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Ovaj broj Medijskih studija pripremali smo tijekom zavrsnih priprema hrvatskih insti-
tucija, ali i gradana, za punopravno c¢lanstvo Republike Hrvatske u Europskoj uniji. Tako
vazan korak u zivotu i povijesti jedne drzave, ali i stvaranje novih odnosa s jednom takvom
nadnacionalnom zajednicom, ujedno je i poziv za mnogobrojna znanstvena istraZivanja.
Naime, kao Sto pise Simon Anholt (2009: 112), proces pristupanja asocijacijama poput
Europske unije jest poput sante leda - vrh sante jesu prakti¢ni, opipljivi zahtjevi za ¢lanstvo,
aispod povrsine nalaze se nevidljivi, kulturni, povijesni, drustveni i emocionalni ¢imbenici
koji oblikuju javno mnijenje, ali i privatno misljenje donositelja odluka. lako toga mozda
nismo ni svjesni, donositelji odluka sasvim sigurno razvijaju strategiju razvoja brenda
kad razmatraju ¢lanstvo neke drzave. Europska unija primjerice snazan je i vrlo postovan
sloZeni brend - a zasad je ujednoiizrazito dosljedna i homogena - pa je klju¢no pitanje za
sve, bilo ono izgovoreno ili preSuéeno, kao kad je rijec o velikoj korporaciji koja razmislja
o kupnji manje tvrtke, u kojoj ¢e mjeri novi brend poboljsati postojeci (ili odstupati od
njega) (Anholt, 2009: 112).

Dakle iako je Hrvatska uspjesno zavrsila dugogodisnje sluzbene pregovore o pri-
stupanju, zadovoljila postavljene kriterije i provela odredene reforme, ta je Cinjenica
automatski ne ¢ini poznatom europskom drzavom, a ni opéeprihvacenom, niti brise neke
stare stereotipe.

U odnosima izmedu Hrvatske i Europske unije, koji su posljednjih godina bili prili¢no
intenzivni, dinamicni, pa i emotivno nabijeni, jo$ je puno nepoznanica, predrasuda, pa
i strahova. Svjesni smo da umjesto mjerljivih politickih ili gospodarskih kriterija puno
vecu snagu u njihovu neutraliziranju imaju identitet i imidz, te mo¢ komunikacije. Javnost
i mediji, koji su Cesto ostajali u sjeni velikih politickih institucija, imali su, nedvojbeno,
presudnu ulogu u pristajanju Hrvatske na taj oblik udruzivanja. Uloga javnosti i medija
moze biti presudna i za medusobno bolje upoznavanje te stvaranje novih mostova s
europskim drzavama i narodima.

