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UVODNA BILJESKA

EDITORS’ NOTE

This issue of the Media Studies journal confirms journal’s interdisciplinary focus, as
well as its determination to cover wide range of media-related topics.

The first article by Christine W. Trueltzsch-Wijnen, Anca Velicu and Vilmante Liubiniene
isa comparative analysis of the policies and the actual use of robots in education in Austria,
Lituhuania and Romania. The authors show that the investigated countries’ educational
policies aim at mirroring the Digital Agenda for Europe and that two opposite approaches
to implementation of robotics can be identified - bottom up and top down. The second
article is the study of the use of erotic appeals in advertising in the Czech Republic by
Simona Bazantov4, Eliska Stikova, Michal Novék and Daria Gunina. The authors use eye-
tracking experiments and semi-structured interviews to determine effects of erotic
appeals in three advertisements featuring male and female bodies. The results indicate
that erotic appeals affect how consumers see the advert but also that the perception of
the consumers depends on their perception of appropriateness of an erotic appeal. The
third article by Norbert Vrabec and Jan Proner investigates the use of data journalism
in Slovakia. They conclude that data journalism is an integral part of the newsrooms
in Slovakia, although not a very prominent. The fourth contribution focuses on public
relations. Bozo Skoko provides a detailed analysis of the relationship between public
relations and public diplomacy. He considers that public diplomacy and public relations
should not be seen as separate discipline but should join forces to achieve the best effects.
In the next article Ton¢i Kursar takes us to the obscure world of Todd Phillip’s Joker. Kursar
argues that Joker lives in a sort of ‘illusion’ or ‘false consciousness’ which is in the article
then interpreted through various concepts of ideology. Finally, the last study in the issue
by Mirela Holy explores how documentary films frame the concept of sustainable fashion.
She concludes that fashion documentaries use manipulative persuasion techniques to
impact the publics but that they do not do much to integrate audiences, which in the end
may diminish the persuasive efforts of these documentaries.

This issue of the Media Studies journal is an exciting collage of studies that provides
the evidence of technological, symbolic and persuasive power of contemporary media
and communication. We hope you'll enjoy it.

Marijana Grbesa Zenzerovi¢
Editor-In-Chief
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ROBOTICS FOR CHILDREN:
NATIONAL POLICIES AND INITIATIVES
IN THREE EUROPEAN COUNTRIES

Christine W. Trueltzsch-Wijnen :: Anca Velicu :: Vilmante Liubiniene
REVIEW ARTICLE / DOI: 10.20901/ms.12.24.1 / SUBMITTED: 23.11.2020.

ABSTRACT This article explores the issue of introducing children between six and ten years of age
to robotics and investigates the use of robots in schools and in extracurricular activities. The central
questions are 1) whether and how the introduction of robotics is addressed in political strategies and
educational policies (RQ1), and 2) what the main actors in the introduction of robots in educational
settings are (RQ2). Therefore, a pilot study in three European countries (Austria, Lithuania, Romania)
was conducted, which included an analysis of national policy strategies, as well as interviews with three
stakeholders per country. The article illustrates the specificities of the investigated countries presented as
case studies and discusses them in a comparative way. The findings show that the investigated countries’
educational policies aim at mirroring the Digital Agenda for Europe and that two opposite approaches

to implementation of robotics (bottom-up vs. top-down) can be identified.

KEYWORDS

ROBOTS IN EDUCATION, CODING & CHILDREN, COMPUTATIONAL THINKING,
DIGITAL SKILLS, MEDIA EDUCATION

Authors’note
Christine W. Trueltzsch-Wijnen :: Salzburg University of Education Stefan Zweig ::
christine.trueltzsch@gmail.com

Anca Velicu :: Romanian Academy, Institute of Sociology :: anca.velicu@gmail.com
Vilmante Liubiniene :: Kaunas University of Technology :: vilmante.liubiniene@ktu.lt

This article is connected to the research of the COST Action I1S1410 - The digital literacy and
multimodal practices of young children (DigiLitEY).

MEDIJSKE STUDIJE MEDIA STUDIES 2021 + 12+ (24) « 3-20

w



+(24) - 3-20

MEDIJSKE STUDIJE MEDIA STUDIES 2021 + 12

H

C. W. Trueltzsch-Wijnen, A. Velicu, V. Liubiniene : ROBOTICS FOR CHILDREN: NATIONAL POLICIES ...
REVIEW ARTICLE / DOI: 10.20901/ms.12.24.1 / SUBMITTED: 23.11.2020.

INTRODUCTION

Children start using the Internet at a young age (Chaudron et al., 2018; Lauricella et
al., 2015; Marsh 2016) and engage in (playing) practices that move seamlessly between
the online and the offline (Marsh et al., 2017). The Internet of Things (loT), which stands
for a shift from keyboards and touch screens to more embodied technologies, becomes
more and more relevant for children of different ages (Mascheroni & Halloway, 2019).
The Internet of Toys, as a special part of the loT, comprises a set of software-enabled
toys that Holloway and Green (2016) describe as: a) connected to online platforms (Wi-Fi,
Bluetooth) and potentially connected to other toys/devices; b) equipped with sensors;
and c) relating one-on-one to children. The characteristic of such toys (Mascheroni &
Holloway, 2017) is that they blur the boundaries between digital and non-digital; online
and offline; material and immaterial; local and global; private and public kinds of play
(Marsh, 2017); becoming the settings of formal and informal learning (Montgomery,
2015, p.268). They have a potential in the individualization of learning, which might
bring about educational benefits when they enable children to choose the pace, place
and mode of their learning activities (Gordon, 2014, p.3). Playful robots, a specific kind
of such toys, are in the focus of this article. We will give a short insight into the state of
the art of research on educational robots and proceed with outlining the design and
research questions of our study. The results will be presented as case studies and in a
comparative perspective. The discussion will end with recommendations and prospects
for future research.

STATE OF THE ART

Several overviews can be found on different aspects of using robots in education
(e.g., Belpaeme et al., 2018). Mubin et al. (2013) analyzed learning activities and concluded
that a robot can take the role of a tutor, tool or peer in educational settings, but that it
must have animated features (Janka, 2008; Sullivan & Bers, 2013) to attract young children
(Highfield et al., 2008; Stoeckelmayr et al., 2011). Karim et al. (2015) see robots as tools for
encompassing new didactic fields.

Playful robots as part of the Internet of Toys are discussed for their educational
potential to enhance motivation to learn (lhamaki & Heljakka, 2018; Sugimoto, 2011).
Robots that are specially designed for educational settings are praised for developing
children’s algorithmic reasoning and computational thinking (Catlin & Woollard, 2014;
loannou & Makridou, 2018; Toh et al., 2016). They are discussed for offering new kinds
of learning, creativity and problem solving (Davison et al., 2019), and are promoted for
positively affecting children’s cognitive development (Cook et al., 2010; Kahn et al., 2012;
Shimada et al.,, 2012). They enable children to interact with real-world environments.
Moreover, it has been shown that STEM (science, technology, engineering, mathematics)
education can be transformed into a playful learning experience through the use of
robots (Eteokleous, 2019; Tuomi et al., 2018).
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Evripidou et al. (2021) state that educational robots help to promote education in
general and should be used as a constituent part of an educational paradigm. Hence,
different pedagogical projects involving robots are organized in various countries (Blum-
Ross et al., 2019; Marsh et al., 2017; Riedo et al., 2012). To ensure that such attempts gain
sustainability and persistence, educational policies are needed. However, little research
exists on such specific educational policies. Therefore, we conducted an explanatory
qualitative pilot study to get a first insight into this field. Its results are intended to serve
as a basis for a broader study including more countries and going more in-depth by using
a mixed methods design.

THE PROJECT

Our pilot study includes three European countries (Austria, Lithuania, Romania), which
were chosen because they differ in their educational systems, in the level of integration
of ICTs in society (EC, 2019a, 2019b), and in their location in Europe. For this article, we
focus on two research questions: 1) Whether and how is the introduction of robotics
addressed in political strategies and educational policies of the researched countries
(RQ1), and 2) What are the main actors in the introduction of robots in educational
settings in these countries (RQ2)? We analyzed current policy strategies of each country
and their references to EU regulations and strategies, and conducted interviews with
experts (three per country, between December 2019 and March 2020)' that are either
concerned with the implementation of robotics projects or are part of such. Further, we
investigated how the use of robots is implemented in pedagogical practice (in formal
and informal learning settings).

For each country, all national documents and statements of NGOs etc. that could
be accessed were included in a literature review following the principle of thematic
analysis (Corbin & Strauss, 2015). For the analysis, a list of codes (deductive/inductive)
was developed together by all researchers. To ensure intercoder-reliability, the coding
was discussed and adapted several times during the coding process in regular project
meetings. The results of the literature review served as a basis for the development of
the interview guide for semi-structured expert interviews. This interview guide was
developed together by researchers of the three countries and translated into national
languages.

We conducted three expert interviews (van Audenhove, 2017) in each country.
This method differs from other kinds of qualitative interviews because our focus was
more on supra-individual and universal information given by different experts than on
the individual situation (Harvey, 2011). Specific experts were strategically chosen for
answering the research questions. Important for this methodology is a clear definition
of ‘the expert’ (Dexter, 1970, p. 18). For our project, we defined an expert as a person
anleted our research when the Covid-19 pandemic started to cover Europe. Our interviews are not influenced by
the changes that this pandemic had caused in the educational sector of the countries under scrutiny. Most of the initiatives
described here stopped due to the Covid-19 lockdown. The presented study gives an overview of the situation in the field of

education just before the sudden shift to remote schooling as a result of the pandemic. Hence, the results obtained are even
more valuable for future research and comparison of the effects of the lockdown.
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who is a) concerned with the implementation of robots in educational settings (e.g.,
representatives of governmental institutions, private initiatives, the public sphere etc.),
or b) directly involved in projects that use robots in educational settings (e.g., organizers
of robotics workshops, teachers etc.). As the study has a pilot character, three persons per
country were chosen (nine in total) based on the principle of including for each country:
a) persons from the educational sector as well as from the private sector (outside school),
and b) persons who presumably were able to present a good variety concerning different
perspectives on the topic (persons from different fields/with different responsibilities).
In Austria, we interviewed a person who is responsible for the regional implementation
of a national project on the integration of robots in primary education (AT1); a primary
school teacher who uses robots in class (AT2); and a researcher and teacher who has
set up a private initiative for coding workshops (AT3). In Lithuania, we interviewed a
primary school teacher who leads classes of robotics integrated into the formal education
curriculum (LT1); a person who is responsible for the organization and implementation
of a robotics centre that offers workshops for schools (LT2); and a person from a public
enterprise focused on robotics that also offers workshops and educational activities (LT3).
In Romania, we interviewed a school inspector who is responsible for ICT education (RO1);
a founder of a private organization that provides robotics courses mainly for primary
school children (RO2); and two partners and founders of a private organization that
used to provide robotics courses in face-to-face settings but moved their classes online
(YouTube channel) (RO3). The interviews were transcribed and analyzed using thematic
analysis (Corbin & Strass, 2015). The interviews and the literature review were the basis for
a case study of each country; the cross-country comparison is based thereon.

Hence, we will first describe the situation of each of the selected countries by giving
an insight into their educational policies and illustrating some specific projects that are
designed for children at the age of six to ten years. We will then compare our three cases
and discuss similarities and differences.

CASE STUDIES

In the case studies, we first address the policy strategies that are relevant for the
introduction of robots in primary school education (RQ1) and then focus on the main
actors responsible for introducing children between six and ten years in formal and non-
formal educational settings to robotics (RQ2). We describe some of the projects that can
currently be found in each country and illustrate their organizational and pedagogical
background. The case studies are based on the literature review and on the results of the
comparative analysis of the interviews. When we directly refer to a specific interview, it
is indicated by the country code and number (e.g., AT1 stands for interview 1 in Austria).

Case I: Austria

In 2001, a decree requiring the integration of media education in all school subjects,
across all kinds of schools and in all classes was issued (Brousek, 2008, p. 120; Siiss et al.,
2018, pp. 63-70). It is being adapted continuously to new media and technologies (actual
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version: BMBF, 2014). Although such a transdisciplinary approach seems very promising,
its daily practice in schools is disappointing: over the last nearly twenty years, only some
engaged teachers integrated media education in their classes and developed hands-on
media projects (Trlltzsch-Wijnen et al., 2019). In 2001, and as a result of the EC's Lisbon
2000 strategy (Rodriguez et al., 2010), Austria invested in infrastructure, in teacher training
and in the establishment of a national network of teachers that is responsible for the
integration of digital media in their schools (Buchegger, 2010). In 2010 and again with
reference to the EC (2004), a digital competence directive that focused on the promotion
of technical, creative, critical and social skills in handling digital media was issued (Schrack
etal, 2010). As these initiatives were extremely narrowed down to computer literacy, they
only reached a small community of teachers of Informatics and were therefore not more
successful than the media education decree (Trilltzsch-Wijnen, 2014). In 2017, the Ministry
of Education took a new approach aiming to foster computational thinking, programming
and digital competencies from primary education to upper secondary education. This
policy strategy draws on the DigComp model of the EC (Carretero et al., 2017; Ferrari,
2013). It refers to general guidelines and recommendations of the European Commission
(EC) (EC, 2018; EC/EACEA/Eurydice, 2012) regarding the support of key competencies and
digital literacy. In line with this initiative, a compulsory subject called Digital Education
was introduced in lower secondary schools. In addition, a pilot project with over 100
participating primary schools was launched (Himpsl-Gutermann et al., 2017).

It is the fourth year that this school project has been running. It is designed with
reference to Papert’s (1980) work on constructionism and computational thinking (BBC
Bitsice, 2017; Barefoot Project, 2014). Its aim is to foster competencies in problem solving
and to introduce coding in primary education, by working with BeeBots (small robots that
look like a bee and are codable by the user) and LEGO WeDo®.2 These tools are used in
different subjects with the idea to familiarize pupils with them and to let them become
a regular part of the lesson. In this nationwide project, children start to work with Bee-
Bots (possible commands: forward, backward, left, right, rest). They learn to control them
in a playful manner by solving quests and different tasks (e.g., the Bee-Bot has to move
along a specific path to find the right answer). After pupils gain a first understanding
of commands and algorithms by using Bee-Bots, they start to work with LEGO WeDo®.
Therewith children can build small robots or machines with sensors (motion/distance, tilt)
and a motor which can be connected with tablets by Bluetooth. With a special app, pupils
are able to code their robots with a visual and child-friendly coding language (using pre-
programmed sequences that are arranged by drag-and-drop). The app offers a variety
of different commands that enable pupils to control their robots. As coding with this
app enables to define conditions for different actions (e.g., stop if there is an input from
one of the sensors), LEGO WeDo® can be used for experiments (e.g., friction/traction), for
solving various problems from the field of natural sciences and beyond (e.g., storytelling,
working with sounds etc.). As the project is set up by the Federal Ministry of Education,

2 LEGO® Education provides various robotic tools mainly for STEAM education (science, technology, engineering, arts and
mathematics) for different age groups with standards-aligned lessons that are adaptable by teachers. For primary education,
LEGO WeDo® enables children to build their own robots and code them using a visual coding language. Regarding our case
studies, LEGO WeDo® is used in Romania (non-formal education), in Lithuania (formal education) and in Austria (formal
education). LEGO Mindstorm EV3® is used for children from 10 years onwards in all researched countries in special projects
(formal and non-formal education).
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it is closely connected to national educational strategies, while European strategies are
not relevant for teachers and organizers involved in this project. Our interviews (AT1,
AT2) show that teachers value robots because they enable collaboration among pupils
and foster their social competencies. They report an increase of pupils’ motivation and
self-confidence. They also mention that the project enables some pupils to better display
their competencies than in regular classes. Furthermore, a teacher (AT2) also mentions
that children with learning disabilities can be integrated very well.

It was amazing to see how a boy with autism suddenly started to integrate himself in the class more than
he was able to do ever before. He helped other teams as a ‘coding expert’. (AT2)

In Austria, there are also a few smaller initiatives or companies that promote coding
and robotics outside school. They are all private and not publicly funded. One example
is the so-called Coding Club that was founded by a teacher and post-doctoral researcher
(AT3). This initiative is interesting because it was founded with the mission to make
coding accessible for everyone and especially for people who do not have easy access
to education (e.g., in rural areas). Unlike similar initiatives, they organize free workshops
and open spaces for collaborative coding where everybody who is interested, is welcome.
The youngest people that take part are nine- to ten-year-olds. Younger children have
not attended these workshops yet, although they are open to them. The pedagogical
approach is different than in the school project described above. The Coding Club
focuses on learning and understanding coding languages and not primarily on robots
but on problems or ideas that can be realized by coding (e.g., creating their own apps).
Moreover, starting with this approach, young people also create their own robots (e.g.,
drones with the help of micro:bits). As this creative approach is very successful, companies
and organizations have become interested in it and finance such workshops and coding
spaces in order to recruit future staff from various fields of informatics and technology.
Although the Coding Club also organizes workshops at schools, there is no connection
with the national strategy on digital education or EU strategies. Other private initiatives
have similar aims. They are often small but successful. However, they are hardly addressed
to children under ten.

Case ll: Lithuania

The Lithuanian Primary Education Programme (Svietimo, mokslo ir sporto ministerija,
2016) fosters the integration of ICT skills in primary education in a cross-sectional way
and issues guidelines for integrating ICT use in teaching languages, mathematics, social/
life sciences, arts, and sports. According to that, children should learn basic computer
skills in the first two years of primary school and proceed with text editing in grades 3
and 4. However, this is optional and based on the teacher’s preference. As a result, some
schools are highly equipped and have trained teachers, whereas others have neither the
equipment nor trained staff for integrating ICTs as described above. Kubilinskiene et
al. (2017) point out a lack of specific teaching methods adequate for using educational
robots in Lithuanian schools.
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In the region of Kaunas, a teacher training program in robotics was provided five years
ago with the result that some schools (approx. 10-12) started to integrate robotics into
their classes. This was also the case in Kaunas primary school Sviesa. A teacher of this
school (LT1) explained the use of LEGO® Education kits as follows:

The entire class is split into two groups and each group has robotics lessons twice a month (LT1).

Computational thinking (Papert, 1980) is mentioned as a didactic reference with clear
similarities to the educational philosophy promoted by LEGO® Education (LT1). However,
despite such examples, primary schools that integrate robotics in regular classes are rare
in Lithuania.

As formal education does not provide opportunities for all children to develop digital
skills and coding in particular, several initiatives appeared in the field of non-formal
education. One example is a crowdfunding initiative that aims to donate a microcomputer
to each child in Lithuania, and to train teachers for using microcomputers in class. While
this initiative is more focused on children at the secondary school level, the Academy of
Robotics, a non-formal public company established in 2013, focuses on younger children
as well. They founded local education centres, robotics labs and mobile classes all
over Lithuania. There, they organize robotics classes in non-formal education settings,
provide teacher training programmes, and develop curricula in the field of STEM (science,
technology, engineering, mathematics) and HUSO (humanities, social sciences). As the
largest non-formal education institution, they reach over 6,000 children from three to 14
years in over 20 places across Lithuania. They offer after-school workshops and summer
camps by drawing on LEGO® Education kits (Robotikos akademija, 2019). The workshops
are paid by parents (LT3).

Another robotic centre (Robolabas) was founded in the region of Panevézys
Municipality in September 2019. According to its director,

the centre is dedicated to the development of children’s technological and engineering skills, and wants to
engage as many people as possible in technology education. We bring together young people and retired
engineers to share their expertise (LT2).

They have a broad focus, from teacher training to engaging families with young
children in robotics. The centre is the only of its kind in Lithuania with modern and well-
equipped working spaces. Besides LEGO® Education, other tools (e.g., 3D-printers) and
robots are used in workshops. The centre is open to teachers who come there with their
students. Furthermore, some primary school teachers bring their pupils (LT2). As the
centre is funded by the municipality and industry, the fee for these classes is low (€ 5 per
month for 2-hour classes once a week). The curriculum of these classes comprises theory
and an introduction into practical tools, which leads to creative construction work. During
the classes, children are encouraged to work in teams and take over various roles in the
working process; the main philosophy is to help each other in teams as well as across
teams. Attempts are made to pair weaker with stronger children in order to encourage
them in learning from each other.
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Case lll: Romania

Various reports that evaluate the process of digitization of the Romanian educational
system come to rather opposite conclusions, ranging from a critical view (Ducu, 2018) to a
more positive perspective (Jugureanu & Jugureanu, 2018). There are a few policy papers,
informing the framework - such as the National Strategy Digital Agenda for Romania 2020
(Ministerul pentru Societatea Informationala, 2015) which goes in line with the Digital
Agenda for Europe 2020.

Previous to the National Digital Agenda, the National Education Bill (Parlamentul
Romaniei, 2011) introduced Informatics and ICT as a compulsory subject from grade 5
(lower secondary) onwards. During primary education (grades 0-4), this subject is only
optional, meaning that schools decide on adopting it depending on the availability of
human resources and infrastructure, or (sometimes) on pupils’ choices. The Informatics
and ICT national curriculum contains elements of coding, computational thinking and
computer literacy for each grade (above grade 5). However, robotics is mentioned in the
National Curriculum only starting with grade 7. This is in fact the third year of studying
informatics where students have already acquired advanced or at least basic knowledge
in coding (Ministerul Educatiei Nationale, 2017). Robots are not seen as tools to introduce
children to coding (Geist, 2016), but for applying already acquired knowledge. While in
other countries, such as Austria and Germany (Triltzsch-Wijnen et al., 2019) or Finland
(Kupiainen et al., 2008), digital education in school emulates former approaches of media
education, this is not the case for Romania, where media education is hardly present in
schools (European Audiovisual Observatory, 2016).

There are no available official data on how many primary schools are really offering
optional Informatics and ICT classes in Romania. Velicu et al. (2019) show that digital
technology is mostly absent in public schools. One of the interviewed experts, a school
inspector for ICT classes (RO1), explains that from the point of view of public policies and
the National Curriculum, the primary school level is considered as too early for introducing
robotics. But in the majority of Romania’s big cities, private initiatives offer robotics and
coding classes in primary schools and even in kindergartens in response to parents’
requests. These classes are paid by parents and turn out to be expensive for the Romanian
average family (around 50-100 euros for 4 workshops a month).

In the following, we present two organizations that provide robotics workshops
for primary school children. Each is representative for one of the two approaches we
identified in the field. The first (Edubricks) is more business-oriented and is addressed
to parents as its primary customers: parents who want to ensure (and are able to pay
for) a playful learning experience for their children. The second initiative (Inventeaza.ro)
considers children as their main customers (albeit also with costs): they should prove their
passion to learn about robotics, coding and hands-on activities.

