disproportionateto the greater perceived importance
of media in an individual's life and, consequently, to the stronger influence of
media on individual attitudes and behaviour. In ,Media and interpersonal chan-
nels uses and preferences during the Covid-19 pandemic: the case of the United
States, Thailand, and Croatia’, the authors argue that this addictive relationship
intensifies during periods of uncertainty or crisis (Sheldon et al. 2021, e07555 ).
Although several recent studies have focused on media addiction during health
crises, such as SARS and H1N1 influenza, the findings from Eastern countries may
not be confirmed in the other hemisphere. The study ,Problematic Internet use,
anxiety, depression and stress symptomsin adults with experience of the Covid-19
pandemicand earthquake: insights from a Croatian online survey” aimed to recruit
and examine how participants from three different continents used media during
the Covid pandemic (Kovaci¢-Petrovic¢ et al. 2022, 802).

In Croatia and Slovenia, the different level of attitudes towards the five main
actors in the response to the Covid-19 pandemic (Civil Protection Headquarters,
Government, health system, scientists-researchers and media) is an important
predictorof hesitancy tovaccinate. Risk perception wasan evenstronger predictor:
people who perceived Covid-19 infectionto be low risk were more thantentimes
more likely to hesitate to vaccinate than those who perceived it as high risk, as
the authors found in the article ,Determinants and reasons for hesitation about
the 2019 coronavirus vaccine in Croatia” (Bagic¢ et al. 2022, 89).

Theresults show that Vecernji List is dominated by articles with a positive tone, in
contrastto the Slovenian Dnevnik, where Slovenian journalists showed a greater
degree of neutrality compared to Vecerniji List, reporting only the facts without
goingintointerpretations. journalists, which was much more usefuland of a higher
quality in terms of objectively informing the public. Given the unverifiability of
much oftheinformation onthe epidemicand the impossibility of determining its
date, journalists had to weigh up the (un)veracity of thisinformation themselves,
notwithstandingthe factthatnotasingle fact was professionally, letalone scien-
tifically, proven. The media were given a wide scope for manipulation, asthere was
no authority, i.e. alarge part of them declared themselves as such, which would
determine the facts that journalists would objectively convey to the publicin a
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relatively meritorious manner (Jokic¢-Begic et al. 2020). In our study, it is evident
that there are negligibly few texts that refer to scientific sources, compared to
the significant number of texts that are based on the individual interpretations
of journalists.

4. CONCLUSION

In this study, both hypotheses were confirmed: H1, that there is a statistically
significant difference in the representation of affirmative, negative and neutral
articles on Covid-19 vaccination in daily newspapers, and H 2: that there is a
statistically significant difference between the published newspaper articles on
Covid-19vaccinationinrelationto articles using scientificresearch asasource.The
results also show thatthe Croatian VecernijiList is dominated by positively intoned
texts confirming an affirmative attitude towards vaccination, while the Slovenian
Dnevnik is dominated by neutrally intoned texts.

The impact of the Covid-19 pandemic highlighted the need to strengthen health
communication in times of crisis. A study from Mexico, ,Media Agenda and Press
Conferences on COVID-19 in Mexico: An Analysis of Journalists’' Questions”, used
journaliststo analyze the media agenda of press conferences on Covid-19 in Mex-
ico during the first two phases of the pandemic, and highlighted the importance
of communication and journalists' interpretations of the questions, especially in
times of crisis (Aguila Sanchez et al. 2021, 12067).

The results of our research open up questions and possibilities for new research
ontherelationship betweenscience and the media, i.e. the interpretation of new
knowledge that needs to be communicated to the population in an appropriate
and objective way.

Media coverage of the COVID 19 vaccination has shown mixed publicreflection and
asignificant presence ofinfodemia. This raises the question of who should assess
whether a piece of news is fake or not, in order to at least somewhat narrow the
space forjournalists to potentially manipulate or misinterpret, as the authors state
intwo papers, ,Social media asa platform forengagementinscience and health:
challenges and opportunities” and ,Science and social media: time for a reset”
(Dixon 2016, 57; Koenderman et al. 2021; Koenderman et al. 2021).