Mo¢ medunarodnih odnosa s javnosc¢u te imidz drzave i njegov utjecaj na politicki
i gospodarski polozaj drzave u suvremenim medunarodnim odnosima donedavno su
bili prilicno neistrazeno znanstveno podru¢je. Medutim tijekom posljednjeg desetljeca
objavljen je veci broj istrazivackih radova koji se bave tom problematikom te pokazuju
kako imidz ima sve ve¢u mo¢ u globaliziranom i komunikacijski umrezenom drustvu te
se izravno odrazava na uspjeh drzave i ostvarenje nacionalnih ciljeva. Jedno od teme-
ljito istrazenih podru¢ja o modi imidza jest koncept zemlje podrijetla. Literatura na tom
podru¢ju pokazuje da potrosaci, odnosno kupci, razvijaju stereotipne predodzbe o
zemljama i/ili njihovim proizvodima, a te predodzbe zatim utjec¢u na njihovu odluku o
kupnji. Kako potrosaci sve vise upoznaju proizvod neke zemlje, imidz te zemlje koristi
se kako bi se sazela njihova uvjerenja o svojstvima proizvoda; imidz tada izravno utjece
na njihov stav prema komercijalnim brendovima. Posljednjih desetak godina veliku po-
zornost privlaci i koncept meke moci Josepha Nyea (2003), koji tvrdi kako za uspjeh u
medunarodnim odnosima vise nisu nuzne ekonomska ili vojna mo¢, ve¢ drzava moze
postici rezultate koje Zeli u svjetskoj politici zato $to je druge drzave zele slijediti, diviti
se njezinim vrijednostima, oponasati njezin primjer, teziti njezinoj razini napretka i
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otvorenosti. ,Meka moc¢” predstavlja sposobnost zavodenja i privlacenja, a privla¢enje
cesto vodi do oponasanja. Jasno je da ta snaga u najvecoj mjeri potice iz nasih vrijednosti
izrazenih u kulturi i politici, iz nacina na koji funkcioniramo i kako se predstavljamo na
medunarodnoj sceni. lako je relativno malo drzava u svijetu koje se mogu natjecati na
temelju ,tvrde modi”, tesko je pronadi drzavu koja nije bogata barem u nekom obliku
nematerijalne imovine, $to je preduvjet za stvaranje vlastite ,meke moci“. Anholt (2007)
je razvio koncept konkurentnog identiteta, koji se temelji na nacionalnom identitetu kao
komparativnoj prednosti, posebnosti, ali i dodatnoj vrijednosti drzava u globaliziranom
svijetu. Taj model povezuje upravljanje brendovima, javnu diplomaciju te promicanje
trgovine, ulaganja, turizma i izvoza u procesu pospjesivanja nacionalne konkurentnosti
u globalnom kontekstu te poti¢e drzave da svoj nacionalni identitet prezentiraju na
materijalan, snazan, priop¢iv i prije svega koristan nacin.

Svi ti koncepti, ali i praksa suvremenih drzava, pokazuju kako upravljanje identitetom
i imidzom vlastite drzave, uz sustavno i stratesko koristenje medunarodnih odnosa s jav-
noscu, postaje prioritetnim podru¢jem bavljenja vlada i vladinih institucija sve veceg
broja ne samo razvijenih nego i manje razvijenih zemalja u nastojanju da poboljsaju
medunarodni ugled, povecaju izvoz ili privuku inozemne ulagace i turiste. Ta Cinjenica
pred Hrvatsku stavlja dodatnu obvezu, zato sto je kao relativno mlada drzava jos prilicno
nepoznata u ve¢em dijelu Europe.

A da ¢e identitet i imidZ zemalja ¢lanica i unutar Europske unije imati snaznu ulogu,
svjedoci Anholt (2009: 112), koji kaze kako pozitivan imidz ne olak3ava i ne ubrzava pri-
stupanje Europskoj uniji, ve¢ u odredenoj mjeri utjece na to hoce li zemlja imati koristi od
¢lanstva ili ne. Zemlje jakog i prepoznatljivog identiteta isticu se u gomili, zadrzavaju svoj
nacionalni identitet i profitiraju zahvaljujuci tome 3Sto su prepoznatljiv dio cjeline. S druge
strane ocito je kako sve veca Europska unija ne moze i nece uloziti puno napora kako bi
zastitila i poduprla krhke kulturne identitete svojih drzava ¢lanica: na njima samima je
da brinu za vlastite interese. | upravo ¢e upravljanje njihovim konkurentnim identitetom,
jednako kao i bilo koji drugi ¢imbenik, odrediti koje ¢e drzave ojacati zahvaljuju¢i pro-
sirenju, a koje ¢e ono osiromasiti, a mozda u potpunosti i izbrisati (Anholt, 2009: 114).