Edubricks was founded six years ago by a woman who, as a mother, identified a lack
of enjoyable and educative activities offered to children in after-school settings (RO2).
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I wanted to find something new for children — and LEGO® is perfect (RO2).

She discovered LEGO® Education tools as a possibility to teach STEM and coding in
a playful way. At the same time, she envisaged a new business opportunity. Drawing
on these tools, the organization offers robotics workshops in after-school settings.
They are structured in three levels, that correspond to three different age groups: at the
introductory level (6-7 years), children learn basic elements of visual coding, while on the
second level (8-9 years) they engage in more advanced coding activities. During the first
two levels, children work with LEGO WeDo® — in a similar fashion as described in case |
(Austria). On the third level, which is aimed at secondary school children (10-11 years),
they work with LEGO Mindstorms EV3®. During the workshops, children are free to pair
as they wish.

Being inspired by the philosophy of LEGO® Education, the organization’s founder
did neither draw on any national or European education policy nor on specific didactic
theories. In retrospect, she explains that she learned about the principle of computational
thinking (Papert, 1980) and STEM principles only after deciding on the tools.

The robot is pivotal to the course (RO2).

Inventeaza.ro (RO3) was founded ten years ago with the aim to create the first
makerspace in Romania. This first attempt was unsuccessful because Romanian adults
were not willing to pay a subscription for a joint makerspace. Hence, they (RO3) changed
their focus towards offering robotics classes to children. The company also develops
prototype hardware with automation (‘robots’) in different fields. While their robotics
classes were originally intended to train their collaborators for developing such projects
in the future, their initiative turned out to meet a strong demand of parents as robotics
and coding are hardly taught at school. When we interviewed the two founders of this
company (RO3), they were working on digitizing their lessons and making them freely
available on YouTube with the financial support of a community grant they had won.?
Their former face-to-face workshops were paid by parents and comprised 16 weekly two-
hour sessions. The classes were not meant to suit a specific age group but were designed
in several steps of progression in knowledge that should be followed by each student
in his/her own pace. Some children managed to complete all steps, others only the first
three during their time in primary school.

Based on the values of the maker movement, the founders initially wanted to build
their own robot for the course, but as they got involved in providing feedback and
helping with the development of the MakerBlock ecosystem, they were stuck with
it, using two of their robots: mBot as the main robot (for modules 2 and 3) and Codey
Rocky, a simple robot, for module 1. For module 4, they aim to develop the prototype of
a product. Children attending these workshops buy their own robots instead of using the
organizer’s material and having to return it after every workshop (as it is the case with
RO2). Moreover, children are not only taught coding but also electronics, soldering and

3 This process started just before and independently from the COVID-19 lockdown.
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other maker-specific activities. The maker philosophy which stands for a community-
oriented approach also gets visible in a platform where interested participants from
the workshops share ideas, information and skills, and form teams for participating in
hackathons and robotics competitions — some of these people are only eight years old.
Besides the maker philosophy, the workshops rely on STEM principles and the founder
of the company stresses that robots (without any loyalty for a specific robot) are seen as
simply tools to work with and to understand STEM.

We can talk at length about theoretical issues, but if one can’t touch them [robots] and make them
physically, it's not STEM, but theory. [...] Our approach of robotics is not like ‘look, this is a robot and it can
do that’, but we put the robot in a broader context of the labour market, [...] knowing what one would
need to know as a programmer or as a future hardware developer (RO3).

CROSS-COUNTRY COMPARISON

In our study we compared two countries (Austria, Lithuania) that are about the EU
average in the Digital Economy and Society Index (EC, 2019a) and one of the countries
scoring less on this index (Romania). The countries differ in their economic development
which influences the implementation of robotics in educational settings.

In answering our first research question (RQ1), we can say that all three countries’
national educational policies aim at mirroring the Digital Agenda for Europe, but their
actual implementations vary largely, reflecting the countries’ strengths and weaknesses.
When it comes to the implementation of robots in educational settings which is addressed
by our second research question (RQ2), two opposite approaches appear that are also
mirrored by the kind of actors engaged with the introduction of robotics to children. While
Austria’s Federal Ministry of Education has a strong top-down strategy with introducing
an extra subject on digital education in secondary schools and launching a nationwide
project for introducing robotics in primary schools (AT1, AT2), no similar strategies exist
in Romania or Lithuania. Nonetheless, people in these countries regard digital skills,
robotics and coding as important to be taught to (even) young children, helping them to
learn and preparing them for future job markets. Therefore, many bottom-up initiatives
have flourished in this field in recent years (LT2, LT3; RO2, RO3). Some of these initiatives
have become influential actors in the education field, providing high quality education
in after-school settings, and working together with schools and teachers. Some bottom-
up initiatives are publicly funded (LT2), others have attracted the attention of business
enterprises and get private funding (LT3), and some are organized as private companies
that function on the basis of the fee that is paid by parents for the courses (RO2, RO3).

The type of institutions that are involved in such bottom-up initiatives shapes the
pedagogical approach. In Lithuania, mostly public local initiatives (municipalities), private
initiatives and NGOs are involved. Their pedagogical focus is on the tools (different kinds
of robots) that are provided to the children. This strategy aims to foster computational
thinking by teaching children to work with robots and to use them in various fields (LT2,
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LT3).In Romania, only private initiatives can be found, mostly functioning at the local level.
One of the Romanian organizations that we focused on has a similar approach (RO2) to
those from Lithuania. In addition, small enterprises that stem from the maker movement
(RO3) are present in Romania. With a stronger goal on training future workforces, their
focus is not on a specific robot, but on the whole process of developing automatic
hardware, including coding, hardware constructing and creative problem solving.

The latter can also be discovered among the few bottom-up initiatives in Austria (AT3).
While the ministry’s top-down approach in formal education is tool-oriented, bottom-
up initiatives that provide workshops and working spaces in a non-formal and after-
school context, centre on coding and creation by using robots and other tools as working
instruments. They focus on the process of creation and not on tools.

In our cross-country comparison we could identify LEGO® Education as a strong
international player in the formal (AT1, AT2; LT1) as well as non-formal educational sector
(LT2, LT3; RO2). LEGO® Education’s pedagogical approach is on computational thinking
and strongly refers to Papert’s constructionist theory (1980). Because they provide a wide
range of educational tools including robots for the primary and secondary school levels,
and many suggestions of how to introduce and use them in different school subjects
and for different age groups, LEGO Education is highly appreciated by teachers (AT1, AT2,
LT2) who do not have a special training (or passion) for robotics. It could also easily be
adopted by a lay person (without any previous training in pedagogy or in robotics) who
started a business with it in Romania (RO2). When working with LEGO® Education tools,
the teachers’ pedagogical approach is very tool-centred; they also strongly refer to the
educational philosophy that is promoted by LEGO® Education, including the pivotal value
of playfulness.

When they are playing, children are much more willing and ready to learn (RO2).

DISCUSSION

Our study draws on qualitative data from three European countries. It is a pilot study
whose aim is to get a first insight into the field on the basis of nine interviews following
the concept of thematic analysis (Corbin & Strauss, 2015). Although its explanatory
power is limited, it offers important insights that can serve as a starting point for further
research. From our comparison, we can conclude that the countries investigated are
going similar ways in implementing EU strategies in their national educational policies,
however, progressing with different speed and drawing on different approaches. In these
countries, ICT skills are valued as a prerequisite for being successful in future job markets
independently from national educational policies. Where there is not a strong support
from public institutions or a top-down approach, bottom-up initiatives are answering
parental demand. Furthermore, other studies (Livingstone & Blum-Ross, 2020; Toh et al.,
2016) show that parents believe in the importance of technology for their children’s future
and are willing to support them to gain ICT skills, robotics being a part of it.
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The educational value of robots is that they require a hands-on approach. This
makes them useful in introducing young children to coding and computational thinking,
because tactility is important for learning processes at primary school-ages. However, our
study also shows that teachers and parents should be sensible when deciding on the tools
that are used. In the researched countries, LEGO® Education turned out to be favourite
among many educators and trainers in formal and non-formal education because it
offers a comprehensive didactic kit and a pedagogical theory that can be easily adapted.
However, drawing on a specific tool kit comes with the risk of limiting children’s robotic
education to a very specific programming language without grasping the idea of robotics.
This narrow approach might be contradictory to the reality of future-oriented ICT skills
and digital literacies.

Approaches that are more focused on creativity and the promotion of future-oriented
solutions to everyday problems can be found amonginitiatives that are often connected to
the maker movement. From a pedagogical perspective, they seem to be more promising
than tool-oriented approaches. However, our study cannot give detailed answers on the
pedagogical outcome of the described approaches and initiatives.

Our intention was not to look at how children benefit from the robotics classes and
workshops that were investigated, yet, on the basis of the literature and the pedagogical
approaches that were discussed above, we can propose some hypotheses which could
be a starting point for future research. The introduction of robots in schools in a trans-
disciplinary manner, like in the case of Austria, will probably not only enhance children’s
skills in coding, problem solving and collaboration (Hong et al., 2011; Kahn et al., 2012;
Shimada et al,, 2012; Wei et al.,, 2011), but it might also increase communicative skills,
storytelling competences and children’s knowledge in the subjects where robots were
used. It might also increase a positive attitude towards learning (Chen et al., 2011; Wei et
al., 2011; Young et al., 201) and help children to combine different subjects and increase
their creativity in other school-related topics (Toh et al., 2016).

Robotics workshops in extracurricular contexts like in Romania and Lithuania might
have similar effects, but thereisachancethat children could not associate their experiences
from workshops with formal schooling, but with play and hobbies instead (Mubin et al.,
2013). At the same time, studies show that parents see robotics as an investment to their
children’s future and perceive it as having a positive effect on children’s learning (Lin et
al., 2012). This might be more the case for extracurricular contexts, where parents pay for
robotics workshops.

RECOMMENDATION AND PROSPECTS
FOR FUTURE RESEARCH

The aspects discussed above should be reflected more in educational policies. In
what extent do children need to experience robotics in formal educational contexts
and in what extent do they need free spaces for relating robotics to their hobbies and
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personal interests? Perhaps, a combination of both could be a suitable approach. Spaces
for experiencing the multiple facets of robotics should be implemented and supported at
schools as well as in after-school (e.g., workshops) or leisure contexts (e.g., summer camps,
open maker spaces, youth clubs).

When supporting robotics, a critical consideration of the tools is also needed.
Promoting a single pedagogical philosophy that is closely related to certain products
bears the potential risk that children are offered a certain way of coding, thinking, and
problem solving only. Instead, they should experience different robots and ways of
coding, which might fire their creativity and imagination.

But still, our considerations draw on a small pilot study. To elaborate them more,
further research is needed on various levels:

1) We could give a first answer on whether and how the introduction of robotics to
children is addressed by national policies and strategies of the three countries and
how they relate to EU policies. More information on educational policies and strategies
of other countries as well as their connection to broader international developments
and policies is needed, to get a thorough picture of how robotics is addressed and
integrated in formal education.

2) We were also able to illustrate how actors in introducing robotics to children are
confronted with different circumstances that lead to different approaches (top-
down vs. bottom-up), and how they refer to different underlying aims (e.g., making
vs. informatics). In this regard, a broader picture based on an expanded international
dataset is needed to investigate the contexts and approaches that are most beneficial
for introducing robotics to children.

3) Additionally, it seems promising to compare different pedagogical approaches to
the use of robots (e.g., tool-oriented vs. problem-oriented).

4) Lastly, we have to take into consideration the fact that our study was conducted just
before the Covid-19 pandemic that totally changed ways of teaching and learning,
and which will have long-lasting effects on educational systems and policies. In
the countries investigated, many projects and activities in robotics paused due to
lockdowns, and for other reasons. Hence, it will be interesting to compare initiatives,
projects and policies regarding the issue of introducing children to robotics before
and after the pandemic.
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ABSTRACT Erotic appeals in advertising are sometimes considered unethical or provocative. This
study addresses how consumers perceive advertisements with erotic appeals regarding eye movement
and subjective appropriateness. This study is methodologically based on eye-tracking to capture the
participants’ visual attention and semi-structured interviews to obtain further in-depth information
on the perceived appropriateness of erotic appeal in a particular advertisement from the respondent’s
perspective. The results show a difference in how consumers look at advertising according to their
perceived appropriateness of an erotic appeal and indicate the importance of a suitably chosen
protagonist concerning the target group. Concerning the chosen protagonist, marketers must pay

attention to the strength and congruence of the erotic appeal.
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INTRODUCTION

Advertising is a popular marketing tool, which reaches a broad audience. Moreover,
it allows various media to acquire financial resources to survive by selling media space
(Anderson & Gabszewicz, 2006). Therefore, understanding how consumers respond to
advertising emotional appeals is essential for advertising and media agencies, advertisers
and media. Neuromarketing research (such as eye-tracking) is a popular methodological
approach in marketing science and consumer behaviour research. According to Renvoisé
and Morin (2007), neuromarketing research may contribute to testing advertising
effectiveness and ensuring its efficiency. According to Micu and Plummer (2010), results
based only on respondents’ self-reporting can be considered subjective. According
to Georges et al. (2013), respondents’ reports may be biased in sensitive topics such as
sex, money and gambling. This is not always caused by respondents lying or concealing
sensitive or private information but because they are not usually aware of their brain
reactions, emotions and mental processes (see, e.g., Fugate, 2007). Such bias may be
eliminated by using neuromarketing techniques, which can help measure unconscious
responses (Venkatraman et al., 2015) and the effects of particular stimuli (Nilashi et al.,
2020) as erotic stimuli.

Erotic appeals are frequently used in advertising due to their ability to attract
consumers’ attention, prompt emotional response and increase ad recall (Grazer &
Keesling, 1995; Percy & Rossiter, 1992; Wirtz et al., 2018). On the other hand, the use of erotic
appeals is frequently discussed by the academic community and is considered unethical,
provocative and even disgraceful and sexist (Blair et al., 2006; LaTour & Henthorne, 2003;
Maciejewski, 2004). According to the study “Czechs and advertising” (“Cesi a reklama”)
by Vysekalova (2017), 42% of respondents supported legal restriction on advertising with
erotic and sexual stimuli, while 31% supported an official ban on such advertising.

Erotic appeals in static advertisements have been studied more in-depth (see, e.g.
Fidelis et al.,, 2017; Henthorne and LaTour, 1995; Kelsmark et al., 2011; Reichert et al.,
2012) than erotic appeals in audio-visual advertising (Furnham & Hiranandani, 2009;
Panda, 2005; Thiyagarajan et al., 2012). Audio-visual ads are aired in traditional media
such as television and online media such as YouTube, websites, social media and others.
According to Belch et al. (1987) and Reichert et al. (2001), advertising containing erotic
appeals attracts more attention, but more to the appeal, not always to a brand or product.
The reason is that attention resources are limited: thus, the more attention given to erotic
appeals, the fewer attention resources remain for focusing on brands and products (Belch
etal., 1987; Reichert, 2002).

Some authors highlight that attitudes toward advertising and evaluation differ
between males and females (Cartocci et al., 2016; Shaouf et al., 2016; Vecchiato et al., 2014).
Several studies (e.g., LaTour, 1990; Reichert et al., 2007; Simpson et al., 1996) highlight that
the evaluation, perception and attitude toward erotic depiction may depend on the sex
of the leading ad character, the sex of the respondents and relevance to a brand. Wan et
al. (2014), e.g., reveal that females have a less positive attitude to advertising containing
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nudity of the opposite sex than males. Brunel and Nelson (2003) show that males and
females have different advertising responses because of different values and processing
information. According to Lykins et al. (2008), males dedicate visual attention to the
characters of the opposite sex for longer than females. Sarlo and Buodo (2017) found that
females react to the characters of different sexes in the same way, while males’ reactions
differ according to the sex of the character in advertising. Moreover, the response to
advertising erotic stimuli depends on sexual orientation (Hicks, 2003). To address this
issue, we ensured that all respondents in the sample claimed they were heterosexual.

According to Mehta (2000) and Evans et al. (2011), consumers’ response to advertising
may be influenced by selective attention toward the advertising due to their specific
predisposition, values, preferences, interests and motivation. Duffy (2013) mentions that
a particular generation may be viewed as a homogeneous group because consumers
are conditioned by the period they were born, grew up and lived in. Thus, according to
Beekman (2011), different generations have diverse values, motivations and attitudes.

Empirical studies on Generation Y (or millennials’) psychology and consumer
behaviour consider millennials a specific group or segment of consumers (Smith,
2011; Valentine and Powers, 2013; Wolburg and Pokrywczynski, 2001). Generation Y is
considered to have more positive attitudes to advertising and emotional appeals in
advertising in comparison, e.g., with Generation X (Coulter et al., 2001). The effect of
erotic stimuli varies depending on the viewers’ age and is considered the strongest in
relation to a sexually active audience (Bryta & Gruczynska, 2018; Gould, 2003). Therefore,
the consumer segment that is nowadays appropriate for erotic appeals is Generation Y
(1980-2000) and Generation X (1960-1980). In this respect, millennials are the expedient
age category of respondents for the testing perception of erotic appeals. As the growing
numbers of ethical misconducts are discussed in society, the ethics standards of different
parts of society have to be investigated in time to understand normative conformity in
selected target groups better.

The initial premise is that a) millennials are a specific consumer segment that can
be studied isolated; that b) erotic stimuli can draw consumers’ attention away from the
promoted product while watching the advertisement; that c) consumers’ perception
or response to erotic appeals vary according to the sex of the viewer and the sex of the
leading ad character(s). Hence, the purpose of this study is to find out how millennials
perceive erotic appeals in audio-visual advertising. To fulfil the aim of the study, we
conducted empirical research to assess eye-tracking of the response to advertisements
featuring visual erotic appeals and the subsequent respondents’ self-report. We tested
three actual advertisements with a diverse erotic appeal, which differed in the sex of the
main character.

This study provides some theoretical contributions and practical implications. First,
it addresses the issue of the positive and negative perceptions of erotic appeals. Several
previous papers have examined the attitude and response to advertising erotic appeals
so that this study may contribute to current theoretical knowledge in this field. Second,
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the results of this study highlight the ability of visual erotic stimuli to draw attention
away from the product. The results improve the understanding of how erotic appeals
work and their impact on the perception of the leading advertising message, which is
highly relevant to advertisers. The study also provides insights for advertising production
professionals regarding the physical and contextual features of models. Third, the
study provides evidence of the importance of the different sexes regarding advertising
perception among Generation Y consumers. Such results provide practitioners with
information about the erotic appeal (in)appropriateness and discussion and which sex-
related products should use erotic appeals in their advertising message.

EROTIC APPEALS IN ADVERTISING
AND VISUAL ATTENTION

Emotional appeals in advertising are used to attract and increase attention from
viewers. It is generally accepted that emotionally meaningful appeals (evoking negative
or positive emotion) attract more attention than neutral stimuli (e.g., Calvo & Lang,
2004). Advertisements with the emotional appeal can bring a brand into the centre of
consumers’ attention and, in this way, distinguish it from other brands, as shown by
Punniyamoorthy and Arulmoli (2019) in the case of instore attention. These are just a few
reasons for adding emotional appeals to advertisements. However, an emotional appeal
in advertising on consumers’ attention can also be reversed. For instance, two strands
of theories are mentioned regarding negative emotional appeals (e.g., fear appeals), as
pointed out by Kemp et al. (2019). First, the so-called “dimensional emotion theories”
are based on negative emotional appeals. The authors assume that negative emotional
appeals catch viewers’ attention. By contrast, the second strand consists of the “discrete
emotion theories” that build upon the premise that negative appeals (elicitors) lead to
viewers’ lower attention. Similarly, the sexual stimulus may evoke negative emotions and
influence the level of attention. Notably, Morandini et al. (2019, p. 1373) highlight that
some “sex-related stimuli can be strong elicitors of disgust”, especially certain parts of the
body and bodily excretions.

However, this is not the only possible way to interpret the effect of sexual appeals
on attention. Erotic appeals in advertisements can have both a positive and negative
effect on visual attention. For research focusing on erotic appeals in advertisements,
Sameer’s (2018) distinction is recommended. He distinguishes two groups of sexual
appeals: 1. “favour sex appeals advertisement” with a positive impact on visual attention
and 2. “against sex appeals advertisement” with a negative impact. According to Sameer,
this negative effect can be explained by neglecting the message of the advertisement
or the brand while focusing consumers’ attention on sex stimuli. This negative effect is
sometimes called a “vampire effect” (Kuvita & Karlicek, 2014).

Moreover, this phenomenon is characteristic of grabbing viewers’ attention away
from the product or brand in an advertisement. Attention-grabbing advertisements
could succeed in consumers’ perception of the advertising message (Pieters & Wedel,
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2004). However, the advertisement message cannot be superimposed by mere sexual or
erotic appeal to be successful.

One way to explore viewers’ attention to certain stimuli is through visual attention.
Visual attention is often measured by eye-tracking equipment that records eye movements
and refers to the time of fixation on particular stimuli and can also include effects of
visual saliency (e.g. colour, size and shape) displayed stimulus (Orquin et al., 2018). Lykins
et al. (2008, p. 220) claimed that visual attention appears to be an essential component
in “cognitive processing of information”. Perception of erotic appeals influences gaze
behaviour and could be affected by, e.g. ethnicity (Ganesan et al., 2020; Wang and Spark,
2014), implied social presence (Milani et al., 2019), the amount of testosterone in the case
of men (Palmer-Hague et al., 2017) and sexual preferences in terms of sexual orientation
(Vasquez-Amézquita et al., 2019). The time of looking at an erotic appeal may be defined
as an indicator of “sex interest” (Morandini et al., 2019). Fromberger et al. (2012) found that
individuals gazed longer at the stimulus they considered attractive, and people tended to
look longer at the stimuli they preferred.

EROTIC APPEALS IN ADVERTISING:
VISUAL ATTENTION AND SEX DIFFERENCES

Males and females have different visual perceptions (Vanston and Strother, 2017),
leading to different gaze patterns (Sammaknejad et al., 2017). According to Sargezeh et
al. (2019), eye movements in free-viewing conditions (without emotional appeals) are
dependent on the sex of the participants, stating that longer saccades and longer scan
paths distinguish the female gaze. This finding complies with the earlier observations of
Lykins et al. (2008, p. 227) that focus on the sexual visual stimulus that a woman’s gaze
shows a “more general scan pattern of the entire scene”. In contrast, males tend to fixate
on images more locally (Sargezeh et al., 2019), i.e., they generally focus on a more specific
region no matter if the images are erotic or non-erotic (Lykins et al., 2008). Erotic content
may be cognitively and visually processed differently (and articulated by different viewing
patterns) depending on the sex of the respondent (Lykins et al., 2006; Lykins et al., 2008).