In reality, there are fewer people who deliberately spread disinformation than
those who are unable to distinguish between relevant and false, and so unwit-
tingly contribute to the spread of fake orincomplete news. Thisis why communi-
cation between scientists and journalists needs to be intensified as a necessary
cross-sectoral collaboration to inform and educate the public.
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EXPLORING THE CHANGING LANDSCAPE: ALMA MATER
THE IMPACT OF CONTEMPORARY MEDIA COMMUNICATION ON COMMUNICATORS PRESS

REVIEWS

Summary from the review:
Book review, scientific monograph ,EXPLORING THE CHANGING LANDSCAPE: THE
IMPACT OF CONTEMPORARY MEDIA COMMUNICATION ON COMMUNICATORS"

Therelationship between mediaandscienceisabroadtopic. The preface suggests
a narrowing of the research communication process, which brings the media to
the surface of the interest of science as a system of mediation without which, of
course, there is no communication and no social community in any sense.

,Hungerforcommunication’ (preface) bringsa human beingto the limits of moral
behavior. Man becomes a slave to his own products, and managesinformationin
such away asto enable the technical segment of the world to manage himself.

Ariftis created between the world of stereotypes created every day by informa-
tion production systems forthe masses, i.e. the mass media, and the awareness of
the need for continuous education that could help bring the world of stereotype
production under control. As Vesna Baltazarevi¢ concludes, there is no ,absolute
defense againstthe media’, but there are ways to mitigate the pernicious dimen-
sion of the mass media's influence. This primarily refers to media literacy. /.../.

Before us, therefore, is aninteresting cross-section of scientificand professional
reflection covered bytheumbrella ofthetopicoftherelationship betweenscience
and the media. Althoughthe texts and researchesarevery differentand sometimes
almostincompatibleinone whole - the study nevertheless bringsinteresting ana-
lyzes that will surely be the premise of some future researches, texts and books.

Scienceis alwayslooking formore anditwill getmore by relying onresearch that
has given as much as was possible in some time in some circumstances. In this
sense, | think thatitis about interesting topics and works and that the published
book will be anincentive for further efforts of the academic community.

I therefore recommend it for publication.

Prof. Ph.D. Sead Ali¢
«North" University
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ALMA MATER EXPLORING THE CHANGING LANDSCAPE:
PRESS THE IMPACT OF CONTEMPORARY MEDIA COMMUNICATION ON COMMUNICATORS

Scientific monography review ,,Exploring the Changing Landscape: The Impact
of Contemporary Media Communication on Communicators”

Before us is another book from the scientific meeting organized by Alma Mater
Europaea, Department of Strategic Communication Management and under the
editorial baton of Professor BoZidar Veljkovic.

The theme of this year's scientific meeting was ,Media, science and ideology”,
whichis also the name of the publication.

The topic was not chosen by chance, because we live in the age of media-medi-
ated communication, so our understanding and interpretation of reality largely
depends on the relationship between media, science and ideology.

The papers published in this publication unequivocally show all the diversity
and breadth of this correlation with intriguing research questions and answers,
whereby the topic of the scientific meeting is not exhausted but open for addi-
tional reflections. We hope that the next scientific meeting will therefore be a
continuation of the search for answers to the same topic.

The book is recommended to scientific, professional workers and students of
social orientation.

Assist. Ph.D. Slobodan HadZi¢
Alma Mater Europaea - ECM
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'Hunger for communication’ (preface) brings a human being to the limits
of moral behavior. Man becomes a slave to his own products, and man-
ages information in such a way as to enable the technical segment of the
world to manage himself.

Prof. Ph.D. Sead Alic¢

The papers published in this publication unequivocally show all the diver-
sity and breadth of this correlation with intriguing research questions and
answers, whereby the topic of the scientific meeting is not exhausted but
open for additional reflections.

Assist. Prof. Ph.D. Slobodan HadZi¢

www.almamater.si