Odnosi s javnos¢u kao strateski proces komuniciranja i upravljanja odnosa razlicitih
subjekata (pojedinaca, organizacija, pokreta, gradova, zemalja...) s njihovim drustvenim i
politickim okruzenjem u mnogo ¢emu odreduju status tih sredisnjih subjekata. Bez ulaska
u uzro¢no-posljedi¢ne odnose (Sto utjece na sto ili su utjecaji uzajamni), ¢injenica je da
su odnosi s javnosc¢u vise razvijeni u razvijenijim zemljama sjeverozapadne Europe nego
u manje razvijenim zemljama jugoisto¢ne Europe. U njima radi vise ljudi, koji posjeduju
vise znanja, imaju vise utjecaja na svoje poslodavce, raspolazu s visim proracunom i bolje
su placeni. U tim zemljama uz viSu razinu dohotka po glavi stanovnika postoji i visa razina
drustvene ravnopravnosti, zadovoljstva ljudi sa svim vrstama organizacija, od poduzeca
do vlada, visa razina osobne srece. Ocito je da su visoka kvaliteta zZivota i visoko razvijeni
odnosi s javnosc¢u u medusobnoj povezanosti, $to pokazuju i rezultati ovogodisnjeq istra-
Zivanja Europskog komunikacijskog monitora (Zerfass i dr., 2013). Kao pozitivni primjeri
isticu se Norveska i Danska (zemlje u kojima status odnosa s javno$¢u po samoocjeni



praktic¢ara najvise raste, u kojima proracuni za odnose s javnosc¢u rastu najbrze i u kojima
praktic¢ari u odnosima s javnos$¢u s najvec¢im optimizmom gledaju u buducnost), a kao
negativni Hrvatska i Slovenija (u svemu istome najlosije zemlje u istrazivanju). Unato¢
negativnoj klimi za odnose s javnos$¢u koja se u nasim krajevima razvila u posljednjih
nekoliko godina, vidi stupanj razvoja i zadovoljstva nasih drustava dodi ¢e upravo kroz
razvoj odnosa s javno$c¢u. Drugim rije¢ima, bez razvijenih odnosa s javno$¢u, odnosno
sposobnosti i znanja strateskog komuniciranja, ne¢emo imati ni razvijeno drustvo. A to
nas sve u struci stavlja u polozaj posebne odgovornosti.

Sve su to razlozi za ovaj poseban broj Medijskih studija, u kojem nam je zadaca anali-
zirati ulogu i isprepletenost javnosti, medija i nacionalnog identiteta ne samo u Hrvatskoj
nego i u Europskoj uniji te u odnosima izmedu Hrvatske i Europske unije. Po¢as¢eni smo
$to su nam se kao autori u ovom broju odazvali neki od vodecih europskih komunikacij-
skih struc¢njaka te nam ponudili analize razli¢itih aspekata toga kompleksnoga komunika-
cijskog problema.

Broj otvaramo radom Michaela Kunczika o nacionalnim valutama kao simbolima naci-
onalnog identiteta i imidza na primjeru Njemacke, koja je ,Zrtvovala” popularnu Deutsche
Mark kako bi zazivio euro. Slijedi analiza Ryszarda tawniczaka o izazovima ¢lanstva u Eu-
ropskoj uniji za hrvatski identitet iz poljske perspektive.

Slijede dva rada koja se bave suvremenim nacinima i mogucnostima promocije Hr-
vatske i njezina glavnoga grada u Europi i svijetu. Bozo Skoko, Tihoni Br¢i¢ i Zlatko Vi-
dackovi¢ analiziraju dosege i mogucnosti igranog filma u promociji Hrvatske, a Daniela
Angelina Jelin¢i¢ i Ana Zuvela istrazuju potencijale kreativne industrije na podruéju grada
Zagreba te njezin globalni utjecaj. Skupina slovenskih znanstvenika predvodena Natasom
Logar Berginc bavi se ulogom malih jezika poput slovenskog i hrvatskog u globaliziranom
svijetu biznisa i znanosti, na primjeru odnosa s javnos¢u kao prilicno ,amerikanizirane”
profesije. Ralph Tench, Dejan Ver¢ic, Ana Tkalac Vercic¢ i Hasina Juma u svome radu analizi-
raju komunikacijske, drustvene i politicke izazove za struku odnosi s javnoscu u razlicitim
europskim drzavama.