As these findings demonstrate, the viewing patterns towards ads with erotic appeals
and the respondents’ preferences are dependent on sex and sexual orientation. As
highlighted by Hall et al. (2014), notably, a man’s gaze is powered by sexual preferences.
According to Vasquez-Amézquita et al. (2019), viewers’ gaze (e.g., eye fixation duration)
reflects their sexual orientation. Morandini et al. (2020) indicated differences in the visual
perception of erotic images among bisexual, homosexual and heterosexual individuals.
Their study revealed that heterosexual men look at pictures with women longer than at
pictures with men (Lykins et al., 2008), and the gaze of homosexual men shows reverse
patterns, i.e., they fixate more on pictures with men than with women (Vasquez-Amézquita
et al.,, 2019). Regardless of erotic or non-erotic visualisation, heterosexual men visually
focus (more than women) on opposite-sex figures and show a strong attention preference
for opposite-sex figures than same sex figures. However, on the other hand, as Lykins et al.
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(2008) showed, women divided their visual attention more evenly (than men) across male
and female figures. Different preferences could cause different viewing patterns based on
the sex of the viewers. This might lead to greater visual attention toward erotic appeals at
the expense of other advertising messages.

The main goal of the paper was to explore the effects of erotic appeals in advertising
in terms of consumers’ visual attention and perceived appropriateness. Specifically, we
investigated how heterosexual Czech business students perceive advertisements with
erotic appeals regarding visual attention and subjective appropriateness. Based on the
delineated theoretical background, this study aims to answer the following research
questions concerning the effects of erotic appeals primarily on visual attention in
advertisements:

RQ1: How does the sex of the protagonist representing the erotic appeal affect visual
attention in terms of the “vampire effect” in television advertisements?

RQ2: How does the perceived appropriateness of erotic appeals affect visual attention
in terms of the “vampire effect” in television advertisements?

RQ3: How does the viewer’s sex affect visual attention in terms of the “vampire effect”
within television advertisements with different types of erotic appeals?

DATA AND METHODS

This study was conducted in the form of eye-tracking experiments and semi-
structured interviews. The eye-tracking approach was used to capture the participants’
visual attention (e.g. total fixation duration for a particular stimulus in advertisements). In
line with the previous research (e.g. Lykins et al., 2006; Lykins et al., 2008; Milani et al., 2019;
Morandini et al., 2019), we used eye-tracking measurement to determine visual attention
towards the predefined stimulus. The semi-structured interviews were employed to obtain
further in-depth information on the perceived appropriateness of the erotic appeal in a
particular advertisement from the respondent’s perspective (RQ2). Data collected from
the interviews were coded manually.

The stimuli used in this study were advertisements with erotic appeals. The sample of
ads was selected from advertisements broadcast in the Czech Republic. To answer RQ3
and following the findings of Sargezeh et al. (2019), Lykins et al. (2006, 2008), who revealed
differences in gaze behaviour between men and women, we investigated visual responses
to sexual appeals in advertising with the focus on sex of the respondent. In pursuit of our
goal, we selected three video ads (either with female models or male models or both at
the same time). First, Mroz ice-cream advertising with nudity in the form of the exposed
upper body of male models. Second, Lidl Esmara underwear with nudity presented in the
form of female models in their underwear. Third, Magnesia mineral water with a naked
male-female couple.
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PARTICIPANTS’ SAMPLE
AND RESEARCH PROCEDURE

The snowball method was chosen for selecting a sample of 20 participants (aged
20-24 years old; ten males and ten females). All participants were students of the Faculty
of Management, Prague University of Economics and Business and fell into the category
of Millennials and had healthy vision. All were Caucasians and in terms of culture raised
within the Central European culture. The social status of participants was not investigated.
The participants first provided informed consent about participation in the study.
They were seated in front of the monitor with eye-tracking equipment. The distance
between the participants and the monitor was set at 50-60 cm, and the equipment was
calibrated. Calibration was through Gazepoint Control software, which consists of five-
point calibration. Our prerequisite was that the calibration is successful if the Gazepoint
Control five-point calibration results reports showed a success calibrating 5 of 5 points
for both eyes (as recommended in the software manual). This was followed by a display
of three video ads in random order. The eye gazes of the participants were measured by
the desktop eye tracker GP3. The sampling rate was 60 Hz, and the stated accuracy was
0.5-1 degrees. An interview with the respondent was conducted immediately after the
eye-tracking part. Each experiment lasted 15-30 minutes.

DATA ANALYSIS

The eye-tracking data was analysed using Gazepoint analysis (UX Edition) software.
Before the analysis and statistical testing of differences in visual attention, we generated
heatmaps (as one way to visualise eye-tracking data) for the complex overview of
respondent’s visual attention. In the context of data analysis, we defined the areas of
interest (AOIs) in each advertisement that generally included erotic appeals and brands/
products. To analyse visual attention towards the predefined areas of interest, we used
the eye-tracking metric Total Fixation Duration (TFD) within AOI's because this metric
is most commonly used in the research of visual attention as well as sex differences in
visual attention in connection with erotic appeals (e.g. Lykins et al., 2008). Total fixation
duration (gaze time) determines the number of milliseconds of the viewer’s attention
on a particular area of interest, and this metric is used to indicate the amount of time
that viewers pay attention to a given stimulus. We proceeded from the premise that
longer fixation duration may suggest more substantial interest in an object (Franék et
al., 2018), and the time of looking at a particular erotic appeal can be an indicator of sex
interest (Morandini et al., 2019). The effects of erotic appeals on visual attention were
analysed by box plots and statistical analyses, which were performed using the paired
t-tests (or by nonparametric alternative, paired Wilcoxon test) and one-way ANOVA (or by
nonparametric alternative, Kruskal-Wallis test) applying a significance level of 0.05.
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LIMITATIONS AND THE METHODOLOGICAL CHALLENGES

It is appropriate to mention two limitations to our research particularly. The first
concerns the methodology, the second relates to the samples, meaning both the
respondents and ad samples. Regarding methodology, the visual saliency of stimulus
in advertisements has not been taken into consideration. In respect to the sample, the
study examined only a particular type of erotic appeal in ads. Although we investigated
the relationship between the effects of erotic appeals and the sex of the viewer (gender
was not investigated), only heterosexual respondents were included in the sample,
which leaves other sexual orientations unexamined. Moreover, along with our sample’s
characteristics (be it ads or respondents), its size was limited, which does not allow for
the generalisation of our findings. However, we believe that our work could be the basis
for future research in visual attention to advertising containing erotic appeals and can
support greater use of eye-tracking for ad testing to reveal more profound aspects of
anticipated consumer behaviour.

RESULTS

The purpose of this study is to find how heterosexual Czech business students
perceive advertisements with erotic appeals in terms of visual attention and subjective
appropriateness. In doing so, the research questions are focused on the effects of erotic
appeals on the distribution of visual attention between product/brand and erotic appeals,
the influence of perceived appropriateness on visual attention and the differences
between the sex of the viewers were defined.

First, AOls (brand/product and erotic appeal) were defined in each advertisement to
detect how long participants look at stimuli (expressed by the Total Fixation Duration
(TFD) eye-tracking metric). The TFD values were recalculated into the relative share of
attention to stimuli for comparison with each other across all ads and respondents. The
relative share of attention was calculated as the difference in the total exposure duration
(sec) of stimulus in advertisement (see Table 1) and eye fixation duration (sec). These
variables were used in the following analysis within each of the research questions.

Table 1. The exposure time of AOls in selected advertisements

Advertisement  Form of erotic appeal Exposure time of  Exposure time of
erotic appeal (sec) product/brand (sec)

Mroz male models 11.5 9.2

Lidl female models 29.1 279

Magnesia male-female couple 25.2 4.1
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EFFECTS OF EROTIC APPEALS

The first question aimed to determine which effects of visual attention dominate in
advertisements with different forms of erotic appeals (male, female, male-female). This
part of the study specifically aimed to find out whether the erotic appeals can be seen
as the “vampire effect” in advertisements (i.e. the viewers tend to look predominantly at
erotic appeal more than at a brand/product in the advertisements with different erotic
appeals).

The visualisation of the gaze behaviour (based on the heat maps) in the advertisement
with erotic appeal in the form of the exposed upper body of male models (the Mroz
advertisement) showed some differences in the amount of visual attention for erotic
appeal and the product. Specifically, the heatmaps showed that respondents tend to look
more at the product and brand. The significance of these differences was tested using
paired t-test (the assumptions of the paired t-test were fulfilled for both variables (TFD on
eroticappeal and TFD on the product)). Results of paired t-test show a significant difference
between the time of looking at an erotic appeal (male) and product (p-value < 0.01). These
results and Figure 1 show that the respondents’ visual attention was significantly higher
toward brand/product than toward male erotic appeal.

D Visual attention
N
N
Erotic appeal Product/brand
(male mode)

AFigure 1.

Differences between the Total Fixation Duration
on erotic appeal (male) and brand/product
(Mroz advertisement)

For the advertisement with erotic appeal with female models in their underwear
(the Lidl advertisement), heatmaps showed some differences in the visual attention too.
Visualisation of eye-tracking dataindicated a higherlevel of visual attention of respondents
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toward erotic appeal than brand. The significance of these differences was tested using
the Wilcoxon paired test (the assumptions of the paired t-test were not fulfilled). Based on
the Wilcoxon paired test (p-value < 0,01) and Figure 2, it can be concluded that the TFD on
brand/product was significantly lower than the TFD on female erotic appeal.

TFD Visual attention

40

30 ;

25

20 :

15 1

10

s s

_

Erotic appeal Product/brand
(female mode)

A Figure 2.

Differences between Total Fixation Durations
on erotic appeal (female) and brand/product
(Lidl advertisement)

Visualisations of the respondents’ gaze behaviour did not show any differences in the
amount of visual attention toward erotic appeal and brand in the advertisement with the
erotic appeal represented by a naked male-female couple (the Magnesia advertisement).
At the same time, based on the paired t-test (the assumptions of the paired t-test were
fulfilled for both variables), we rejected the null hypothesis about no difference between
mean in the groups. We found no differences between eye fixation duration on erotic
appeal (male-female couple) and product.

The results showed that respondents tend to look predominantly at brand/product
(compared to visual attention toward the erotic appeal) in the advertisements with the
erotic appeal in the form of semi-naked male models. However, erotic appeal in the
semi-naked female form caused the lower visual attention of respondents toward the
product (compared to visual attention toward the erotic appeal). These findings indicate
that the use of erotic appeal in the form of female models in their underwear can lead
to the “vampire effect”. That is, the heterosexual Czech business students tend to look
predominantly at erotic appeal (which is represented by the female models in their
underwear) more than a brand/product in the advertisements.
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INFLUENCE OF PERCEIVED APPROPRIATENESS
ON VISUAL ATTENTION

For research question 1, the results show that there are differences between the
time of looking at the product/brand and erotic appeal depending on the form of erotic
appeal (male, female, couple). However, the visual form of erotic appeal is not necessarily
the only factor determining the mentioned distribution of visual attention. The second
question aimed to determine how the perceived appropriateness of erotic appeal in an
advertisement influenced the visual attention (viewers’ tendency to look predominantly
at brand/product or erotic appeal in the advertisements). For this purpose, the variable
‘TFD_difference’ was calculated as the difference of relative share of attention to
product/brand and relative share of attention to erotic appeal, whereas the negative
variance means that the respondents look longer at the product/brand and vice versa.
The perceived appropriateness of erotic appeals in each advertisement was indicated
based on interviews and was coded into three categories (appropriate, inappropriate and
neutral).

The results showed that there are some respondents who perceived the erotic appeals
in advertising as appropriate. RO1 (male): “I think it is a part of it now that all those ads
have been so elegant, nicely done”. R02 (female): “Yeah, definitely appropriate. As | said, |
think that's pretty fitting. [...] | love to watch”. Some respondents expressed their neutral
perceptions. R10 (male): “From my point of view, it certainly catches your eye, but | don’t
know whether it’s entirely appropriate. Personally, I'm not offended”. R11 (female): “I'm
kind of neutral about it, | don’t think it’s directly necessary for the brand, but somehow |
don’t mind even associating the brand with those muscular men”. The others perceived
erotic appeals negatively. RO7 (female): “Well, like, the nudity isn’t very good to put in an
ad. Everything has its limits. This was too much for me”. R18 (male): “I think it is probably
not appropriate. | think there’s definitely another way to show it”. The results do not
indicate that the perceived appropriateness of the erotic appeals is related to the sex of
the respondent, nor the sex of the protagonist, or the type of promoted product. Thus, we
used the perception of appropriateness as a different independent variable and studied
its relationship with visual attention.

The effect of the perceived appropriateness of erotic appeal in advertisements on
differences in the distribution of visual attention toward brand/product and the erotic
appeal was detected by box plot, and the significance of these differences was tested
using the Kruskal-Wallis test (as a nonparametric alternative of the one-way ANOVA)
due to rejected normality data. Based on the Kruskal-Wallis test, there is evidence to
conclude that the difference in the distribution of respondent’s visual attention exists
for three predefined levels of perceived suitability of erotic appeal in ads (Kruskal-Wallis
chi-squared = 18.45, df = 2, p-value = 0.00009857). This statistical testing indicated the
significant relationship between the time of looking at the product/brand and erotic
appeal and the perceived appropriateness of erotic appeal in advertisements.
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As shown in Figure 3, the erotic appeal, which is perceived as appropriate, drew
attention to itself to the detriment of the product/brand, while inappropriate or neutral
erotic appeals caused viewers to pay more visual attention to the product than erotic
appeal. The Wilcoxon test confirmed the significance of the mentioned effects (see Table 2).

TFD_difference Perceived appropriateness

40

20 .

appropriate inappropriate neutral

A Figure 3.

Differences between Total Fixation Durations on erotic appeals and brand/product,
based on the perceived appropriateness of erotic appeals in all advertisements
Source: Authors

Table 2. Results of Wilcoxon test (testing the significance of differences in TFD among perceived
categories)

Wilcoxon test w p-value Hypothesis verification
TFD_appropriate ~ TFD_inappropriate 349 0.00002 HO is rejected
TFD_appropriate ~ TFD_neutral 322 0.00067 HO is rejected
TFD_neutral ~ TFD_inappropriate 179 0.58310 HO is not rejected

Source: Authors

The RQ1 results showed that visual attention is unevenly distributed into product/
brand and erotic appeal in advertisements, and this effect could be dependent on the
form of erotic appeal (male, female, male-female couple). In this part of the research,
participants paid more visual attention to erotic appeal in the advertisement with the
female model. However, the results for RQ2 showed that uneven distribution of visual
attention might be caused by the perceived appropriateness of erotic appeal. Specifically,
when the respondents perceived the erotic appeal as appropriate in the advertisement,
they paid more visual attention to the erotic appeal than the product or brand. This effect
was reversed when respondents perceived the erotic appeal as inappropriate or neutral
for the advertisement.
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DIFFERENCES BETWEEN SEXES

The last question is aimed to determine whether the effects of erotic appeals in
advertisements, connected with the distribution of visual attention toward brand/product
and erotic appeal, depend on the sex of the viewers. The independent variable was
defined by the sex of the respondents. Differences in the distribution of visual attention
toward brand/product and erotic appeal depending on the sex of the respondents were
detected by box plot, and the significance of these differences was tested using one-way
ANOVA (the assumption about normal distribution was fulfilled in all metrics).

According to the sex of the respondents, one-way ANOVA indicates that there
are no significant differences in the distribution of visual attention in relation to male
models (advertisement Mroz: F = 1.1245, p-value = 0.3034) and a male-female couple
(advertisement Magnesia: F = 1.0878, p-value = 0.3108). On the other hand, if the erotic
appeal is connected with the female model, there are significant differences in the
distribution of visual attention toward the product/brand and product depending on the
sex of the respondent (advertisement Lidl: F = 7.3956, p-value = 0.01414). As shown in
Figure 4, both (male and female respondents) pay more attention to erotic appeal (female
model) than to the product/brand in the advertisement. However, as is evident from the
following box plot distribution, males attributed more attention on erotic appeal than
females.

D_difference Sex of viewer

female male

A Figure4.

Differences between Total Fixation Durations on erotic appeals and brand/product,
based on the perceived appropriateness of erotic appeals in advertisements

(Lidl advertisement with erotic appeal in the form of the female model)
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DISCUSSION AND CONCLUSION

The main goal of the paper was to explore the effects of erotic appeals in advertising
in terms of consumers’ visual attention and perceived appropriateness. Specifically,
we investigated how heterosexual Czech business students perceive advertisements
with erotic appeals in terms of visual attention and subjective appropriateness. The
respondents watched three audio-visual ads with the erotic appeal, and we recorded
data about their gaze behaviour through eye-tracking equipment. The first ad featured
male protagonists, the second had female protagonists, and the third one contained
a male-female couple. We tested ads for the presence of the “vampire effect” which is
characterised by the viewers paying more attention to the erotic appeals in the ad appeal
rather than to the brand or product in advertisement (Kuvita and Karlicek, 2014).

We established that if an erotic appeal is portrayed by a male protagonist, the
respondents pay more attention to the product or brand. If an erotic appeal is portrayed
by a female protagonist, the respondents pay more attention to the erotic appeal. If an
erotic appeal is portrayed by a male-female couple, there was no significant difference
in the proportion of attention between an erotic appeal and a product. These findings
indicate that the use of erotic appeal in the form of female models in their underwear can
lead to the “vampire effect”. That is, the heterosexual Czech business students tend to
look predominantly at erotic appeal (which is represented by the female models in their
underwear) more than at a brand/product in the advertisement.

In the second step, we attempted to determine if the respondents’ perceived
appropriateness towards erotic appeals affects their visual attention. We established that
if respondents perceive an erotic appeal as appropriate, their visual attention focuses
more on the erotic appeal. On the other hand, if respondents perceive an erotic appeal as
neutral or inappropriate, their visual attention focuses more on the product. These results
indicate the importance of the congruence and strength of the chosen erotic appeal.
According to our results, marketers should be aware of the target audience’s perceived
appropriateness.

In the third step, we attempted to determine if there are significant differences
in visual attention towards the erotic appeal or the product/brand based on the
respondents’ sex. We found no differences in relation to male protagonists or a male-
female couple. However, when the protagonists were female, the heterosexual men paid
more attention than women to the erotic appeal rather than the product. It follows that,
for the respondents included in the study, if a female protagonist represents the erotic
appeal in the ad, the degree of the “vampire effect” is higher for male viewers than female
viewers. This finding supports Lykins et al. (2008) findings that heterosexual men look
at pictures with women longer than pictures with men, and women divided their visual
attention more evenly than men across male and female figures. These findings suggest
that if marketers want to use erotic appeals in their advertising, it is essential to know
whether males or females represent the target audience.



S.Bazantova, E. Stikova, M. Novak, D. Gunina : EROTIC APPEALS IN ADVERTISING: VISUAL ATTENTION ...
ORIGINAL SCIENTIFIC PAPER / DOI: 10.20901/ms.12.24.2 / SUBMITTED: 31.1.2021.

The results of our research contribute to the study of the phenomenon called the
“vampire effect”. We investigate how the presence/strength of this effect is affected by
the sex of the protagonist representing the erotic appeal, the perceived appropriateness
of the appeal in the advertisement and the sex of the viewer within a specific consumer
group (heterosexual Czech business students). At the same time, our results can provide
a methodological guide for marketers to minimise the “vampire effect”, when trying to
create an advertisement containing an erotic appeal.
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ABSTRACT Data journalism is one way to provide readers with objective and relevant reports. The study
is a content analysis of the use of data journalism by Slovak online news portals. The research sample
consists of 11,267 articles published during February 2020, February 2019, June 2019 and November
2019. The aim was to use a quantitative research strategy to determine whether significant policy events
have an impact on the higher frequency of data journalism components in domestic news. The results
show that data journalism is an integral part of newsrooms. Despite this, the use of data faces several
problems, especially in terms ofjournalists’ lack of skills and experience in this area of journalism. This
is also reflected in the limits of the use of data journalism in reporting on an influential agenda that
has an impact on public and political life. Newsrooms do not respond adequately to the presence of a
significant political and public agenda, which is mainly processed in the form of text articles, while more

sophisticated components of data journalism are used only sporadically.
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INTRODUCTION

Data journalism is part of a quantitatively oriented approach to journalistic practice
(Coddington, 2015) and includes the inclination to dynamic and interactive forms of
computational newsrooms in the digital age (Anderson, 2013). Data journalism is one of
the ways to provide readers with authentic and relevant information. Newsrooms around
the world are aware of the power of data in creating new stories. Online technology
platforms and the Internet are fundamentally changing the way information is distributed.
Data journalism is part of the current media ecosystem, including the tools and practices
that emerge from the digital processing of information sources and structures (Bounegru,
2012). Data can act as an early warning tool; by analysing it, journalists can often identify
problems before they cause some damage (Pacula, 2014). Through data analysis, new
meanings and connections can be discovered, which provides a unique perspective
into selected issues. The data open up new opportunities in journalism to highlight the
context examined or to support their claims. Therefore, it is more important than ever to
process this information correctly and to offer readers knowledge that is validated, factual
and provides a quick understanding of the issue (Meyer, 2002).

Felle’s (2016) findings, based on qualitative interviews with 26 data journalists in 17
countries, suggest the emergence of digital data reporting as a key tool in accountability
journalism. Data journalism is increasingly using digital data analytics tools and
approaches to better inform and engage audiences on issues of the public interest.
Although the skills and tools needed to apply data journalism differ from traditional news
production, journalistic values and professional standards remain (Karlsen & Stavelin,
2014). We can even assume that they are reinforced by a more empirical data-based
approach to information processing.

Thanks to data and digital platforms and their more or less complex processing,
new opportunities for journalistic innovation are emerging. As journalists began to
introduce technology, interactivity and connectivity into their reporting, they start
creating innovative forms of news and interactive features that help the audience better
understand the context of data and acquire new insights derived from it (Fink & Anderson
2015; Howard, 2014; Mair & Keeble 2014).

Gray (2012) states that with the advent of computers and the Internet, the work of a
journalist has expanded. Using the data, the work of a journalist changes to highlighting
the individual trends, changes, and the causes and explanation of what the information
means. New theoretical frameworks and methodologies can provide insights into the
differences and similarities of journalistic culture worldwide (Mellado et al., 2017). The
work of journalists with data in the context of editorial work is determined not only by
the availability of relevant technologies and the skills of their users but also by the socio-
cultural context of media systems which have to face emerging unregulated technologies
and the consequences of an increasingly globalised media environment (Rao, 2019).
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The goal of this study is to collect a set of knowledge, results, and facts about data
journalism practice in Slovak internet media, particularly in the context of the key
political events (parliamentary and presidential elections). First, we attempt to describe
the current condition of politically focused data journalism in Slovak online news portals
while also analyzing the content employed as a distinct reporting style. Second, we
compare the volume of data journalism stories during periods of significant political
events (parliamentary and presidential elections) with periods when important political
events do not occur. Finally, we compare the use of data journalism frameworks in online
news and consider whether there are significant differences between the frequency of
journalistic data processing and reporting on politically essential topics.

DATA JOURNALISM

Aspects and perspectives

The attempts to define data journalism are based on various aspects and perspectives.
Therefore, the final and clear definition of data journalism has not been reached yet. There
are several approaches to defining data journalism, yet each of them shares a common
starting platform, which Ausserhofer et al. (2017, p. 5) describe as “the concentrated use
of structured information in the making of news.” In a related meta-analysis, a set of 40
scholarly papers published over the period 1996-2015 was selected. All these papers
empirically address the issue of data journalism and its essential characteristics. Some
theoretical approaches focus on the procedural aspects of the matter, i.e., that this
type of journalism deals with the acquisition, analysis, evaluation and interpretation of
quantitative data, which then mediate the audience in the form of various structured
visualisations (Baack, 2013; Hullman et al.,, 2015). Other definitions focus on how data
journalism is integrated into editorial work, how it affects the work of journalists and
editorial teams, what skills and tools are needed to apply data journalism to inform better
and to engage audiences (Bounegru, 2012; Felle; Karlsen & Stavelin, 2014; Uskali & Kuutti,
2015; 2016; Tandoc & Oh, 2015).

In 2017, the Google news lab and PolicyViz conducted a study that focused on the
use of data journalism and its current state in news organisations (Rogers et al., 2017).
One of the goals was to find out how the respondents define the term data journalism.
The sample consisted of more than 900 editors-in-chief, editors, reporters, data experts
and data designers. Many respondents referred to data journalism as to a professional
practice focusing on data processing, debating what journalists can do with the data,
what their formats are and how the data are structured and visualized in the context
of media content. Others described data journalism as working with analysis, coding,
and visualization, which are an important part of editorial work. In some answers, data
journalism was compared to classical journalism. It turned out that the main feature that
marks off data journalism from classical journalism is the fact that the primary source
amounts to data. This framework is also proof that the concept of data journalism is still
evolving and has not yet fully been defined in practice.
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One of the basic definitions describes data journalism as a set of approaches,
capabilities, and tools that use data in journalism (Ser, 2015). As journalists obtain
information from interviews or documents, data journalists look for context, trends and
patterns in the data.

The strength of data journalism lies in the fact that a journalist can produce stories
that would be difficult or impossible to create in the classical way (Remington, 2012).
Simon Rogers, the founder of The Guardian Datablog, sees data journalism as a journalistic
expression that offers a wide range of uses in various forms: from visualisations to long-
form articles. A vital element of these journalistic manifestations is that the information is
based on numbers and statistics while the journalist seeks to create stories from the data
(Rogers, 2013). One of the specifics of data journalism is the framework of its research,
which is usually multidisciplinary and applies not only knowledge from statistics and
IT, but also approaches and research strategies from humanities and social sciences
(Appelgren & Nygren, 2012). Veglis and Bratsas (2017) proposed a definition framework for
data journalism based on extracting and filtering information from various data sources,
which are then processed through traditional journalistic procedures and the use of IT
technologies, including their visualisation and online distribution.

In our research study, we define data journalism as a form of journalism that uses data,
numbers, and statistics that can uncover and visualise new information horizons and
stories. This comprehensive information is processed using a wide range of technological
and software tools. It uses knowledge obtained from statistics and permits searching the
data for patterns, structures and revealing various trends. Data journalism presents ways
and methods that can collect, analyse and transform data into a visually more tangible
perceptible form.

The context of data journalism practices

Media ecosystems’ political, social, and economic conditions fundamentally influence
journalistic practice and some widely shared professional norms and practices in different
countries and regions (Hanitzsch et al., 2019). The practice of data journalism is currently
widespread across all continents. Ausserhofer et al. (2017) investigated the academic
literature published between 1996 and 2015 and selected a corpus of 40 academic papers
on empirical research on data journalism and related practices that shape the discourse
around the practices embraced by journalists and media organisations around the world.
Even so, research is primarily focused on journalistic cultures, media markets and the
political environment in the context of liberal and democratic media systems (Appelgren
et al,, 2019). Another problem is the lack of testing the existing data journalism theories
through quantitative methods and larger samples (Ausserhofer et al., 2017). According
to Zamith (2019), most research studies use case-study ethnographies and interviews
with data journalists. Borges-Rey (2017) claims that a general epistemological framework
of data journalism is based on specific norms and the rituals of the media professionals,
and that it depends on specific structural and institutional conditions of the given media
system. The context of the journalistic practices and performances can be aligned within
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specific data journalism issues such as contextual accuracy, transparency, interactivity,
diversity, and information provenance (Engebretsen et al., 2018; Young et al., 2018; Zamith,
2019). The Internet and digital data platforms are nowadays the most influential source of
information from which the media audiences, as well as journalists, obtain knowledge
about the world. Meanings are programmed and stored in computers as data. In linguistic
and semiotic terms, they correlate with the physical and nonphysical world (Fedorov, 2019;
Galik & Gélikova Tolnaiova 2020). In this regard, data journalism has created numerous
promises from both inside and outside media. Databases and algorithms are anticipated
to improve openness in modern democracies by allowing journalists to dig deeper and
more thoroughly into issues, reducing their reliance on official sources (Parasie, 2019).

Data journalism tools provide journalists with a wide range of options for working
with data. They can present to their audience the results of polls of electoral preferences,
their mutual comparison across different research agencies and time series, modelling
scenarios of future coalitions of political parties, and analysis of their election programmes.
A promising form of data processing is infographics concerning the past of individual
politicians, an overview of scandals or corruption scandals in which they were involved,
as well as other possibilities for creative and investigative journalistic work. In this
context, data journalism is becoming a useful tool and at the same time a strategy for the
control of public officials, which gives journalists and non-governmental organisations
potent weapons to control the transparency of public policies and those interested in
entering political life. “The networked and interactive nature of digital media allows its
users a more active relationship with the news.” (Vozab, 2019, p. 109) and data journalism
also brings new opportunities in the field of civic participation. In this context, Kanizaj
and Lechpammer (2019, p. 28) emphasise the “need for media literacy and the public’s
competence to recognize credible content from multiple sources”. Data journalism
has the potential to strengthen the ability of audience members to distinguish factual
information from opinions, as well as to identify media texts with high content validity.

THE CURRENT STATE OF DATA JOURNALISM
IN SLOVAKIA

Data journalism in Slovakia is a relatively new concept, however, in the past ten years,
it has found a place in most daily newsrooms. In current academic research, only a few
theoretical studies deal with this topic (Folentova & Kovég¢, 2016; Hacek, 2018, Hacek 2019;
Vrabec, 2015) and there is no representative survey on the current state of data journalism
in the Slovak media. From the available data, however, we can conclude that we do not
consider the prevailing ways of working with data in Slovak newsrooms as data journalism
in the true sense of the word. In most cases, it is the use of different types of infographics
based on a descriptive visualisation of the available data. This means that graphically
processed data only illustrate the meaning structure that the journalist created mainly
on the basis of data from research agencies, or from data provided by governmental
and non-governmental organisations, or other providers of publicly available statistics
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(Vrabec, 2015). This means that journalists do not rely on the active search and processing
of interesting data when creating media content but rather on the visualisation and
subsequent description of and commenting on information. Data visualisation is mostly
used to describe and explain election results and opinion polls. Instead of extensive texts
with detailed results, news portals most often choose simple graphs or representations
in maps or tables with exact data on who voted and how (Folentova & Kovag¢, 2016).
In addition to the results of surveys of political party preferences and surveys of the
popularity of politicians, the Slovak media regularly process data on economic trends,
various aspects of lifestyle, and the objectivity of television news and media viewership
(Hacek, 2018). However, these trends concerning the use of data that can be noticed in
Slovak newsrooms are not unique and similar tendencies can be observed in the practice
of data journalism in other countries. Static and dynamically generated visualisations can
be included among the most frequented products of data journalists (Heravi & Lorenz,
2020). Surveys such as the one conducted by Knight (2015, p. 55) have shown that “data
journalism is practised as much for its visual appeal as for its investigative qualities, and the
overall impact, especially in the tabloid format is as much decorative as informative”. Her
analysis of the forms and formats of data journalism find that superficial data journalism
is limited in scope and design. According to the study of the implementation of everyday
data journalism in The New York Times and The Washington Post (Zamith, 2019), content
is generally produced by small teams with a primary focus on institutional (primarily
governmental or/and NGO) sources. These kinds of journalistic output are usually
characterised by fairly complex data visualisation, but minimal original data collection
and investigation of contextual factors related to these data.

METHODS

Research objectives

In this study, we respond to a more profound need to understand the research
problem in question, and our goal was to obtain a set of knowledge, findings and facts
about data journalism practice in the Slovak online media, especially in the context of
significant political events (parliamentary and presidential elections). The aim of the paper
is twofold. Firstly, we try to clarify the current state of politically focused data journalism
in Slovak online news portals, while analysing the types of content used as a distinctive
reporting style. Secondly, we are trying to compare the volume of data journalism stories
during periods of significant political events (parliamentary and presidential elections)
and during periods in which significant political events do not occur. The idea was
thus to use content analysis to scrutinise whether there is a connection between the
number of data journalism elements in different periods, which differ from each other
by the intensity of representation of critical political topics in public and media discourse.
Our research interest was to compare the use of data journalism frameworks in online
news and to consider whether there are significant differences between the frequency
of journalistic data processing and reporting on politically essential topics. We aim to
answer two research questions:
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RQ1: How does an important political agenda affect the practice of data journalism in
Slovak newsrooms?

RQ2: Is the frequency of using elements of data journalism increasing during the
period of electoral political events?

We aim to test the following hypothesis:

H1: We assume that during the period of significant political events (presidential and
parliamentary elections) the media publish articles with a significantly higher number
of articles with elements of data journalism than during periods without significant
political events.

Research strategy

We used quantitative content analysis to determine the number and frequency of
manifestations of data journalism in online news portals. For quantitative content analysis,
we used a coding book explicitly created for this research. The coding book contained
a coding scheme with an overview of the variables, including a detailed description of
their operationalisation. This document also included a coding manual setting out coding
procedures and standards. The following variables were used in the coding book: the
source where the article was published; the article’s headline; the thematic focus of the
article — politics, economics, traffic reports, weather and other types of domestic news;
type of data visualisation (infographics, chart, table, animated infographic, other types
of data visualisation). The first stage of coding was to sequence the media content into
individual elements (coding units); in our case, all the articles related to domestic news
from the six most visited online news portals. The coding was performed manually via two
coders. The outputs of both coders were compared with each other. The basic measure for
inter-coder reliability was a percentage agreement between coders, which reached 93%.
Any discrepancies in the coding were then discussed by the research team. The coding
units on which the coders disagreed were rechecked and, after mutual agreement, were
subsequently consensually placed into a category.

The Research Sample

As a research sample, we chose media content (news articles published in the
domestic news section) from six Slovakia’s most visited news online portals - Aktuality.sk,
Sme.sk, Pravda.sk, Pluska.sk, HNonline.sk and Cas.sk. We excluded the sports and finance/
business sections from the study. If financial or business reports were included in the
domestic news section, we also included them in our selection. We selected the portals
based on statistics from the AIMmonitor. The AIMmonitor survey is an audited survey that
was launched in Slovakia in 2007 and involved 40 media content providers operating 89
domains. The AIM monitor analyses the activity on web portals, concerning their traffic,
number of impressions, number of real users, and time spent on web portals (Interactive
Advertising Bureau Slovakia, 2016). In our research, we analysed a total of 11 267 articles
that were published in February 2020, November 2019, June 2019 and February 2019. We
chose the deliberate, purposeful selection of the research sample in order to be able to
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compare periods during which critical political events occurred with periods during which
this type of events did not happen. In February 2019, a presidential election campaign
took place in the Slovak Republic. In February 2020, a pre-election campaign took place
before the parliamentary elections. We chose the months of November 2019 and June
2019 because during these periods there were no significant political events in the Slovak
Republic. The data were processed in Excel and IBM SPSS programmes. We used the T-Test
for 2 Independent Means to test our hypothesis.

RESULTS

In formulating the hypotheses, we assumed that presidential and parliamentary
elections have an impact on the increased frequency and quantity of media content
focused on visualisation and analytical data processing. We mainly assumed that during
these periods, the media published data-driven stories, various types of infographics,
graphically processed data on surveys of voter preferences, economic programmes of
individual candidates and similar types of media content. The main research question
was how these emerging journalistic data processing practices affect the way media
organisations cover political events.

As part of the research, we analysed the media content of domestic news on the six
largest news portals in Slovakia. We found that during the period of presidential and
parliamentary elections, the volume of news containing data journalism was greater than
during periods without significant events affecting political events in the country. Of the
total number of 11,267 articles that were published in February 2020, November 2019,
June 2019 and February 2019, 481 articles contained data visualisations or other forms of
data journalism.

During the period before the presidential election in 2019, out of the total number of 2
714 articles, only 138 articles contained elements of data journalism (4.85%). We recorded
a similar share during the period before the parliamentary elections in 2020 when we
identified only 135 texts that contained any form of data visualisation or other elements
of data journalism (Table 1, Table 2).

Table 1. Analysis of data journalism elements during the periods with major political events
(presidential and parliamentary elections)

Period Articles with Articles with Articles without Articles without
elements of data elements of data elements of data elements of data
journalism (N) journalism (%) journalism (N) journalism (%)

February 2020 135 4.79 2747 95.20

February 2019 138 4.85 2576 95.14

Mean 136.5 4.82 5323 95.17
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Table 2. Analysis of data journalism elements during the periods without major political events
(presidential and parliamentary elections)

Period Articles with Articles with Articles without Articles without
elements of data elements of data elements of data elements of data
journalism (N) journalism (%) journalism (N) journalism (%)

June 2019 113 3.82 2761 96.17

November 2019 95 3.41 2702 96.03

Mean 104 3.61 5463 96.10

During periods of significant political events, the largest share of data journalism was
in the domestic news of the daily HNonline (10.10% share in the presidential election and
7.37% share before the parliamentary elections). This finding (Table 3, Table 4) is logical,
as it is a newspaper that belongs to the group of serious media and its target group are
readers with a higher level of education and socioeconomic status. At the same time, this
daily is increasingly devoted to economic and political topics, with which it deals more
analytically.
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Table 3. Articles with elements of data journalism

February 2020 February 2019 June 2019 November 2019

N % N % N % N %
Aktuality.sk 21 5.36 24 4.71 15 3N 23 5.54
Sme.sk 28 4.23 33 5.48 18 2.67 15 2.34
Pravda.sk 22 5.58 3N 0.72 7 1.98
Plus.sk 7 244 4 1.82 1.56 2.35
HNOnline.sk 28 7.37 4 10.10 50 1.71 17 4.80
Cas.sk 29 3.78 27 3.93 24 3.18 27 347
Sum / Mean 135 4.79 138 4.85 13 3.82 95 3.41
Table 4. Articles without elements of data journalism

February 2020 February 2019 June 2019 November 2019

N % N % N % N %
Aktuality.sk 371 94.64 486 95.29 467 96.89 392 94.46
Sme.sk 634 95.77 569 94.52 656 97.33 626 97.36
Pravda.sk 372 94.42 280 96.89 277 99.28 347 98.02
Plus.sk 280 97.56 216 98.18 253 98.44 249 97.65
HNOnline.sk 352 92.63 365 89.90 377 88.29 337 92.20
Cas.sk 738 96.22 660 96.07 731 96.82 751 96.53
Sum / Mean 2747 95.20 2576 95.14 2761 96.17 2702 96.03
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On the other hand, our analysis showed that the lowest representation of data
journalism components was in the tabloid daily Pluska (1.82% in February 2019, 2.44% in
February 2020). We assume that these results are due to the overall concept and structure
of tabloid media content, which uses photographs more often instead of graphs and
tables. Articles in the tabloid prefer to minimise text components and work more with
captions and pixels that are more attractive to their target audience. The analytical data
from the SME online portal was surprising. This media outlet belongs to the category of
serious media and, in addition, specialises in political news and journalism. During the
period before the presidential election, data journalism accounted for only 5.48% of the
total content of daily domestic news. Before the parliamentary election, even this share
was only 4.23%. According to the analysis of interviews with the editors of this newspaper,
the probable reason for this situation is to be found in personnel limits - specifically, in
the fact that the editors do not have enough necessary skills and experience to work with
data. Furthermore, we identified this problem in other newsrooms. Despite the existence
of suitable hardware and software equipment, the weakness of Slovak newsrooms is the
lack of journalists who would be able to actively work with statistical data and use the
possibilities available in digital data tools.

The results of statistical hypothesis testing showed that the number of articles with
datajournalism published during major political events are not significantly different from
the number of articles published during the period without the presence of important
political events. The result is not significant at p < .05 (t-value = 1.09316, p-value =.286148).

Table 5. T-Test for 2 Independent Means

Hypothesis testing results:

t-value: 1.09316
p-value: .286148
The result is not significant at p < .05

This result suggests that the potential of data journalism in newsrooms in Slovakia
is not sufficiently used. This result of quantitative content analysis is surprising, as data
journalism provides many new possibilities and opportunities to increase the quality and
attractiveness of media content in informing about public affairs. The content analysis of
articles published during critical political events shows that newsrooms prefer journalistic
services working with text and using elements of scandalisation and infotainment.
Journalistic content of this type is prevailingly based on the personal political preferences
and opinions of the authors than on data-based stories.

Because the media are the most essential source of knowledge of politics and
current events (Mitchell et al. 2016; Shehata & Stromback, 2014), media coverage of
politics and society, as well as how closely people follow the news, are intrinsically tied
to democracy’s quality and character. From a democratic standpoint, the most important
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task of journalism is to supply citizens with the information they require (Kovach &
Rosenstiel, 2014; Strémback, 2005). Data-driven journalistic approaches further develop
how news coverage can add to a democratic vote-based system, mainly when relevant
stakeholders deliver pertinent data sets. Appropriate data processing and visualisation
might help journalists set the political agenda by presenting and disclosing public issues
and strengthening citizens’ political participation (Parasie & Dagiral, 2013). Raw data and
information come from various sources, including official data producers, governments,
statistical bodies, agenda setters and stakeholders. Subsequently, journalists collect and
understand it, put it in context, improve its quality, and frame it by using appropriate
technological tools. This user-centred and value-sensitive approach is essential because it
means that the value of information is perceived and driven by the shared needs of users
in the social, cultural and political context (Diakopoulos, 2012). The results of our research
show that the Slovak newsrooms do not sufficiently use this potential of data journalism.
Even during the election period, they rely mainly on official data from election polls and
polls that determine the popularity of individual politicians among voters. From the
formal point of view, the editors mainly use static and dynamic visualisations of available
data and actively search for the original data collection and investigate contextual factors
related to this data only to a minimal extent.

CONCLUSION

From the analysis of data, we found that data journalism is currently an integral part
of Slovak online newsrooms. Infographics and data visualisations in particular have the
potential to clearly and intelligibly transform data into an understandable form that
provides added value for the reader. However, there are not many journalists who devote
themselves entirely to data journalism in Slovak newsrooms. Data projects require specific
skills and, in particular, more time, which editors often lack. We can state that it is time-
consuming not only to look for stories in the data but also to come up with a system for
choosing the right information. The skills of journalists are also related to this. Working
with data, their understanding, analysis, but also their visualisation requires above-
standard knowledge and abilities. Access to open data and the involvement of activists
are crucial factors for the development of data journalism in many countries (Appelgren
& Nygren, 2014). The printed word and data develop discursive, abstract thinking, unify
the flow of time, and in the context of the collective mentality, promote cognition and
critical thinking (Galik, 2020). According to Kacinova (2020), the development of the ability
to differentiate information according to quality becomes an essential part of the models
of the journalistic alphabet. Based on the results of our research, we assume that one of
the reasons for the low use of data journalism in politically oriented journalism is mainly
insufficient data skills and lack of experience of journalists with statistics. Newsrooms
do not respond adequately to the presence of an influential political and public
agenda, which is mostly processed in the form of text articles, while more sophisticated
components of data journalism are used only sporadically. Beckett (2019) emphasises the
role of collaboration between newsrooms that could also involve technology companies,
academia, and civil society organisations. In this context, it is essential to work on the
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continuous improvement of the qualifications and skills of journalists, who should have
the opportunity to undergo lifelong learning in the field of data platforms and statistical
data processing. Significant challenges also face universities, which provide training for
future media professionals and should include data journalism and statistics as an integral
part of their curricula.
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SAZETAK Podatkovno novinarstvo je jedan od nacina pruzanja objektivnih i relevantnih izvjestaja
citateljima. Studija ukljucuje analizu sadrZaja upotrebe podatkovnog novinarstva na slovackim online
news portalima. Uzorak koji je analiziran sastoji se od 11,267 ¢lanaka objavljenih tijekom veljace 2020.,
veljace 2019, lipnja 2019. i studenog 2019. godine. Cilj je bio koristeci kvantitativnu istraZivacku strate-
giju utvrditiimaju li znacajni politicki dogadaji utjecaj na povecanu upotrebu komponenti podatkovnog
novinarstva u domacim vijestima. Rezultati pokazuju kako je podatkovno novinarstvo integralni dio re-
dakcija. Unatoc tome, upotreba podataka nailazi i na nekoliko problema, posebice u smislu nedostatka
vjestina i iskustva samih novinara u ovom podrudju novinarstva. To je vidljivo u ogranicenoj upotrebi
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tekstualne ¢lanke, dok se profinjenije komponente podatkovnog novinarstva koriste tek sporadicno.
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GDJE SE SUSRECU
JAVNA DIPLOMACIJA 1 ODNOSI
S JAVNOSCU DRZAVA?
RASPRAVA O MEDUODNOSU
DISCIPLINA

Bozo Skoko
PREGLEDNI ZNANSTVENI RAD / DOI: 10.20901/ms.12.24.4 / PRIMLJENO: 29.3.2021.