Uvjereni smo kako ce izabrani radovi objavljeni u ovom broju pridonijeti boljem razu-
mijevanju Hrvatske i Europe te nam pribliziti mo¢ identiteta, medija i javnosti u suvreme-
nom globaliziranom svijetu.
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We prepared this issue of Media studies during the final preparations of Croatia’s
institutions, as well as its citizens, for the Republic of Croatia’s full membership in the
European Union. Such an important step in the life and history of a country, as well as
the establishment of new relations in such a supranational community, represents a
significant challenge for numerous scientific studies. Namely, as Simon Anholt (2007: 118)
writes,

Accession to bodies such as the European Union is an iceberg: the tip represents the practical, tangible
entry requirements; below the waterline are the invisible, cultural, historical, social and emotional factors
that drive public opinion, as well as the private opinions of decision-makers. Although these decision-
makers may not realize it, they are undoubtedly performing a brand strategy exercise when considering
members for accession: the European Union, for example, is a powerful and highly respected composite
brand - and indeed, for the time being, a remarkably consistent and homogeneous one too - so, just
like a large corporation considering the acquisition of a smaller firm, a key question in everybody's mind,
whether spoken or not, is to what extent the new brand will enhance (or detract from) the existing one.
(Anholt, 2007: 118)

Although Croatia has successfully completed many years of formal negotiations on
accession, has met the set criteria and has implemented certain reforms, this fact does not
automatically make it a well-known or widely accepted European country or eliminate
some old stereotypes.

In relations between Croatia and the European Union, which in recent years have been
quite intense, dynamic and even emotionally charged, there are still many unknowns,
prejudices and fears. We are aware that, instead of measurable political or economic
criteria, identity, image and the power of communication are much more effective in
neutralizing them. Furthermore, the role of audiences and media, which often remained
in the shadow of large political institutions, certainly played a crucial role in Croatia's
acceptance of this form of association, and they could be decisive in getting to know each
other better, and creating new bridges with European countries and nations.

The power of international public relations, as well as country image and its impact
on the political and economic position of the country in modern international relations
were, until recently, an unexplored scientific area. However, in the last few decades, a
significant number of research papers dealing with this problem have been published,
showing that image is gaining increasing significance in the globalized and networked
society, and is directly reflected in the success of countries and their achievement of
national goals. One of the most researched areas on the power of image is the country
of origin concept. Literature in this area suggests that consumers and customers develop
stereotypical images of countries and/or their products, and these perceptions then
influence their decision to buy. As consumers become more familiar with a product of
a certain country, the image of the particular country is used to summarize their beliefs
in the characteristics of the product; the image then has a direct impact on their opinion
toward commercial brands. In the past decade significant attention was also dedicated
to Joseph Nye's (2003) concept of soft power, which argues that economic or military
power are no longer necessary to succeed in international relations, but rather the state



can achieve the results it wants in world politics because other countries want to follow
it, admire its values, emulate its example, aspire to its level of prosperity and openness.
Soft power is the ability to seduce and attract, and attraction often leads to imitation.
It is clear that this force largely stems from our values expressed in culture and politics,
the manner in which we function and how we present ourselves on the international
scene. Although there are relatively few countries in the world that can compete on the
basis of "hard power", it is difficult to find a country that is not wealthy at least in terms
of some intangible asset as a precondition for creating its own soft power. Simon Anholt
(2007) developed the concept of competitive identity that is based on national identity
as a comparative advantage, as well as added value of countries in a globalized world.
This model connects brand management, public diplomacy and the promotion of trade,
investment, tourism and exports in the process of improving national competitiveness in
a global context, and encourages countries to present their national identity in a material,
powerful, communicable and, above all, useful manner.