SAZETAK Rad analizira meduovisnost javne diplomacije i odnosa s javnoscu, kao sve prisutnijih i sve
vaznijih disciplina u medunarodnim aktivnostima drzave. Propituje njihova teorijska utemeljenja i prak-
su, s posebnim naglaskom na dodirne tocke i preklapanja. Naime, iako postoji svijest o povezanosti tih
dviju disciplina jos od Sezdesetih godina proslog stoljeca, kad je javna diplomacija zaZivjela kao termin i
zasebna diplomatsko-komunikacijska disciplina, od 2001. godine teoreticari i prakticari sve cesce pisu o
meduovisnosti, pa i konvergenciji javne diplomacije i odnosa s javnosc¢u. Naime, javnu se diplomaciju u
njezinim pocetcima vise povezivalo s propagandom ili se svodilo na programe kulturne diplomacije, a
odnosi sus javnoscu dozivljavani putem modela jednosmjernogajavnog informiranja. U suvremeno doba
odnosi s javnoscu sve se vise doZivljavaju putem simetricnog modela dvosmjernog komuniciranja, ¢ija je
svrha postizanje razumijevanja i izgradnja odnosa s klju¢nim javnostima. A javna diplomacija obicno se
sagledava u tri podrucja djelovanja: upravijanje informacijama, dugoro¢ne kampanje strateskog komu-
niciranja i upravljanje odnosima. Zbog toga autor smatra nezamislivim djelovanje javne diplomacije bez
odnosa s javnoscu, odnosno njezino promatranje izvan teorije i prakse odnosa s javnoscu. Tek sinergijom,
zajednickim djelovanjem i primjenom slicnih strategija i taktika, javna diplomacija i odnosi s javnosc¢u
mogu posti¢i punu ucinkovitost u medunarodnom komuniciranju i djelovanju drzave prema ciljnim jav-

nostima te utjecanju na njihovo znanje, misljenje i ponasanje.
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Javna je diplomacija sastavni dio klasi¢ne diplomacije, ali i njezin iskorak prema odno-
sima s javnoscu, odnosno vazan segment njezina strateskog komuniciranja. Nastala je kao
potreba drzave za tim da komunicira, ne samo s uskim diplomatskim, odnosno politickim
elitama drugih zemalja, vec i s tamosnjim utjecajnim javnostima i gradanima opcenito,
kako bi utjecala na njihovo javno mnijenje. Javna diplomacija, dakle, uklju¢uje komuni-
ciranje vlade i drugih nacionalnih aktera s gradanima drugih drzava s ciljem utjecaja na
imidz vlastite drzave i druge prednosti koje proizlaze iz ugleda zemlje u medunarodnim
odnosima. Javlja se pocetkom 3ezdesetih godina kad dolazi do jacanja uloge medija
u drustvu, ali i utjecaja javnog mnijenja na kreiranje drzavnih politika i medunarodnih
odnosa. Pocetci se pripisuju Sjedinjenim Americkim Drzavama, koje iskustvo sluzbenog
komuniciranja s inozemnim javnostima imaju jos od 1938. Medutim, elemente javne di-
plomacije (pod drugim nazivima) mozemo pratiti tijekom povijesti i u drugim dijelovima
svijeta, ukljucujuci i Hrvatsku. Zato je Bardos (2001, prema Szondi, 2008, str. 32) javnu di-
plomaciju nazvao “starom umjetnoscu, ali novom profesijom”.

Javna je diplomacija, nakon pocetka sluzbene uporabe tog termina, smatrana eufe-
mizmom za drzavnu propagandu. lako je u okvirima javne diplomacije ponegdje bilo i
propagandnih elemenata, u vremenu i svijetu u kojem zivimo oni su sve manje odrzivi,
pa javnu diplomaciju promatramo posredstvom prizme dvosmjerne komunikacije svoj-
stvene simetricnom modelu odnosa s javnos¢u (usp. Grunig i Hunt, 1984), cija je svrha
pridonositi medusobnom upoznavanju i razumijevanju medu drzavama i narodima, te
stvarati preduvjete suradnje. Zaharna (2009, str. 86) zato smatra kako je javna diplomacija
podjednako komunikacijski i politicki fenomen.

Djelovanje javne diplomacije pridonosi ugledu drzava te im tako omogucava lakse
plasiranje proizvoda i usluga na inozemna trzista, stvara preduvjete za vedi kulturni utje-
caj te otvorenost prema vrijednostima i politikama zemlje, povecava razinu stranih ulaga-
nja, broj turista i posjetitelja, a nerijetko rezultira i useljavanjem talentiranih stanovnika.

Zbog sve vece vaznosti javne diplomacije tesko je pronaci relevantnu drzavu u medu-
narodnim odnosima koja ju ne provodi, uc¢inkovito se koriste¢i dosezima odnosa s javno-
$¢u, marketinga, kreativnih industrija, sporta... Klasi¢na tajna diplomacija gubi na vaznosti,
jer suvremeni svijet trazi otvorenost i transparentnost. Medunarodni odnosi odvijaju se
pred globalnom publikom te se prate u izravnim prijenosima. Tako se i uloga nekadasnjeg
diplomata, razvojem informacijskih i komunikacijskih tehnologija, uvelike promijenila.
Umjesto ceremonijalne uloge diplomacija je sve vise radna i mjerljiva aktivnost, pa se od
suvremenog diplomata ocekuje da bude vrhunski stru¢njak i komunikator, koji ¢e otvarati
nova trziSta svojoj zemlji, pomagati u plasmanu - ne samo njezinih proizvoda - vec¢i kultu-
re, politika, vrijednosti i nacina Zivota. Od njega se ocekuje da bude vidljiv pa i popularan
u zemlji primateljici, jer postaje simbolom zemlje koju zastupa. Sve to govori o sve ve¢em
prozimanju diplomacije i odnosa s javnos¢u, odnosno o sve vecoj otvorenosti diploma-
cije za suvremene komunikacijske i tehnoloske trendove. Fokus se stavlja na interakciju i
gradansku ukljucenost, cjelodnevnu raspolozivost za komunikaciju te dvosmjernu komu-
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nikaciju. Stalna interakcija, transparentnost, otvorenost i brzina postaju imperativ dijalo-
ga komunikatora i sve zahtjevnijih i informiranijih javnosti u sklopu javno-diplomatskog
djelovanja.

GolaniYang (2015, str. 2) podsjecaju na to kako je neko¢ javna diplomacija bila usmje-
rena na medijsku diplomaciju, odnosno na politicke informacije potrebne za zagovaranje,
ukljucujudi i medunarodno emitiranje, npr. jednosmjerno odasiljanje informacija stranim
javnostima s ciljem utjecanja na djelovanje strane vlade putem utjecanja na stavove njezi-
nih gradana. Posljednjih su se godina dogodile vazne promjene u podru¢jima djelovanja i
pristupima (naglasak je na dugoro¢nim kampanjama koje pridonose razumijevanju te na
izgradnji odnosa), kao i konceptualizaciji suvremene javne diplomacije, koja je dovela do
njezina preusmjeravanja na ulogu nedrzavnih aktera i prirodu njihovih globalnih odnosa,
koji se temelje na iskrenijim kontaktima. Dakle, nositelji javne diplomacije vise nisu isklju-
¢ivo drzave, vec¢ to mogu biti i nevladine organizacije, lokalna uprava i samouprava, aka-
demske institucije, gospodarski subjekti i sl., koji cesto mogu imati daleko veci kredibilitet
u inozemnim javnostima od sluzbenih drzavnih institucija.

S druge strane, medunarodne odnose s javnos¢u mozemo definirati kao stratesko
komuniciranje koje provode privatne organizacije (poduzeca, multinacionalne korpora-
cije, interesna udruzenja), drzavne institucije ili neprofitne organizacije (kulturne, vjerske,
akademske, aktivisti...) izvan svoje mati¢ne drzave, u stranom drustvenom, ekonomskom,
medijskom i politickom okruzenju s ciljem informiranja, komuniciranja i uspostave, izgrad-
nje i odrzavanja odnosa, razumijevanja i suradnje. lako su medunarodni odnosi s javnos¢u
nekada bili znacajnije podrugje interesa uglavnom multinacionalnih korporacija i medu-
vladinih organizacija, danas gotovo ne postoji sektor koji se ne koristi njihovim uslugama,
a djelovanje drzava postaje nezamislivo bez koristenja medunarodnih odnosa s javnoscu,
kao svojevrsne nadogradnje njihova diplomatskog djelovanja.

Medunarodni su odnosi s javno3¢u brzorastuce podruéje odnosa s javnos¢u bududi
da sve vise korporacija, institucija i organizacija fizicki ili virtualno komunicira s javnosti-
ma izvan vlastite zemlje, odnosno izvan poznatog okruzenja. Posljedica je to globalizacije
i Sirenja trziSta, odnosno novih trendova u poslovanju, trgovini i ulaganjima, djelovanja
globalnih medija i snaZnijeg protoka informacija, brisanja granica izmedu lokanog, na-
cionalnog i globalnog te nuznog drustvenog i poslovnog umrezavanja. Pritom odnosi s
inozemnim javnostima postaju sve 3iri, kompleksniji, sadrzajniji i vazniji. Cak i one korpo-
racije koje su usredotocene na domaca trzista, sve vise ovise o slici u inozemnoj javnosti,
jer se ona nerijetko prelijeva na domace medije i javnost, a na njezin trzisni uspjeh izravno
ili neizravno mogu utjecati pojedine inozemne institucije ili javnosti, iako nisu dio njihovih
poslovnih interesa. U krajnjoj liniji to moze biti i inozemna, odnosno globalna konkuren-
cija. Sve je to pridonijelo i snaznijem razvoju odnosa s javnosc¢u kao profesije, prakse i
podrugja djelovanja diljem svijeta.

Mnogobrojne drzave, koje se sve vise koriste dosezima odnosa s javnoscu, osim vla-
stitih institucija, redovito angaziraju i profesionalne medunarodne agencije za odnose
s javnoscu, kako bi im pomogle u aktivnostima medunarodnog komuniciranja i uprav-
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ljanja imidZzom. Nekada je angaZzman drzava u medunarodnim odnosima s javnoscu bio
iznimno skup, posebice kad je rijec¢ o kreiranju posebnih sadrzaja i priloga u globalnim
televizijskim mrezama i utjecajnim tiskanim izdanjima te kreiranju dogadaja u inozem-
stvu. Medutim, danas su informacijske i komunikacijske platforme dostupne i jeftine, a dio
aktivnosti odvija se i virtualno, pa je fokus na atraktivnosti sadrzaja i poruka. Kosor (2012,
str. 40) podsjeca na to kako je komunikacijska tehnologija pruzila inozemnim javnostima
slobodan pristup izvorima informacija, koji su prije interneta i komercijalnih satelita bili
pod monopolom vlada. Dok je 1992. dominirao ,CNN ucinak”, a 2003. ,Al-Jazeera ucinak®,
danas neki dogadaj moze dobiti pozornost cijelog svijeta ako se postavi na Google video
i druge internetske stranice ili drustvene mreze poput YouTube-a, Facebooka ili Twittera.

Stoga se u suvremeno doba odnosi s javnos¢u sve vise dozivljavaju kroz simetri¢ni
model dvosmjernog komuniciranja, te ¢etverofazni model upravljanja - analiza, planira-
nje, realizacija, vrednovanje (usp. Skoko, 2009, str. 190), ¢ija je svrha postizanje razumije-
vanja i izgradnja odnosa s klju¢nim javnostima. Buduci da se praksa javne diplomacija
obi¢no sagledava kroz tri razine, odnosno podrudja djelovanja: upravljanje informacijama,
dugorocne kampanje strateskog komuniciranja i upravljanje odnosima, logi¢no je zaklju-
Citi kako na sve trirazine, a posebno u upravljanju informacijama i izgradnji odnosa, posto-
ji povezanost, pa i preklapanje izmedu tih dviju disciplina. Osim istih ili sli¢nih strategija,
taktika i tehnika koje se koriste u praksi, javna diplomacija i odnosi s javnos¢u dobrim
dijelom dijele i teorijska polazista. Stoga ¢e ovaj rad kroz razli¢ite pristupe analizirati veze
izmedu odnosa s javnoscu i javne diplomacije te pokusati dati odgovor na pitanje kakav je
medusobni odnos tih dviju vaznih disciplina u medunarodnom komuniciranju drzava na
pocetku treceg desetljeca 21. stoljeca. Drugo vazno istrazivacko pitanje ovog rada jest —
koji ¢imbenici utjecu na konvergenciju odnosa s javnoscu i javne diplomacije?

U skladu s tim u nastavku ¢emo prikazati usporedni povijesni razvoj disciplina, razli¢i-
te novije teorijske pristupe (posebno s aspekta podrijetla i razvoja disciplina, vremenske
perspektive djelovanja, strategija i taktika koje se koriste u praksi te profila stru¢njaka koji
se njima bave). Pritom je pocetna pretpostavka rada kako se te dvije discipline nalaze u
procesu konvergencije te kako se razina medusobnog preklapanja u praksi svakodnevno
povecava. U odnosu na dosadasnje akademske rasprave o toj temi pokusat ¢emo dodatno
uputiti na klju¢na podrucja preklapanja i okolnosti koje ih poticu, kao i na vaznost proma-
tranja suvremene javne diplomacije kroz teorijsku prizmu odnosa s javno3cu.

POVIJESNA PERSPEKTIVA PROZIMANJA JAVNE DIPLOMACIJE
1 ODNOSA S JAVNOSCU

Sli¢nosti i meduovisnosti izmedu odnosa s javnos$cu i javne diplomacije bili su svjesni
Caki pioniriamericke javne diplomacije. Primjerice, Edward R. Murrow, jedan od najpozna-
tijih i najutjecajnijih ravnatelja Americke informativne agencije USIA, koja je od 1953. do
1999. upravljala americkom javnom diplomacijom, u svom govoru pred Public Relations
Society of America (Americkim drustvom za odnose s javnosc¢u) 1961. priznao je da postoji
bliska veza izmedu javne diplomacije i odnosa s javnoscu:
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Znam da sam jutros medu prijateljima, jer U. S. Information Agency i Public Relati-
ons Society su u sustini sestre, poput Colonel’s Lady i Judy O’Grady (aluzija na pjesmu
Rudyarda Kiplinga — op. a.). | jedni i drugi radimo za druge - vi za klijente i tvrtke, a
moja agencija za 180 milijuna Amerikanaca. | jedni i drugi bavimo se uvjeravanjem, vi
americke javnosti, a mi javnosti po cijelom svijetu. (Snow, 2015, str. 73)

Doduse, treba priznati kako su se ponekad americki strucnjaci za javnu diplomaciju
nastojali distancirati od odnosa s javnos¢u kad ih se percipiralo kao jednosmjernu komu-
nikaciju ¢iji je cilj uvjeravanje, a oni su isticali dugoro¢ne programe kulturne razmjene, te
kampanje koje su pridonosile medusobnom upoznavanju i razumijevanju. Snow (2009,
str. 9) tako navodi kako se odnose s javnos$¢u ponekad kritizira kao obican alat za ,pro-
davanje demokracije”. Te kritike ¢esto svode odnose s javnos¢u na propagandu ili jed-
nostrano nagovaranje na manipulaciju javnim mnijenjem. Snow (2015, str. 78) pojasnjava
kako je izazov u tome $to se mnogim laicima odnosi s javnos¢u povremeno cine kao puki
,Spin“, gdje se rijeci, ¢injenice i imidzi izvréu u cilju boljeg ishoda po klijenta. Autorica do-
daje kako bi to moglo objasniti zasto duznosnici zaduZeni za odnose s javnhosc¢u odbijaju
tvrdnje da je to ¢ime se bave puki spin te zasto duznosnici zaduZeni za javnu diplomaciju
obi¢no odbijaju rije¢ ,propaganda” kao eufemizam za to ¢ime se oni bave. Jasno, rijec je
o percepciji, a praksa se odnosa s javnos¢u ve¢ davno udaljila od spina.

S druge strane, javnu diplomaciju se u teorijskom kontekstu obi¢no razmatralo kroz
prizmu medunarodnih odnosa. Vaznost odnosa s javnos¢u za medunarodne poslove prvi
je put znanstveno istrazena devedesetih godina, kad je Grunig (1993) odnose s javno$¢u
predstavio kao komunikacijsku funkciju vaznu za lakse sporazumijevanje izmedu skupina
i za smanjivanje sukoba tijekom angaziranja u medunarodnim i interkulturnim aktivnosti-
ma (Tam, 2019, str. 134). Podsjetimo, Grunig i Hunt (1984) nude detaljan opis cetiri modela
odnosa s javnoscu, smatrajudi kako se kroz te modele mogu opisati aktivnosti odnosa s
javno3c¢u u povijesti odnosa s javnoscu, ali i suvremenoj praksi. To su: Model tiskovnih
agenata (Press agentry model), Model javnog informiranja (Public information model), Dvo-
smjerni asimetri¢ni model (Two-way asymmetric model) i Dvosmjerni simetri¢ni model
(Two-way symmetric model). Model tiskovnih agenata temelji se na propagandnim naceli-
ma i zadobivanju publiciteta ,po svaku cijenu”. Model javnog informiranja, ciji je zagovor-
nik bio Ivy L. Lee, a koji se u SAD-u pojavio pocetkom 20. stoljeca, predvidao je pruzanje
istinitih informacija medijima, ali ne nuzno i potpunih, te se temeljio na tezi da dobri od-
nosi s medijima generiraju dobar publicitet. Dvadesetih godina proslog stoljec¢a Edward
Bernays je pokrenuo dvosmjerni asimetri¢ni model, smatrajuci kako je za “dobivanje pri-
stanka” nuzno komunikaciju temeljiti na informacijama dobivenim od ciljne publike. Time
je uodnose s javnoscu uveo istrazivanja i dvosmjernu komunikaciju. Posljednji simetri¢ni
model, koji se razvio krajem proslog stoljeca, temelji se na razumijevanju i suradniji, ali i
medusobnoj prilagodbi. U komercijalnoj praksi dobrim dijelom jo§ dominira model jav-
nog informiranja, medutim razvoj odnosa s javnoscu ide prema strateSkom komuniciranju
koje se temelji na uporabi asimetri¢nog i simetricnog modela. U dvosmjernom simetric-
nom modelu prakti¢ari imaju ulogu medijatora izmedu organizacije i njezinih javnosti, a
klju¢ni je cilj medusobno razumijevanje javnosti i organizacije, pri ¢emu se ¢esce koriste
komunikacijske teorije nego teorije persuazije. Snow (2015, str. 78) navodi kako je jos 1980.
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Americko drustvo za odnose s javnoscu dalo dvije kratke definicije te discipline koje su do
danas ostale popularne: ,0dnosi s javnos¢u pomazu organizaciji i njezinim javnostima da
se uzajamno prilagode jedne drugima“ i ,Odnosi s javno3cu predstavljaju nastojanja orga-
nizacije da pridobije suradnju skupina ljudi”. Obje definicije odnosa s javnos¢u naglasak
stavljaju na proces, uzajamnost i izgradnju vjerodostojnosti.

Imajuci u vidu razvoj odnosa s javnoscu, kao i kontinuirano podizanje etickih i profe-
sionalnih standarda, u odredenim su se trenucima odnosi s javnoscu i praksa javne diplo-
macije nalazili u raskoraku. Zato su se tijekom povijesti i odnosi s javno3cu znali distanci-
rati od prakse javne diplomacije, kad je ona teZila monologu umjesto dijalogu, nametanju
stajalista i ,prodaji vrednota”, a ne medusobnom razumijevanju, suradnji i izgradnji od-
nosa. Niz autora takav raskorak uocava tijekom americke borbe protiv terorizma i vojnog
angazmana u arapskim zemljama nakon 2001. godine. Tako Taylor (2009, str. 13) pise kako
su dogadaji 11. rujna 2001. i americka reakcija nakon njih zadace javne diplomacije ucinili
dodatno tezim i dugotrajnijim. Naime, SAD je na dogadaje od 11. rujna odgovorio vojnom
akcijom, umjesto pazljivo smisljenom dugoro¢nom politickom vizijom o nacinu borbe
protiv ,terora” — smatra Taylor (2009, str. 14-15). Pritom su imenovanje marketinske stru¢-
njakinje Charlotte Beers za pomoc¢nicu americkoga drzavnog tajnika za javnu diplomaciju
i javne poslove u listopadu 2001. i neuspjeh kampanja usmjerenih prema arapskim zemlja-
ma negativno utjecali na poimanje americke javne diplomacije. Jaffe i Nebenzahl (2006,
str. 158) smatraju kako se kampanija nije isplatila jer komunikacijski ciljevi nisu postignuti:
,Dozivljaj brenda ocito nije bio u skladu s porukom odaslanom, od ranije skepti¢noj pu-
blici, a poruka je priopc¢avala da se SAD zalazu za toleranciju, slobodu i demokraciju, no
smatralo se da ta poruka nije u skladu s americkom podrskom autoritarnim rezimima“.
Snow (2015) pise kako vecina analiza usmjerava svoju kriti¢cnost na neuspjesnost strategija
uvjeravanja u pokusavanju da se ostatku svijeta ,proda” pozitivan imidz Sjedinjenih Drza-
va. Ta strategija prodavanja, neuspjeh da se svijetu ,ispri¢a” americka prica (moto USIA-e)
kako bi se prodao ili reklamirao pozitivan imidz Amerike, predstavlja se kao jednosmjerni
asimetri¢ni pristup odnosa s javnoscu, koji izostavlja sve sporove i rasprave o strategijama
odnosa s javnoscu koji bi mogli obogatiti alate javne diplomacije. Strategije odnosa s jav-
noscu koje se Cesto previdaju, one koje bi mogle pomodi u objasnjavanju, pojasnjavanju i,
mozda, poboljsavanju imidza odnosa s javnos¢u medu teoreticarima i prakti¢arima javne
diplomacije, ukljucuju strategije dvosmjerne simetri¢cne komunikacije, modele izgradnje
odnosa i utjecaja (Snow, 2015, str. 76).

Dakle, javna diplomacija i odnosi s javnoscu najcesce se susrecu u onim slucajevima i
praksi kad stratesko komuniciranje prevladava nad zastarjelim kampanjama jednosmijer-
nih odnosa s javnoscu. A upravo takvo poimanje i praksa odnosa s javnoscu sve su prisut-
niji jo$ od devedesetih godina proslog stoljec¢a. Pocetkom 21. stoljeca takav oblik prakse
postaje dominantan, ne samo zbog profesionalnih i etickih razloga, ve¢ i zbog pragmatic-
nosti, bududi da jednosmjerna komunikacija s dozom uvjeravanja ne prolazi u sve infor-
miranijoj i kriti¢nijoj javnosti.

U tom kontekstu Snow (2015, str. 77) smatra kako nema sumnje da je javna diplomacija
postala rodak odnosa s javno$¢u u svijetu nakon 11. rujna 2001. Medutim, isti¢e dilemu



B. Skoko : GDJE SE SUSRECU JAVNA DIPLOMACIJA 1 ODNOSI S JAVNOSCU DRZAVA? RASPRAVA ...
PREGLEDNI ZNANSTVENI RAD / DOI: 10.20901/ms.12.24.4 / PRIMLJENO: 29.3.2021.

- jeli to prirodno blizak odnos ili je nastao zbog vanjskih kriznih okolnosti koje su pota-
knule takvu integraciju. Naime, autorica pojasnjava kako se poslije 2001., kad su inozemni
teroristi napali americka financijska i vojna sredista, americka vlada upustila u globalni in-
formacijski rat kako bi promicala interese, vrijednosti i imidz Sjedinjenih Drzava, odnosno
kako bi se prevladale negativne percepcije i stavovi prema Sjedinjenim Drzavama.

Dakle, pojedini americki potezi na polju javne diplomacije probudili su poveznice te
discipline s propagandom. lako je u toj praksi zasigurno bilo preklapanja izmedu javne
diplomacije i propagande, vazno je uociti distinkciju. Cull (2010) navodi kako javna diplo-
macija s propagandom dijeli zajednicki cilj — utjecaj, ali za razliku od propagande taj utje-
caj nije nuzno jednosmjerna ulica od govornika do njihovih slusatelja. U najboljem sluca-
ju, kaze Cull (2010, str. 12), ,javna diplomacija je dvosmjerna ulica: proces medusobnog
utjecaja, pri ¢emu drzava (ili drugi medunarodni igrac) olaksava i posreduje angazman
inozemnih javnosti ili oblikuje vlastitu politiku uzimajuci u obzir njihovo javno mnijenje”.
U idealnom slucaju, javna diplomacija tretira stranu javnost kao aktivnog sudionika — ne
samo kao stado ovaca koje ¢eka da bude ideoloski ogoljeno (Cull, 2010, str. 12). Nielsen
Sigsgaard (2011, str. 18) i Leonard (2002, str. 46) klju¢nu razliku izmedu propagande i javne
diplomacije vide u ¢injenici da propaganda kontinuirano odasilje poruke ciljnoj javnosti,
bez Zelje za povratnom informacijom, a javna diplomacija se koristi strategijom dvosmijer-
nog komuniciranja. A upravo isticanje dvosmjernog komuniciranja, kao klju¢ne odrednice
suvremene javne diplomacije, tu disciplinu dovodi u izravnu vezu sa suvremenim odno-
sima s javnoscu.

TEORIJSKI PRISTUPI MEDUOVISNOSTI JAVNE DIPLOMACIJE
1 ODNOSA S JAVNOSCU

Teorijska rasprava o meduovisnosti javne diplomacije i odnosa s javnoscu prisutna je
od devedesetih godina proslog stolje¢a, medutim, u posljednja je dva desetljeca u sredi-
$tu akademskog interesa. Primjerice, Signitzer i Coombs (1992, prema Dutta i Pal, 2011, str.
209) su medu prvima utvrdili kako se ta dva podrucja komunikacije preklapaju s obzirom
na ciljeve, procese, koncepte i alate. Eyun-Jung (2015, str. 95) napravio je zbirni pregled
teorijskih doprinosa razlicitih istrazivaca (npr. Fitzpatrick, 2007; L'Etang, 2008; Signitzer,
2008; Signitzer i Coombs, 1992; Signitzer i Wamser, 2006) u pogledu zajednicke prakse i
ciljeva te naveo kako se oba podrucja promatraju s aspekta funkcije strateskog komunici-
ranja organizacije, nacije (ili drzave) (npr. Macnamara, 2012; Signitzer i Wamser, 2006), kako
profesionalci iz oba podrucja aktivno distribuiraju informacije, zalazu se za uvjeravanje i
njeguju odnose (Macnamara, 2012), a Signitzer i Wamser (2006, str. 435) opisali su javnu
diplomaciju kao ,specifi¢nu funkciju vladinih odnosa s javnos¢u” (Eyun-Jung, 2015, str. 95).

Wang i Chang (2004, prema Dutta i Pal, 2011, str. 209) tvrde da i javna diplomacija, i
odnosi s javnoscu, utjecu najavnosti s ciljem odrzavanja i upravljanja imidzom te imaju niz
istih strateskih i taktickih pristupa, potom isticu da su dvostrani ciljevi javnih diplomacija
stvaranje potpore vanjskim politikama i stvaranje ,boljeg” kulturnog razumijevanja. Da-
kle, prva je sli¢nost u strategijama i taktikama kojima se koriste, odnosno u svrsi postojanja
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- upravljanju informacijama i komunikacijama - te razvijaju odnose pritom se koristeci i
moci uvjeravanja.

Istrazujudi slicnosti i razlike izmedu disciplina, Van Dyke i Ver¢i¢ (2009, str. 823) navode
kako su prema dominantnom stajalitu odnosi s javno3cu stratesko upravljanje komuni-
kacijom i odnosima izmedu organizacija i javnosti, a da se javna diplomacija ¢esto smatra
komplementarnom, ali zasebnom koncepcijom koju karakterizira medunarodna ili medu-
kulturna komunikacija izmedu nacija i inozemne javnosti. Dodaju kako neki teoreticari i
prakticari povlace, medutim, paralele izmedu odnosa s javnosc¢u i javne diplomacije te ¢ak
navode konvergenciju izmedu tih dviju koncepcija (npr. Kunczik, 2003; Signitzer i Coombs,
1992; Signitzer i Wamser, 2006).

Neki teoreticari idu korak dalje i te dvije discipline ¢ak poistovjecuju. Primjerice,
L'Etang (2009) poistovjecuje odnose s javnoscu s javnom diplomacijom, odnosno proma-
tra ih kao oblik javne diplomacije u kontekstu globalizacije. Njezin je pristup oblikovan
iskustvom rada u British Councilu sedamdesetih i osamdesetih godina. Za nju su i diplo-
macija i odnosi s javno3¢u odgovorni za sluzbeno institucijsko komuniciranje s drugim
organizacijama i za odnose s ve¢im skupinama javnosti te su prijemljivi na javno misljenje
i medijsko izvjeStavanje.

Na funkcionalnoj razini, moglo bi se ustvrditi da je PR dio diplomatske prakse odgovo-
ran za medunarodne komunikacije i odnose s medijima, kao i za kulturnu diplomaciju,
¢iji je cilj unaprijediti osobne odnose izmedu predstavnika zemlje domacina i ciljane
zemlje. Moze se reci da je diplomacija (politicka, gospodarska, informacijska, kulturna)
dio strateskog PR-a neke organizacije i da su diplomatske vjestine vazne za djelotvo-
ran PR. (LEtang, 2009, str. 608)

Inace, LEtang (2009, str. 611, 620) smatra kako stapanje perspektiva PR-a i javne di-
plomacije moze dati koristan doprinos nasem razumijevanju relacijskih procesa u javnhom
komuniciranju, te kako neprekidna integracija i znanstvene razmjene izmedu javne di-
plomacije i PR-a mogu pridonijeti iznijansiranom razumijevanju tih zanimanja i - to je
najvaznije — smjestiti koncept modi u srediste PR-ovske prakse i teorije, gdje i pripada.
Sli¢no razmislja i Snow (2015, str. 78) koja tvrdi da nema razlike u praksi stru¢njaka za od-
nose s javnos¢u od medunarodnih kampanji uvjeravanja koje nazivamo javhom diploma-
cijom. Smatra kako je razlika mozda tek semanticke prirode. Golan i Yang (2015, str. 1) citi-
raju Signitzera i Wasmer (2006) koji su javnu diplomaciju smatrali specificnom drzavnom
funkcijom odnosa s javnoscu te objasnili da matrica ciljeva u javnoj diplomaciji moze biti
isprepletena s onima u odnosima s javnoscu. Inace, sto se ti¢e poklapanja javne diploma-
cije i odnosa s javnosc¢u, Golan i Yang (2015, str. 5) navode dvije razlicite perspektive - 1.)
gledanje na javnu diplomaciju kao na podrugje relacijske javne diplomacije, koja klju¢ne
strane javnosti privlaci kulturnom razmjenom ili drugim oblicima javnog angazmana te
primjenom dvosmjernog komuniciranja, od kojeg obostranu korist mogu imati neka na-
cija i njezine javnosti, te 2.) gledanje na primarnu ulogu javne diplomacije u kontekstu
medijatizirane javne diplomacije, kojom nacija pokusava strateski promicati svoju agendu
i okvire putem strateSkog odabira upotrebe masovnih medija s ciljem utjecanja na mislje-
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nje ciljanih stranih publika. Dok prva perspektiva proizlazi iz podrucja odnosa s javnoscu,
posebice pod utjecajem upravljanja odnosima, drugu su razvili istraziva¢i na podrucju
javnog mnijenja i politickog komuniciranja. Kod te analize nije sasvim jasno zasto autori
u drugom slucaju isklju¢uju odnose s javnoscu, koji su takoder tijesno povezanii s politic-
kom komunikacijom i s istraZivanjima javnog mnijenja, odnosno s njegovim upravljanjem.
Golan i Yang (2015, str. 5) takoder smatraju kako bi pristup utemeljen na medijatiziranoj
javnoj diplomaciji mogao biti najprikladniji za postizanje kratkoro¢nih do srednjoro¢nih
javnodiplomatskih ciljeva, a upravljanje ugledom i odnosima mogli bi biti prikladniji za
postizanje srednjoroc¢nih i dugoroc¢nih ciljeva.

Dakle, teoreticari u promatranju slicnosti izmedu javne diplomacije i odnosa s jav-
noscu, osim informacijske komponente, naglasavaju kao jos vazniju njihovu dugorocnu
perspektivu, odnosno izgradnju odnosa. | pritom se susrecu sa stajalistima suvremenih
istrazivanja odnosa s javnoscu, koji takoder naglasavaju klju¢nu koncepciju razumijevanja
i odnosa. Na taj nacin obje discipline rade jasan odmak u odnosu na propagandu.

Uz sli¢ne prakse te podrijetlo javne diplomacije i odnosa s javnosc¢u (propaganda,
oglasavanje, marketing...), jo$ su jedna vazna poveznica i stru¢njaci koji se bave tim pro-
fesijama, a koji moraju imati slicnu razinu osposobljenosti i stru¢nih znanja. Primjerice,
Eyun-Jung (2015, str. 95) navodi kako su pojedinci ili skupine kojima se ta dva podru¢ja
bave drugo zajednicko obiljeZje odnosa s javnoscu i javne diplomacije. Pojasnjava kako
se u odnosima s javno$¢u pojmovi javnosti i dionici odnose na skupinu, a da se javna di-
plomacija obi¢no koristi pojmovima politicki akteri i drustveni kolektivi kao referencijama
na te skupine. Uloga profesionalaca na oba ta podrug¢ja jest povezivanje granica, jer one
sluze kao veze izmedu organizacije (nacije ili drzave) i vanjskih skupina i pojedinaca (Eyun-
Jung, 2015, str. 95). U vezi s javnostima kojima se obracdaju, medutim, postoje podjele u
stajalistima, iako su obje discipline usredotocene na kreatore javhog mnijenja, odnosno
na ciljne javnosti. Van Dyke i Verci¢ (2009, str. 826) smatraju kako su voditelji odnosa s
javnoscu usredotoceni na komunikaciju korporativnih lidera i javnosti u organizacijama, a
da su voditelji javne diplomacije usredotoceni na komuniciranje nacionalnih lidera i inoze-
mne javnosti. Kao primjer navode ameri¢ko ministarstvo vanjskih poslova koje zaduzuje
svoje voditelje odnosa s javnos¢u da “informiraju americki narod i da njihove brige i pri-
mjedbe prenose natrag kreatorima politika”. Pritom, njegovi voditelji javne diplomacije
komuniciraju s “ljudima Sirom svijeta... izoliraju i marginaliziraju nasilne ekstremiste... (i)
njeguju osjecaj zajednickih interesa i zajednickih vrijednosti izmedu Amerikanaca i ljudi
iz razli¢itih zemalja, kultura i vjera Sirom svijeta” (Ameri¢ko ministarstvo vanjskih poslova,
2008, str. 2, prema: Van Dyke i Verci¢, 20009, str. 826). Medutim, ¢injenica je da medunarod-
ni odnosi s javnoscu, ¢ak i u korporativnom sektoru, moraju sve vise voditi racuna o tom
interkulturnom kontekstu koji autori pripisuju iskljucivo javnoj diplomaciji, a na proda-
ju proizvoda na medunarodnom trzistu znacajno utjece i imidz zemlje podrijetla (Skoko,
20009, str. 110), tako da su upitne razlike i u ciljnim javnostima. Uz to, dugorocni ciljevi javne
diplomacije poput stvaranja razumijevanja medu drzavama, mogu pridonijeti ostvarenju
kratkoroc¢nih korporativnih ciljeva i ciljeva odnosa s javnoscu, sto takoder govori o medu-
ovisnosti pojedinih javnosti. Tam (2019, str. 137) smatra da, kako bi drzava kompenzirala
djelovanje tvrde moci (na podru¢ju politike i gospodarstva) na odnose s drugim drzava-
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ma, javna diplomacija nastoji ostvariti meku mo¢ promicanjem uzajamnog razumijevanja
izmedu zemlje i njezinih inozemnih javnosti, $to jasno govori o meduovisnosti izmedu
korporativnog sektora i politike, odnosno nacionalnih i korporativnih (privatnih) interesa.

KONVERGENCIJA ODNOSA S JAVNOSCU
1 JAVNE DIPLOMACLJE

lako povijesni trendovi pruzaju obilje dokaza o konvergenciji, barem u praksi, izmedu
odnosa s javnoscu i javne diplomacije (Van Dyke i Verci¢, 2009, str. 836), njihova se poveza-
nost u teoriji pojavljuje tek u suvremeno doba. Vanc i Fitzpatrick (2016, str. 432) pisu kako
su teoreticari odnosa s javnoscu prethodnih desetljeca pokazali relativno malo zanimanja
za javnu diplomaciju, odnosno proces kojim diplomatski akteri komuniciraju s inozemnim
javnostima i izgraduju odnose s njima, pa je primjena teorije odnosa s javnosc¢u na javnu
diplomaciju jo$ u povojima zbog ograni¢enog broja empirijskih radova. Signitzer i Co-
ombs (1992) su medu prvima skrenuli pozornost na to da bi perspektive odnosa s jav-
nos¢u mogle dati koristan doprinos razumijevanju nacina na koji drzave-nacije, odnosno
drustva, upravljaju komunikacijskim odnosima sa svojim inozemnim javnostima te su i
ne sluteci otvorili potpuno novo razdoblje u proucavanju javne diplomacije. Analizirajuci
sli¢nosti i razlike izmedu tih dvaju podrugja, zakljucili su kako je teorija odnosa s javnoscu
prikladnija za objasnjavanje ili predvidanje komunikacijskog ponasanja organizacija, a da
su teorije diplomacije mozda prikladnije za razumijevanje odnosa izmedu drzava, odno-
sno nacije i njihovih ciljanih javnosti u inozemstvu (Signitzer i Coombs, 1992, str. 138).

Analiziraju¢i misljenje da su odnosi s javnoscu i javna diplomacija zasebne funkcije,
Signitzer i Coombs (1992, str. 145-146) su zakljucili, nakon opseznog proucavanja razlic¢itih
istrazivanja koja su proveli americki i europski teoreticari, da odnos izmedu tih dvaju po-
drucja doista postoji te da su odnosi s javnos$cu i javna diplomacija u prirodnom procesu
konvergencije. Signitzer i Wamser (2006, str. 444, prema Van Dyke i Ver¢i¢, 2009, str. 826)
dodatno su istrazili taj proces konvergencije i utvrdili slicnosti izmedu tih dviju funkcija.
Izmedu ostalog su primijetili kako su i odnosi s javnoscu i javna diplomacija procesi stra-
teskog komuniciranja koji upravljaju komuniciranjem, odnosima i posljedicama izmedu
organizacija i njihovih ciljanih javnosti te da oboje provode istrazivanja, zagovaranje, dija-
log i savjetovanje. Navodeci gospodarske i politicke trendove, autori su ujedno zakljucili
da velike organizacije i multinacionalni savezi pocinju djelovati kao nacije, zbog ¢ega od-
nosi s javnoscu i javna diplomacija postaju “sve vise prepleteni u danasnje vrijeme”.

Eyun-Jung (2015, str. 95) takoder navodi kako su Signitzer i Wamser (2006) primijenili
(ranije spomenuti) Grunigov i Huntov (1984) model odnosa s javnos¢u u organizaciji na
javnu diplomaciju. Model je prikazao ulogu i nuznost odjela za odnose s javnos¢u u nekoj
organizaciji kao sredstvo za povezivanje granica izmedu najvisih rukovoditelja i njihovih
strateskih javnosti koje snose reciproc¢ne posljedice. Demonstrirali su da bi taj model mo-
gao biti koristan za rjeSavanje javnodiplomatskih problema, zato $to odjel za javnu diplo-
maciju obavlja za organizaciju istu funkciju kao i odjel za odnose s javnoscu.
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Prema Signitzeru i Coombsu (1992) te Signitzeru i Wamseru (2006) model tiskovne
agenture (drugim rijecima, propaganda i uvjeravanje) sinonim je za jednosmjernu
kulturnu diplomaciju koja ima za cilj utjecati na kulturne vrijednosti drugih zemalja
ili ih mijenjati. Model javnog informiranja ekvivalentan je cilju kulturnih diplomata da
prikazuju strateske snage svojih vlastitih domacih vrijednosti. Dvosmjerni asimetri¢ni
model korijene ima u razvijenom, na istrazivanjima utemeljenom uvjeravanju, sto je
sli¢no oglasavanju kulturnog imidza. | napokon, dvosmijerni simetri¢ni model kompa-
tibilan je s njegovanjem odnosa i odrzavanjem suradnje izmedu nacija kao ciljevima
kulturne diplomacije. (Jiang, 2015, str. 170)

Navedena analiza jasno upucuje na vecu prikladnost tumacenja javne diplomacije
putem teorijskih pristupa odnosa s javno$¢u, nego putem pristupa koji se odnose na me-
dunarodne odnose.

Jiang (2015, str. 170) zbirno navodi klju¢ne teoreti¢are odnosa s javnoscu koji razma-
traju konvergencije izmedu odnosa s javnoscu i javne diplomacije (npr. J. E. Grunig, 1993;
L'Etang, 1996; Signitzer i Coombs, 1992; Signitzer i Wamser, 2006). Nekoliko trendova pri-
sutnih u toj literaturi sazeto mozemo prikazati ovako: (1) usporedivanje Cetiriju modela
odnosa s javnoscu (Grunig i Hunt, 1984) i Peisertovi (1978) ciljevi kulturne diplomacije (Si-
gnitzer i Coombs, 1992; Signitzer i Wamser, 2006); (2) slicnosti izmedu razlicitih razina ana-
lize u istrazivanju odnosa s javnoscu i istrazivanju javne diplomacije (Signitzer i Wamser,
2006); (3) zajednicke funkcije javne diplomacije i odnosa s javnoscu (LEtang, 1996); te (4)
sli¢nosti u ponasanju izmedu javnih diplomata i stru¢njaka za odnose s javnos$cu (Grunig,
1993; Yun, 2006).

L'Etang (2006, 2009) je provela metaanalizu klju¢nih koncepata i njihove upotrebe
u vezi s pretpostavkama o prevladavajucoj paradigmi u tom podrudju te je identificirala
neke zajednicke funkcije u praksi PR-a i javne diplomacije: predstavnicku (retori¢ku, go-
vornicku, zagovaracku) funkciju, koja stiti interese predstavljanih organizacija ili drzava u
pokusaju informiranja i uvjeravanja ciljanih publika te utjecanja na njih, dijalosku funkciju
(pregovori, mirotvorstvo), u kojoj se odnosi s javnoscu i javna diplomacija oslanjaju na
dijalosko komuniciranje u nastojanju da angaziraju ciljane javnosti, savjetodavnu funkciju
(savjetovanje), koja ukljucuje savjetovanje rukovodstava organizacija, odnosno vladinih
duznosnika te prikupljanje podataka (istrazivanje i analiza okruzenja, upravljanje proble-
mima), interkulturnu komunikaciju i upravljanje javnim mnijenjem (LUEtang, 2009, str. 616).

Jiang (2015, str. 171) pise kako znanstvenici razmatraju i sli¢cnosti izmedu razlicitih razi-
na analize u istrazivanju javne diplomacije i odnosa s javnoscu (Petersone, 2008; Signitzer
i Wamser, 2006). Naime, Signitzer i Wamser (2006) analizirali su Cetiri preklapajuce razine
analize na temelju Ronnebergerovih i Rihlovih (1992) razina u odnosima s javnosc¢u te
Goldsteinovih (1994) razina u medunarodnim odnosima. Prvo, na makrorazini (globalni
odnosi s javnos¢u i medunarodni odnosi), teoreti¢are zanima nacin na koji njihova pod-
ruc¢ja utje¢u na globalne promjene. Drugo, na mikrorazini, istrazivaci odnosa s javnoscu
proucavaju sjecista i kontradiktornosti razli¢itih interesa razli¢itih javnosti. No, predmet
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zanimanja teoreticara medunarodnih studija jest izgradnja odnosa izmedu nacija istog dr-
Zavnog sustava. Trece, na organizacijskoj (domacoj) razini, odnosi s javnos¢u objasnjavaju
kako komunikacijska funkcija doprinosi djelotvornosti organizacije. Medunarodne studije
vise se bave nacinom na koji domace organizacije ili skupine, poput vladinih i nevladinih
organizacija i onih s posebnim interesima, utje¢u na medunarodno ponasanje nacije. |
napokon, na pojedinacnoj razini, i odnosi s javnoscu, i javna diplomacija zanimaju se za
proucavanje ponasanja pojedinacnih ljudskih bi¢a kao javnosti i kao biraca (Jiang, 2015,
str. 171).

Macnamara (2012, str. 318) je javnu diplomaciju i odnose s javnosc¢u analizirao u skladu
s teorijom izvrsnosti (Grunig, 1993; Grunig, Grunig i Dozier, 2002), teorijom odnosa, dija-
loSkom teorijom, teorijom strateskog komuniciranja i postmodernom teorijom. Njegova
je analiza otkrila sljedecih Sest zajednickih obiljezja tih dvaju podrugja: 1) prepoznaju po-
trebu za razumijevanjem okruzenja (ste¢enog obavjestajnim putem, skeniranjem okru-
Zenja itd.); 2) smatra ih se strateskim komuniciranjem; 3) isticu prioritet njegovanja odno-
sa; 4) glavnom aktivno$¢u smatraju dijalog; 5) bave se raznolikim interesima, ponekad i
konfliktima; 6) bave se ve¢im brojem skupina ,politickih aktera”, ,drustvenih kolektiva“,
Jjavnosti”i ,dionika”, ukljucujuci vlade i organizacije.