All of these concepts, as well as the activities of contemporary countries in practice,
show that the management of identity and image of one's own country, along with the
systematic and strategic use of international public relations, is becoming a priority issue
for governments and government institutions in a growing number of developed and
less developed countries in an effort to improve their international reputation, increase
exports and attract foreign investors and tourists. This fact places additional obligations
in front of Croatia, since as a relatively young country it is still quite unknown in most parts
of Europe.

Moreover, Anholt confirms that the identity and image of member states even within
the EU will play a strong role (2007: 119). He explains that a positive image not only makes
accession simpler and faster; it also affects to some degree whether the country will
benefit from accession. Countries with strong and distinctive reputations stand out from
the crowd, retain their national identity and prosper as a result of being a distinctive part
of the whole. On the other hand, it is clear that an expanding European Union cannot and
will not do much to protect and support the fragile cultural identities of all its member
states: it is up to them to look after their own interests. And it is the management of their
competitive identity — as much as any other factor - that will determine which countries
will be strengthened by accession, and which will be impoverished by it, and perhaps
ultimately annihilated (Anholt, 2007: 120).

Public relations, as the strategic process of communicating and managing relation-
ships among various entities (individuals, organizations, movements, cities, countries...)
with their social and political environment, in many ways determines the status of these
central subjects. Without going into the cause and effect relationships (what has an
effect on what or the mutual effects), it is a fact that public relations is more developed
in the more developed countries of Northwestern Europe than in the less developed
countries of Southeastern Europe. There are more working people who have more
knowledge, more influence on their employers, higher budgets at their disposal and are
better paid. In these countries, in addition to higher income per capita, there is also a
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higher level of social equality, satisfaction with all types of organizations, from business
to government, a higher level of personal happiness. It is obvious that high quality of
life and highly developed public relations are mutually related, which is proven by this
year's European Communications Monitor survey (Zerfa et al., 2013), on the positive side
we have Norway and Denmark (where the status of public relations is growing most
according to practitioners, where budgets for public relations are growing fastest and
where public relations practitioners are looking at the future with utmost optimism), and
on the negative side are Croatia and Slovenia (the worst countries in the survey in all the
same categories). Despite the negative climate for public relations that has developed
in our country in recent years, a higher level of development and of satisfaction in our
societies will come (or not) through the development (or not) of public relations. In other
words, without developed public relations, that is, the ability and knowledge of strategic
communications, we will not have a developed society. And this places all of us in the
profession in a position of particular responsibility.

All of the above reasons are why we have initiated this special issue of Media studies,
that is, in order to analyze the role and interweaving of audiences, media and national
identity in the life of Croatia, within the European Union, and in their mutual relations
and interactions. We are honored that some of Europe's leading communications experts
were involved as authors in this issue, providing us with analyses of various aspects of this
complex communication problem.

We are opening this issue with a paper by Michael Kunczik on national currencies
as symbols of national identity and image in the case of Germany, who "sacrificed" its
popular Deutsche Mark in order for the Euro to live. This is followed by an analysis by
Ryszard tawniczak on the challenges of EU membership for Croatian identity from
Poland's perspective.

The two papers that follow deal with the options and possibilities of promoting Croatia
and its capital in Europe and the world. Bozo Skoko, Tihoni Br¢i¢ and Zlatko Vidackovic
analyze the effects and possibilities of feature films in the promotion of Croatia, while
Daniela Angelina Jelin&i¢ and Ana Zuvela explore the potentials of creative industries in
the City of Zagreb and its global impact.

A group of Slovenian scholars, led by Natasa Logar Berginc, addresses the role of small
languages like Slovenian and Croatian in the globalized world of business and science
with the example of public relations as a significantly "Americanized" profession. Ralph
Tench, Dejan Verci¢, Ana Tkalac Verc¢i¢ and Hasina Juma in their paper analyze the
communication, social and political challenges for the profession of public relations in
different European countries.

We hope that the papers published in this issue will contribute to a better under-
standing of Croatia and Europe, and that, through academic discourse, we will succeed
in familiarizing our readership with the power of identity, the media and audiences in the
modern globalized world.
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