Eyun-Jung (2015, str. 95) podsjeca na to kako je jos nekoliko teoreti¢ara odnosa s jav-
nosc¢u primijenilo koncepciju nove javne diplomacije na teoriju izvrsnosti i upravljanje
odnosima (Fitzpatrick, 2007; LEtang, 1996, 2008; Signitzer i Wamser, 2006; Yun, 2006). Po-
sebno izdvaja Yuna (2006) koji je na temelju teorije izvrsnosti ustvrdio da izvrsna javna di-
plomacija ukljuc¢uje dvosmjerno simetri¢cno komuniciranje, usredoto¢eno na znanstvena
istrazivanja, simetri¢no interno komuniciranje, eticko sudionicko odlucivanje, uklju¢enost
javne diplomacije u vladino stratesko upravljanje vanjskim odnosima itd. Simetri¢no ko-
municiranje povezuje odnose s javnoscu i javnu diplomaciju u smislu da simetri¢nost, kao
eti¢an i druStveno odgovoran nacin prakticiranja programa javne diplomacije, pomaze
nacijama i nedrzavnim akterima da ,promic¢u uzajamno razumijevanje i suraduju u rjesa-
vanju sukoba” (Yun, 2006, prema Jiang, 2015, str. 171). Dakle, to je jos jedan dokaz da su
okviri odnosa s javnoscu primjenjivi na konceptualizaciju i mjerenje ponasanja i izvrsnosti
u javnoj diplomaciji.

Vanc i Fitzpatrick (2016) provele su istrazivanje opsega i stanja istrazivanja javne di-
plomacije teoreti¢ara odnosa s javnos¢u u razdoblju od 1990. do 2014. te su takoder za-
kljucile kako je ta ,intelektualna razdjelnica” odnosa s javnoscu i javne diplomacije pocela
nestajati ubrzo nakon dogadaja 11. rujna 2001., koji su potaknuli globalno zanimanje za
prosdirenu ulogu i vrijednost javne diplomacije u medusobno sve ovisnijem i sve pove-
zanijem globalnom drustvu. Naime, nakon 11. rujna, teoreticari i prakticari iz raznih po-
drugja, ukljucujudi politicku znanost, medunarodne odnose, diplomaciju, novinarstvo,
marketing/brendiranje, kulturologiju, medunarodne komunikacije - i odnose s javnos¢u
- napisali su desetke knjiga, ¢lanaka i referata o javnoj diplomaciji. Zajedno sa znac¢ajnom
paznjom koju ministarstva vanjskih poslova Sirom svijeta posvecuju javnoj diplomaciji,
globalni razgovori potaknuti tim rastu¢im znanjem o javnoj diplomaciji stvorili su novo
podrucje teorije i prakse (Gregory, 2008), kojem teoreticari i prakticari odnosa s javnos¢u
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mogu doprinijeti zahvaljujuci svojoj jedinstvenoj kvalificiranosti (Vanc i Fitzpatrick, 2016,
str. 432).

Njihovu tezu o promjeni istraZivackih pristupa nakon 2001. zastupaju i Van Dyke i Ver-
¢i¢ (2009), koji pisu da je doslo do potpunog integriranja javne diplomacije i odnosa s jav-
noscu u vojno-politickim programima poput informacijskih operacija i strateskog komu-
niciranja. Prema njima su u globalnom ratu protiv terorizma te funkcije postale nedjeljiv
dio napora nacija i medunarodnih saveza u postizanju ciljeva unutarnje i vanjske politike.
Naglasavaju kako nedavno integriranje odnosa s javnosc¢u i javne diplomacije, pa ¢ak i psi-
holosko djelovanje u globalnim, vojno-politi¢ckim pristupima strateSkom komuniciranju,
upucuje na prakti¢nu konvergenciju koja nadilazi teorijska objasnjenja. Van Dyke i Vercic
(2009, str. 822) smatraju da nacije i medunarodni savezi integriraju odnose s javno3cu i jav-
nu diplomaciju u globalnom vojno-politickom pristupu strateskom komuniciranju s ciljem
suocavanja s prijetnjama i promicanja potpore kod kuce i u inozemstvu. Ti programi stra-
teskog komuniciranja — prema njima — oslanjaju se na meku mo¢ (npr. popularne medije,
kulturne programe) da bi privukli druge na suradnju te na tvrdu mo¢ (npr. politicke, gos-
podarske i vojne sankcije ili silu da bi nagovorili ili prisilili druge na usvajanje ciljeva). Pro-
grami integriranog komuniciranja, poput vojno-politickog pristupa strateskom komunici-
ranju, stvorili su novi model konvergencije u medunarodnim odnosima i organizacijskom
ponasanju. Taj model objasnjava kako odnosi s javnoscu i javna diplomacija, koji su neko¢
bili smatrani zasebnim koncepcijama, danas konvergiraju u podrucjima koja vojno-politic-
ko stratesko komuniciranje opisuje na medunarodnoj razini (Van Dyke i Verci¢, 2009, str.
835). Medutim, suvremena praksa javne diplomacije i medunarodnih odnosa s javno$¢u
pokazuje da ta konvergencija izlazi iz spomenutih podru¢ja i prosiruje se na cjelokupno
podrucje medunarodnih aktivnosti drzave.

Istrazivacka studija Vanc i Fitzpatrick (2016, str. 436) dokumentirala je znacajan porast
ukljucenosti teoreti¢ara odnosa s javnoscu u teorijska istrazivanja koja povecavaju razu-
mijevanje koncepcija i prakse javne diplomacije. Istrazivanje je otkrilo i nac¢in na koji se
koncepcije odnosa s javnos¢u mogu ne samo prenijeti u teoriju javne diplomacije vec i
primijeniti, testirati i preporuciti kao upotrebljivi teorijski okviri u akademskom i praktic-
nom podrudju javne diplomacije. Istrazujudi autorstvo, teme istrazivanja i metodoloske
pristupe teoreticara odnosa s javnos¢u u proucavanju javne diplomacije te ujedno dopri-
nos teoreticara odnosa s javno$c¢u razvoju teorija na podru¢ju javne diplomacije, studija
je pokazala rastuce zanimanje za javnu diplomaciju, kao i izuzetan potencijal odnosa s
javnosc¢u u doprinosu intelektualnom i prakti¢cnom razvoju javne diplomacije. Ujedno je
pokazala i da te dvije discipline imaju sli¢cnu filozofsku i prakti¢nu dimenziju.

Za proucavanje i praksu javne diplomacije mozda je najvazniji pokazatelj da teoretica-
ri odnosa s javno$¢u imaju mnogo toga za reci o nacinu na koji nacije privlace paznju
inozemnih javnosti i s njima izgraduju odnose. Takoder, identificiraju¢i konceptualne
i prakti¢ne veze izmedu tih dvaju podrugja, studija navodi na zaklju¢ak da prakticari
koji se bave koncepcijama odnosa s javnos¢u mogu znatno doprinijeti unaprjedenju
javnodiplomatske prakse. Podudarnosti izmedu tih dvaju podrucja bile su narocito
bjelodane $to se tice strategije s vladom kao klju¢nim akterom u vodenju medunarod-
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nih odnosa s javnoscu ili u angaziranju na politickoj i drustveno-ekonomskoj strategiji
ili u kreiranju poruka namijenjenih poboljsavanju imidza zemlje, kao i u angaziranju
na strategijama vezanim uz brendiranje ili reputaciju. (Vanc i Fitzpatrick, 2016, str. 436)

Zarazliku od tradicionalnih istrazivanja javne diplomacije, koja su uglavnom bila usre-
dotocena na programe meke modi (npr. obrazovne ili kulturne razmjene) ili pak informa-
tivne aktivnosti kao tehnicku razinu odnosa s javnoscu, knjiga International Public Relati-
ons and Public Diplomacy - Communication and Engagement, koju su uredili Golan, Yang i
Kinsey (2015), donosi svojevrsni iskorak zahvaljujudi stajalistima niza teoreticara o priklad-
nosti proucavanja javne diplomacije sa stajalista odnosa s javnoscu. Autori smatraju da bi
javnu diplomaciju trebalo proucavati posredstvom pristupa utemeljenog na strateskom
upravljanju te bi u njoj, stoga, trebalo primjenjivati klju¢ne lekcije iz literature o odnosima
s javnoscu. Holisticki promatrano, knjiga predstavlja integrirani pristup proucavanju jav-
ne diplomacije, koji kombinira kratkoro¢nu, srednjoro¢nu i dugoro¢nu perspektivu javne
diplomacije.

Perspektiva utemeljena na odnosima usredotocena je na dugoro¢no upravljanje od-
nosima od vlada, korporacija i nevladinih udruga, a s ciljem izgradnje i odrzavanja uza-
jamno korisnih odnosa sa stranim javnostima. Takva nastojanja obi¢no su usredotoce-
na na programe meke moci kao $to su programi pomodi, razvoja i razmjene. Pristup
medijatizirane javne diplomacije usredotocen je na vladine pokusaje da je oblikuje u
globalnim medijima te da utjece na nju u njima. Prema tome, taj pristup predstavlja
kratkoro¢nu perspektivu. (Golan, Yang i Kinsey, 2015, str. 4)

Autori dodaju kako ni relacijski pristup ni pristup brendiranja nacije, a ni medijatizirani
pristup sami po sebi nisu dovoljni za potpuno razumijevanje javne diplomacije. Dugoro¢-
ni uspjeh izgradnje odnosa i upravljanja njima ¢esto ovisi o uspjesnosti ili neuspjesnosti
organizacija u priopéavanju svojih vrijednosti, kulture ili politika svojim ciljanim publika-
ma. Zato samo integrirani pristup javnoj diplomaciji omogucava razumijevanje tog pod-
ru¢ja, kako za znanstvenike, tako i za prakticare.

Relacijska
dimenzija

Dimenzija
brenda / ugleda

Medijatizirana
javna diplomacija

AGrafikon 1.
Model integrirane javne diplomacije
Izvor: Golan, Yang i Kinsey (2015, str. 3)
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Ukratko, Golan i suradnici (2015) u svome integriranom modelu javne diplomacije na-
glasavaju vaznost odnosa, a integrirani model javne diplomacije ilustrira strukturu koja se
sastoji od tri komponente javne diplomacije: 1) ,kratkoro¢na do srednjoro¢na posredova-
na javna diplomacija“, koja podrazumijeva odnose s medijima i upravljanje informacijama;
2) ,srednjoro¢na do dugoro¢na izgradnja nacije i ugleda zemlje” koja je tijesno povezana s
fenomenom brendiranja drzave te se koristi razli¢itim strategijama, alatima i kampanjama
odnosa s javnoscu, ali i marketinga, te 3) ,dugoroc¢na javna diplomacija” koja podrazumi-
jevaizgradnju odnosa. Naglasavaju da se svaka od tri komponente u tom modelu razlikuje
po razini angaziranosti dionika, ali za vlade je vjerojatnije da ce istrazivati ishode dugoroc-
nih angazmana u integraciji svih triju komponenti. Upravo zbog toga sva tri segmenta u
djelovanju javne diplomacije treba gledati integralno. Inace, vec¢ina autora u knjizi Inter-
national Public Relations and Public Diplomacy - Communication and Engagement (Golan,
Yang i Kinsey, 2015), ukljucujuci urednike koji uvode integrirani model javne diplomacije,
tvrdi da bi odnosi s javnoscu trebali predvoditi, a ne slijediti, na podrudju istrazivanja i
primjene javne diplomacije.

Van Dyke i Ver¢i¢ (2009, str. 835) ponudili su kona¢an odgovor na manja teorijska raz-
mimoilazenja u pogledu konvergencije odnosa s javnoscu i javne diplomacije. Oni zaklju-
Cuju kako su teoreticari i prakticari pokazali slicnosti izmedu odnosa s javnoscu i javne
diplomacije koje upucuju na to da konvergencija postoji i u praksi, i u teoriji, a koordini-
rani pristup strateskog komuniciranja komunikacijskom upravljanju sinkronizira razlicite
oblike medunarodnih i domacih informacijskih aktivnosti i druge elemente nacionalne
modi. Pritom su globalizacija i novi oblici medijskih kanala omogucdili mnogim velikim or-
ganizacijama koristenje gospodarskog i politickog utjecaja koji je neko¢ bio rezerviran
samo za pojedinacne nacije, pa ¢esto dolazi do preklapanja medunarodnih odnosa i orga-
nizacijskih aktivnosti. Zbog svega toga smatraju kako je stratesko komuniciranje postalo
tocka konvergencije i za organizacijsko ponasanje i za medunarodne odnose — kao i za
njihove podredene funkcije: odnose s javnoscu i javnu diplomaciju. U skladu s tim razvili
su i vlastiti - Van Dykeov i Vercicev (2009) model konvergencije odnosa s javnosc¢u i javne
diplomacije (podrucje konceptualne konvergencije).

Nacionalno stratesko komuniciranje

Medunarodni Javna Odnosi Organizacijsko

odnosi diplomacija s javnoscu ponasanje

Podrugje konceptualne konvergencije

AGrafikon 2.

Van Dykeov i Vercicev model konvergencije odnosa s javnosc¢u i javne diplomacije
(podrucje konceptualne konvergencije)

Izvor: Van Dyke i Vercic¢ (2009, str. 835)
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Dakle, poslovne organizacije putem svojih poslovnih aktivnosti i nastojanja sve vise
ulaze u domenu koja je nekada bila rezervirana samo za drzave, a pritom odnosi s javno-
$¢u dobivaju na sve vecoj vaznosti u medunarodnom komuniciranju, ali i poslovanju. S
druge strane, drzave nisu vise usredotocene isklju¢ivo na medunarodne odnose, vec su
zbog politickih i poslovnih interesa prisiljene sve vise ulaziti u komunikacijsku sferu, koja
je bila svojstvena korporacijama te preuzimati njihove strategije i taktike, od medunarod-
nih odnosa s javnos$¢u do brendiranja. Zahvaljujuci tome javna je diplomacija posljednjih
desetljeca dobivala sve vise na vaznosti. Logi¢no je da je doslo do preklapanja sfera dje-
lovanja, funkcija i aktivnosti. Sredi$nja tocka u kojoj se susrecu ponasanje organizacija i
vodenje medunarodne politike, odnosno odnosi s javnosc¢u (koji su nekada bili svojstveni
iskljucivo korporativnom sektoru) i javna diplomacija (kao produzena ruka diplomatskog
komuniciranja) jest nacionalno stratesko komuniciranje. Upravo taj pojam, odnosno sjeci-
Ste, povezuje i objedinjuje sve oblike strateskog komuniciranja drzave.

S druge strane, zajedni¢kim djelovanjem i primjenom sli¢nih strategija i taktika, javna
diplomacija i odnosi s javnoscu u ¢etverofaznom modelu (analiza - planiranje - izvrenje
- procjena) postizu potpunu ucinkovitost u djelovanju prema ciljnim javnostima te utje-
canju na njihovo misljenje (o drzavi) i ponasanje (prema drzavi).

Van Dyke i Ver¢ic (2009, str. 838-839) pojasnjavaju kako je konvergencija odnosa s jav-
noscu i javne diplomacije putem programa medunarodnog strateskog komuniciranja u
posljednja dva desetlje¢a mnogo brze napredovala u praksi nego u teoriji. Naime, odnosi
s javnoscu i javna diplomacija biljeze dugu povijest akademskog proucavanja, iako su se
dvije koncepcije razvijale u razli¢itim podru¢jima. Osim toga, konvergencija odnosa s jav-
noscu i javne diplomacije prepustena je ograni¢cenom broju akademskih studija kao nor-
mativna koncepcija. Zbog toga se zauzimaju za jacanje teorijskih istraZivanja na podruc-
ju odnosa s javnoscu, prije nego sto pogreske u prakticnim primjenama prerastu u krizu
kredibiliteta za odnose s javnoscu i za javnu diplomaciju. Smatraju kako je konceptualna
konvergencija svjedok napretka ostvarenog na podrudju upravljanja komunikacijama u
medunarodnim odnosima, na oba kraja spektra odnosa s javnoscu i javne diplomacije
(Van Dyke i Ver¢i¢, 2009, str. 838-839).

Usvajanjem pristupa utemeljenog na odnosima s javnoscu, javna diplomacija, prema
Szondiu (20009, str. 297), moze: pridonijeti prosirivanju znanja o javnoj diplomaciji; pozici-
onirati javnu diplomaciju kao stratesku funkciju i aktivnost, jer aktivnosti javne diploma-
cije u mnogim zemljama cesto ostaju na taktickoj i situacijskoj razini; pruzati smjernice
o najboljem nacinu vodenja eti¢ne javne diplomacije putem dvosmjerne simetri¢ne ko-
munikacije, kao i razvijati i odrzavati odnose izmedu vlada i inozemnih javnosti; poma-
gati u razvijanju uzajamno korisnih odnosa izmedu vlade i inozemnih javnosti, uzimajuci
pritom kao krajnji cilj javne diplomacije izgradnju odnosa, a ne ,kreiranje i promicanje
pozitivnog imidza“; pomagati u istrazivanju, planiranju i provodenju strateskih kampanja
javne diplomacije; pridonositi odredivanju i oblikovanju konkretnih i mjerljivih ciljeva jav-
ne diplomacije, jer ciljevi nacionalne javne diplomacije ¢esto ostaju nejasni, nerazumljivi
i nekonkretni; pridonositi identificiranju, oblikovanju prioriteta i segmentiranju javnosti
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i dionika - $to su klju¢ne koncepcije kako odnosa s javnoscu, tako i javne diplomacije; te
osigurati konceptualni okvir i smjernice za evaluaciju javne diplomacije (jer je procjenjiva-
nje utjecaja i u¢inaka programa javne diplomacije jos uvijek nedovoljno istrazeno i ¢esto
zanemarivano), predvidati, identificirati i analizirati domaca i medunarodna ,pitanja“ koja
imaju posljedice po reputaciju zemlje, a ovisno o prirodi tih pitanja moguce je razvijati
proaktivne ili reaktivne strategije koje e se njima baviti na strateski nacin.

ZAKLJUCAK - PREDSTAVLJA LI JAVNA DIPLOMACIJA
ODNOSE S JAVNOSCU DRZAVE?

lako su se javna diplomacija i odnosi s javno$c¢u desetljec¢ima u praksi koristili sli¢cnim
pristupima, strategijama i taktikama (uporaba istrazivanja i persuazivnih pristupa, za-
govaranje dijaloga, stvaranje potpore u vanjskim javnostima, savjetovanje, distribucija
informacija i odnosi s medijima...), javna je diplomacija na teorijskoj razini promatrana
uglavnom kroz prizmu medunarodnih odnosa, vanjske politike i diplomacije, a odnosi su
s javnoscu analizirani iz perspektive poslovnog upravljanja, organizacijskog ponasanja,
utjecanja na javno mnijenjeiisl.

Istodobno je javna diplomacija u opcoj javnosti percipirana posredstvom kulturne
diplomacije, odnosno kulturne razmjene i aktivnosti informiranja, a odnosi s javnosc¢u sa-
gledavani su uglavnom kao odnosi s medijima. U meduvremenu, ponajvise zbog globali-
zacije, Sirenja trzista i meduovisnosti, ali i razvoja informacijskih i komunikacijskih tehno-
logija, drzave su sve vise postajale i komunikacijski subjekti u medunarodnim odnosima,
nastojeci se predstaviti kao globalni gospodarski, turisticki, kulturni i politicki brendovi.
Tako je doslo do sadrzajnog prosirenja aktivnosti u sklopu javne diplomacije (primjerice
uklju¢enje kreativnih industrija, sporta, gastronomije, nacina zivota i sl.), ali i jaceg kori-
$tenja drugih podru¢ja medunarodnog komuniciranja drzava (medunarodni odnosi s jav-
noscu, brendiranje drzava, nacionalne marketinske kampanje i sl.). Odnosi s javno$cu po-
sljednjih su desetljeca jacali svoju stratesku komponentu (Cetverofazni proces planiranja
i upravljanja), kao i razvijali dvosmjerno simetri¢no komuniciranje s javnostima. Pritom su
medunarodni odnosi s javno$c¢u postali podrugje s izrazitim rastom unutar profesije, $to
je zahtijevalo prilagodbu teorije i prakse interkulturnoj komunikaciji i globalnom trzistu.

Niz autora uzima 2001. godinu kao prekretnicu u razvoju javne diplomacije, ali i poce-
tak konvergencije s odnosima s javnoscu. Naime, s ciljem poboljsanja narusenog imidza
Sjedinjene Americke Drzave su 2001. pokrenule niz komunikacijskih inicijativa u kojima se
ispreplecu aktivnosti javne diplomacije i odnosa s javnoscu. lako dio autora smatra da su
se u tim procesima koristile i propagandne metode, za teoriju i praksu vazna je ¢injenica
da je u tom razdoblju doslo do sinkroniziranog djelovanja razlicitih oblika informacijskih i
komunikacijskih aktivnosti te drugih elemenata nacionalne (meke i tvrde) moci. Zapravo
svjedocili smo uskladenom pristupu razlicitih disciplina unutar strateskog komuniciranja.
Sli¢ne pristupe uskoro smo mogli pratiti i u ostatku svijeta, a oni su samo pojacani jaca-
njem uloge drustvenih mreza i opcenito digitalnih tehnologija. Zahvaljuju¢i tome, razvid-
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no je kako dolazi do potpune konvergencije javne diplomacije i odnosa s javnoscu, kako u
teoriji, tako i u praksi. Pritom ta konvergencija nadilazi vojno i politicko djelovanje drzava,
koje neki autori isti¢u, kao stvarna podru¢ja konvergencije.

S druge strane, kao $to smo vidjeli, dio autora tvrdi da suvremenu javnu diplomaci-
ju treba promatrati kroz teoriju odnosa s javno$¢u, odnosno stratesko komuniciranje, jer
mogu bolje objasniti svrhu njezina djelovanja i dati joj perspektivu, a neki autori te dvije
discipline smatraju sinonimima, tumaceci kako je javna diplomacija specifi¢cna funkcija
vladinih odnosa s javnos¢u, odnosno kako javna diplomacija predstavlja medunarodne
odnose s javnoscu drzave.

Iz svega navedenog mozemo zakljuciti da je uistinu rije¢ ne samo o konvergenciji ve¢
i 0 potpunom integriranju tih dviju disciplina u sklopu strateskog komuniciranja drzava,
pri ¢emu je postalo nezamislivo djelovanje javne diplomacije bez odnosa s javnoscu,
odnosno njezino promatranje izvan teorije i prakse odnosa s javnoscu. Tek sinergijom,
zajednickim djelovanjem i primjenom sli¢nih ili istih strategija i taktika, javna diplomaci-
ja i odnosi s javno$¢u mogu posti¢i punu ucinkovitost u medunarodnom komuniciranju
i djelovanju drzave prema ciljnim javnostima te utjecanju na njihovo znanje, misljenje i
ponasanje. S druge strane, vidjeli smo kako oba podrug¢ja pripadaju strateSkom komunici-
ranju organizacije (nacije ili drzave), kako se njihovo podrijetlo povezuje s propagandom
i oglasavanjem, kako dijele iste strategije, taktike, alate i pristupe, razlikujuéi se donekle
tek kod specifi¢nih ciljeva i javnosti kojima se obracaju, te kako u obje discipline djeluju
stru¢njaci istih ili slicnih kvalifikacija. U skladu s tim mozemo zakljuciti da javnu diploma-
ciju u suvremenom kontekstu mozemo promatrati i kao svojevrsne medunarodne odno-
se s javnoscu drzave. Tim viSe $to odnosi s javnoscéu ve¢ dugo nisu vezani isklju¢ivo uz
poslovno upravljanje i korporativni sektor, ve¢ su znacajan dio medunarodnih odnosa i
medunarodnog komuniciranja, a drzave sve vise imaju potrebu za odnosima s javnos¢u. A
nakon $to smo u radu nastojali prikazati sve dodirne tocke, veze i meduovisnosti izmedu
tih dviju disciplina, mozemo zakljuciti da viSe nisu ,rodaci”, kao to je isticala Snow (2015,
str. 77), ve¢ ,braca blizanci”, a mozemo pretpostaviti da ¢e u buducnosti granice izmedu
tih dviju disciplina potpuno izblijedjeti.
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WHAT IS THE POINT OF CONTACT
BETWEEN PUBLIC DIPLOMACY
AND GOVERNMENT SPONSORED
PUBLIC RELATIONS?

A DISCUSSION ON THE
INTERRELATIONSHIP OF DISCIPLINES

Bozo Skoko

ABSTRACT The paper analyzes the interdependence of public diplomacy and public relations as
increasingly present and increasingly important disciplines in international activities of countries. It
investigates their theoretical foundations and practice, with particular emphasis on common points
and overlap. In point of fact, although there has been an awareness of the connection between these
two disciplines since the 1960s when public diplomacy emerged as a term and a separate diplomatic
and communication discipline, since 2001, theorists and practitioners have increasingly written about
the interdependence and convergence of public diplomacy and public relations. In its beginnings, public
diplomacy was more associated with propaganda or reduced to cultural diplomacy programs, while
public relations was perceived through the model of one-way public information. In modern times, public
relations is increasingly perceived through the two-way communication symmetrical model, the purpose
of which is to achieve understanding and build relationships with key publics. Public diplomacy is usually
viewed through three areas of activities: information management, long-term strategic communication
campaigns, and relationship management. Therefore, the author considers public diplomacy without
public relations, i.e., its consideration outside theory and practice of public relations inconceivable. Only
through synergy, joint activities and the use of similar strategies and tactics can public diplomacy and
public relations achieve full effectiveness in international communication and activities of the state

towards the target audiences and influence their knowledge, opinion and behavior.
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SAZETAK U tekstu najprije istrazujem medijske interpretacije filma Joker redatelja Todda Phillipsa
(2019). One prikazuju glavnog junaka filma Arthura Flecka kao traumatiziranog i mentalno oboljelog
pojedinca (ubojicu) ¢ija ambicija da postane komi¢ar nema utemeljenja. Buduci da glavni junak Zivi
u svijetu ‘iluzije’ odnosno ‘lazne svijesti’, u tekstu se najprije pokazuje kako to funkcionira u razli¢itim
shvacanjima ideologije, pocevsi od Marxa, Althussera do postmoderne inacice (Debord). lako je Zizek
kritizirao Jokera da je nepolitican, jer oslanjanje na ‘subjektivno’ nije dovoljno za ,konstruktivno pre-
vladavanje” postojeceg, film zapravo treba vidjeti kao doprinos shvacanju politickog u smislu ,verifi-
kacije jednakosti” (Ranciére). Kako Arthur/Joker smatra da je Zivot komedija, a ona je, kako kaZe, ‘sub-
jektivna’, time ugroZava ono sto Ranciére naziva postojeca ,raspodjela osjetilnog”. Stovise, Joker ne
slijedi marksisticko shvacanje da se proleteri mogu emancipirati samo ako dodu do ‘ispravne’ svijesti.
Ono sto on radi, zapravo je potpuno suprotno. Posrijedi je, naime, njegovo prepustanje ‘iluziji’ koja teZi
preoblikovanju zadane raspodjele vremena i prostora (5sto pokazujem raznim Ranciéreovim radovima).
Postizuci tako ono sto smatra ‘pravim ja’, Joker je izrazito politican iako je onkraj prijedloga da podupre

‘objektivne’ politicke ciljeve koje mu Zelimo pripisati.
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uvoD

Ovo se istrazivanje bavi smislom ideologije, odredenjem politickog i pitanjem jedna-
kosti u kontroverznom filmu Joker Todda Phillipsa (2019). Pritom se ne referiram na pret-
hodne filmske uratke u vezi s tom temom (v. Duri¢, 2019; Pavici¢, 2019). Sam sadrzaj filma
prepricat ¢u uglavnom preko vlastitih saZzetaka njegovih kritika/interpretacija, njima se
koristedi (i) kao ilustracijama problemskih cjelina teksta. Joker je postigao golem uspjeh
kod gledatelja, ali je izazvao izrazito podijeljene reakcije filmske kritike i teorije. Kad su
posrijedi te kritike, onda se moze reci da teoreticarka kulture Kirsi Kanerva mozda i naj-
bolje sazima osobine glavnog junaka filma: ,Arthur Fleck je (...) drustveno hendikepirana,
izolirana osoba koja pati od neke vrste mentalne bolesti koja treba lijekove buduci da je,
kao dijete, pretrpjela traumatsku ozljedu mozga. On se ocajnicki pokusava uklopiti forsi-
rajuci lazni smijeh kad cuje da se ljudi sale (...) i uvijek pokusava namjestiti (normativno
(...) prihvatljivo) sretno lice” (2020. str. 2). Njegovo snalazenje u Zivotu, osim toga $to Zivi s
majkom i radi kao neperspektivni klaun, zasniva se na, kako kaze Zrinka Pavli¢ (2019), ,ma-
Starijama (...) o tome da bi mogao postati uspjesni stand-up komicar, (...) da bi ga poznati
voditelj televizijskog showa mogao pozvati na svoju pozornicu”.

Postavlja se pitanje zasto je film izazvao toliku pompu? Redatelj Todd Phillips vjeruje
da njegov film ,nudi mnogostruke mogucénosti interpretacije” (Kanerva, 2020, str. 1). U
tom smislu Matt Morrison (2019) dobro primjecuje da je ,neodredenost Jokera bila tocka
podjele za kritiku i publiku®, ali i da je ,vecina kontroverzi proizisla iz straha da je film por-
tretirao sve (...) drustveno neprilagodene pojedince kao potencijalne masovne ubojice, ili
da je pokusao stvoriti simpatiju za takve krivedi drustvo za njihove manjkavosti”. Zapravo
Morrison se ne slaze s tim da film ima posebnu politicku funkciju, tj. da ,namjerno promice
klasni rat”: ,Ironija je da postoji dovoljno dokaza da su proturjecne poruke filma namjerno
plasirane i da u tom ludilu ne postoji dublja poruka ni metoda”. Kad je posrijedi to ‘ludilo’,
Van der Meer (2020) ga ustanovljava kada Arthur gostuje kod Murreya Franklina, u ,klju¢-
nom moment(u) za Arthura i Jokera u kojem prvi postaje ovaj drugi”. Naime, glavni lik
filma tada priznaje da je ,uzivao u ubojstvu besprizornih provokatora”. Za Enrlicha (2019)
ipak nije rije¢ samo o ,filmu o ubilacki raspoloZzenom narcisu koji misli da mu pripada sva
pozornost svijeta”, nego i pokusaju da se progovori ,0 dehumaniziraju¢im ucincima ka-
pitalistickog sustava koji slavi ekonomski uspjeh (...) sve dok sam Zivot ne izgubi svoju
apsolutnu vrijednost”. Pridruzujuci se raspravi o mogu¢em pogubnom utjecaju filma na
drustvo, Edelstein (2019) se priklanja stavu da Joker nece ,potaknuti ubijanje”, ali je ,uvje-
ren da potice na (...) uskogrudne osjecaje zZelje za osvetom i kao takav je jako dosadan”.

Politicke dimenzije filma, koji na ovaj ili onaj nacin prokazuje danasnje demokracije’,
nasle su se u sredistu mnogih interpretacija. Pritom prednjace one koje ga vide unutar pro-
blema rastu¢eg populizma. Tako ga Mattes (2019) dovodi u vezu s ,klaunovskim figurama”

1 Film raskrinkava dana$nje demokracije kao sve fragilniju vlast oligarhije koja nastoji ,demokratske strasti preusmjeravati
prema privatnim zadovoljstvima“ (Ranciére, 2008, str. 91). Demokracije su posljednjih nekoliko desetlje¢a Zivjele na ‘kon-
senzusu’ po kojem su znanstvenici trebali rjeSavati dru$tvena pitanja u ‘konstruktivnom’ dogovoru s ‘objektivnim’ korpora-
tivnim interesima i uz posredovanje tzv. mainstream stranaka. Stanje se umnogome promijenilo od tzv. Velike recesije 2008.
jer se problemi od tada sve teze mogu ‘objektivizirati’ (ako se koristimo Ranciereovom terminologijom). Film Joker zapravo je
efektan odraz raspada spomenutog konsenzusa, tj. vrijednosti i materijalne prakse demokracija koja je uspostavljena s danas
ve¢ mitskom 1989.
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u politici referirajuci se na Voldymyra Zelenskyog i Borisa Johnsona. Uzroke popularnosti
takvih figura, a posebno Trumpa, nalazi u ¢injenici $to on sebe ,predstavlja, u odnosu na
elitu, kao autsajdera koji Zeli ismijavati mocne”. S druge su strane oni kao Montgomery
(2020) koji sumnjaju u takvu sliku jer taj filmski uradak ,operira s pojednostavljenom ‘mi
protiv njih’ naracijom koja nikako ne uspijeva odraziti slozenost danasnjih populistickih
tijekova”. Kad je rije¢ o ideologiji, Newland (2019) je otvorila pitanje navodno ‘desnog’
profila filma tvrdedi da kad se uzme u obzir naglasavanje ,osjetnih rezova zdravstvenih
usluga za psihijatrijsku potporu (...) i Phillipsov fokus na prijetece ucinke rasirenog posje-
dovanja oruzja, ¢udno je da se film dozivljava kao izrazito desnicarski”. S tim se uglavnom
ne bi slozio teoreticar kulture Dejan lli¢ (2019) koji je uvjeren da je Trump, poput Jokera u
filmu, ,dao oduska prezrenim ‘jokerima’, tj. ‘Saljivdzijama’, ¢iji su Zivoti zapravo komedije
od Zivota”.

Nakon Sto sam ukratko prikazao sadrzaj i neke politicke odnosno moralne implikacije
filma, u nastavku ¢u najprije pokazati smisao Arthurova/Jokerova Zivota u ‘iluziji’ odno-
sno ‘laznoj svijesti’ na osnovi (nekih) radova o teoriji ideologije. Osim toga, vidjet ¢emo
kako je u studioznijim kritikama filma prisutno postmoderno shvacanje ideologije koje
Ranciére naziva ljevi¢arska melankolija. Pokazat ¢u i da Zizekova razmjerno suzdrzana
kritika Jokera zbog nepoliti¢nosti implicira pokretanje novog emancipacijskog projekta
koji bi trebao imati ¢vrice organizacijske temelje od onog kojeg smo vidjeli kad su se u
filmu pobunili Jokerovi sljedbenici. Za razliku od te pozicije, na osnovi Ranciéreove knji-
ge Nodi proletera (i nekih drugih njegovih radova), vidjet ¢emo da Arthur/Joker u svom
prepustanju ‘subjektivnom’ (komediji) otvara mogucnost interpretiranja politickoga koje
znaci 'verifikaciju jednakosti’. Takva ‘verifikacija’ ugrozava zacrtanu ‘raspodjelu osjetilno-
ga’ (prostora i vremena) koju je kao ideju potaknuo Platon, ali i marksisti¢ko shvacanje da
proleteri nuzno moraju odbaciti ‘laznu svijest’ kako bi se emancipirali. Sve to, ¢ini se, ima
revolucionarniji smisao od onog koje postize tradicionalno shvacanje politickog prevra-
ta. Stoga, krenimo redom.

TEORIJA IDEOLOGIJE | MOGUCNOST
REVOLUCIONARNE PROMJENE

Glavni lik filma je Arthur Fleck koji, uslijed pretrpljene traume, nije previse udaljen od
dijagnoze ‘iluzijske psihoze’ postavljene njegovoj majci koja mu je znala reci da ‘nesto nije
u redu s njim'". Interpretacije njegova psihi¢kog stanja uglavnom ga vide kao nekoga tko
Zivi u svijetu iluzija. Jednu takvu daje Kirsi Kanerva koja se pritom posluzila Platonovom
alegorijom o spilji. Naime, ona pokazuje da Arthur Fleck u jednom trenutku (nakon $to je
ubio majku) ipak ‘vidi svjetlo’ za razliku od onog ,5to je vidio (...) prije” u zivotu (2020, str.
15). To $to je prije vidio, ,bila je samo iluzija, lazni svijet dobrog malog djecaka koji je uvijek
bio sretan”.

Status mastarija odnosno iluzija moze se pokazati preko tri teorije ideologije. Prva bi
bila ona koja je mjerodavno izlozena u spisu Njemacka ideologija u kojem Marx (i Engels)
raspravljaju o iluziji odnosno ideologiji. Oni isti¢u da ideologija stupa na scenu ,od trenut-
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ka kad nastupi podjela materijalnog i duhovnog rada” i da tada ,svijest moze umisliti da
je ona nesto drugo nego svijest o postojecoj praksi” (Marx i Engels, 19793, str. 311). Upozo-
rava se da tzv. ‘konceptualni ideolozi’ u kapitalizmu, htjeli — ne htjeli, stvaraju mistifikacije
koje zamagljuju korijene ustrojstva nase svijesti i tako odrzavaju ,privid kao da je vlada-
vina odredene klase samo vladavina stanovitih misli (Kolakowski, 1980, str. 182; Marx
i Engels, 19793, str. 323; v. Parekh, 1982, str. 8) Medutim, neovisno o tome kako mi sebe
vidimo ,klasa, kojoj stoje na raspolaganju sredstva za materijalnu proizvodnju, raspolaze
samim tim i sredstvima za duhovnu proizvodnju tako da su joj zbog toga ... podredene
misli onih koji su liseni sredstava za duhovnu proizvodnju” (Marx i Engels, 1979a, str. 321).
Stoga ne iznenaduje da je po logici Marxova shvacanja ideologije ,ropstvo gradanskog
drustva prividno najveca sloboda jer je neovisnost jedinke, koja uzima za svoju vlastitu
slobodu neobuzdano, opé¢im sponama i covjekom vise nevezano kretanje svojih otudenih
Zivotnih elemenata, kao npr. vlasnistva, industrije, religije, prividno savrsena, a upravo je
to kretanje savr$eno robovanje i neljudskost” (Marx i Engels, 1979, str. 289).

To bi zapravo bio Siri (iluzijski) sklop u kojem se Fleck kao ‘neovisna jedinka’ nastoji
snadci. On je to Cinio dok je jos bio u ,izmaglici stvaranoj sedativima” (Van der Meer, 2020)
pa je ,neprestano bjezao na sarene livade svoje optimisti¢cne mastarije” (Pavli¢, 2019). To
je otprilike trajalo do tragi¢ne situacije u podzemnoj Zeljeznici, kad je ,shvatio da je OK
da bude ‘lud™ (Van der Meer, 2020) pa od tada, prema Pavli¢ (2019), ,nepovratno bjezi u
(...) drugu mastariju”, ,onu potlacenih, jadnih, prezrenih i bolesnih”. Kako je radnja filma
smjestena na kraj sedamdesetih, odnosno pocetak osamdesetih godina proslog stoljeca,
moze se reci da Arthur Fleck sa svojim ‘mastarijama’ Zivi u prvoj fazi razvoja mehanizama
neoliberalne drzave. Ista ta drzava pokrenula je politike Stednje vodeci se shva¢anjem da
Ljavni troskovi drzave blagostanja globalnog Sjevera (...) Skode ekonomskom rastu” (Whi-
teside, 2016, str. 362). Stoga Fleck ostaje bez terapije (uglavnom sedativa).

Sa stajaliSta policije nije jasno kakav je status njegove bolesti/stanja jer ga njeni sluz-
benici jednom pitaju: ,Bolest je dio klaunovskog nastupa ili je realna stvar?”. Ovdje se
trebamo prebaciti na drugu teoriju ideologije koja ima ‘odgovornost’ za sudbinu Arthu-
ra Flecka. Uvodi je Louis Althusser u svom tekstu ,ldeologija i ideoloski aparati Drzave”
(1994). Althusser kaze da ,ako postoji jedan drzavni (represivni) aparat, postoji i mnostvo
ideoloskih aparata drzave” (Althusser, 1994, str. 111). U osnovi, oni pripadaju privatnom
podrucju i posrijedi su ,crkve, stranke, sindikati, obitelji, neke Skole, vec¢ina novina, kul-
turna poduzeca itd.” (str. 111). Kad je rije¢ o samoj ideologiji, Althusser kaze da ona, za
razliku od Njemacke ideologije, gdje je “Cista iluzija” zapravo, predstavlja zamisljeni odnos
individua prema njihovim stvarnim uvjetima egzistencije” (1994, str. 121, 123). U njegovu
stavu da ,ljudi u ideologiji ‘sebi predstavljaju’ ne svoje stvarne uvjete egzistencije (...) nego
svoj zamisljeni odnos prema tim uvjetima egzistencije” (1994, str. 125) iznova je moguce
pronaci ponasanje Arthura Flecka.

Druga Althusserova teza je da ,ideologija ima materijalnu egzistenciju” jer kako ,uvi-
jek postoji u jednom aparatu i u njegovu djelovanju (...) ta je egzistencija uvijek materi-
jalna” (1994, str. 125). Ako krenemo od jednog subjekta (individue), pokazat ¢e se da je
»€gzistencija ideja koje pripadaju njegovu vjerovanju materijalna u tome da su njegove
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ideje materijalne aktivnosti koje su unesene u njegove materijalne djelatnosti, upravlje-
ne materijalnim ritualima, a koje su, sa svoje strane, odredene materijalnim ideoloskim
aparatom iz kojeg su izvedene ideje tog subjekta” (1994, str. 127). Ras¢lanjujuci to shvaca-
nje, Badiou u Metapolitici kaze da je za ,(burzoasku) ideologiju (...) subjekt, u Althusserovu
smislu, funkcija drzave” (2005, str. 63). To se moze dopuniti preko Zizeka koji naglasava da
takvo shvacanje ideologije (‘za sebe’) pretpostavlja da je nase ,slijedenje rituala (...) izraz
unutarnjeg vjerovanja“, odnosno da ,‘eksterni’ ritual performativno stvara svoj vlastiti ide-
ologijski temelj” (Zizek, 1994, str. 15).

Medutim, vidjeli smo da Fleckova bolest vise ne moze biti ‘objektivizirana’ sa stajali-
$ta drzave, $to njegovu ‘iluziju’ svodi na njegovo subjektivno stanje. Drzava zapravo vise
ne pokazuje zanimanje za Arthura jer ne postoji ,uloga koju bi (...) morao ispunjavati u
klasnom drustvu” (Althusser, 1994, str. 118). On dakle ne pripada nijednoj ,masi” klasnog
drustva buduci da nema ,ulogu eksploatiranog®, a nije ni ,nosilac eksploatacije” odnosno
Jrepresije” (Althusser, 1994, str. 119). Ta ‘objektivna’ klasna stvarnost sustize Arthura koji
primjecuje da je, glede njegove bolesti, ,najgori dio to $to ljudi ocekuju da se ponasas kao
da je nemas!”.

Treca teorija ideologije ustvari funkcionira kao jos jedna kritika iluzija, samo sada onih
iz postmodernog doba. Ona se moze uoiti kad je posrijedi interpretacija Jokerova odno-
sa prema mogucoj (revolucionarnoj) pobuni u vezi s ¢im ocekivano postoje neslaganja.
Trebamo se prisjetiti toga da neki, primjerice Lawson (2019), tvrde da iako ,Joker kaze da
nema politiku, on je zasigurno politi¢an”. Medutim, nije siguran ,je li Joker narodni heroj’?
Lud i prijetedi, ali isto tako pravedan?”. lli¢ (2020) jos izrazitije naglasava da Joker ,ekspli-
citno kaze da ga politika ne zanima” te da ,on ne moze biti mjera ni za kakvu kolektivnhu
akciju”. Tu na neki na¢in mozemo ukljuciti Perusi¢a (2020) koji je siguran da ,film nije so-
cijalisticka reklama jer Arthur odbacuje politicka zbivanja“ buduci da on ,ne ubija u ime
neke ideje, skupine, imena”. Za razliku od njih filozofa Marijana Krivaka (2020) ipak intrigi-
ra situacija u kojoj Arthur ,polako postajuci Jokerom - stjece novu snagu koja ¢e pokrenuti
lavinu onog potisnutog u masama koje su predugo trpjele ponizenje, poput klaunova u
cirkusu globalnog Kapitala“.

Dio tih interpretacija (v. lli¢, 2019, 2020; Krivak, 2020; Lane, 2019; Morrison, 2019; Zac-
harek, 2019) ima zajednicki nazivnik u specifi¢noj inacici postmarksizma. Ona polazi od
Debordove teze da spektakl ima ,monopol na privid” (1999, str. 39). Stoga je posrijedi
,vladavina fetisizma robe uz pomo¢ osjetilnih i nadosjetilnih stvari koja se ostvaruje ap-
solutno u spektaklu™ (1999, str. 40). Pokazat ¢u to na dva primjera kritike Jokera nakon
prikaza nekih implikacija te inacice postmarksizma. Pritom ¢u se koristiti Ranciéreovom
knjigom Emancipirani gledatelj (2009). Drzim da ne¢emo pogrijesiti ako ustvrdimo da je
kod spomenutih kritika nerijetko rije¢ o ,prokazivanju mitologija robe, iluzija potro3ackog
drustvai carstva spektakla” (Ranciére, 2009, str. 32). Otud je razvidno da takav postmarksi-
zam ,bilo koji prosvjed ¢ini spektaklom i svaki spektakl ¢ini robom” (2009, str. 33). Naime,
kako zivimo u kapitalizmu, slijedi da mu doprinosimo potro$njom, ¢ime smo odgovorni
za njegovu reprodukciju kao i kapitalisti. Ukupna kapitalisticka masinerija, naime, ,ovla-
dava nasim Zeljama” (20094, str. 33). Na permanentnom osporavanju takvih razviéa zivi
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,melankoli¢na inacica ljevicarstva” (Ranciére, 2009a). Ona kritizira spomenutu masineriju,
ali i ,iluzije onih koji joj sluze kad misle da se protiv nje bore” (20094, str. 36). Stovise, velik
dio tako postavljene kritike ¢esto je uvjeren da vecina gledatelja ili potro3aca nije u stanju
“razumjeti smisao onog sto vide” pa se kriticari tih iluzija pretvaraju u ,doktore koji trebaju
te pacijente uzeti na skrb” (20093, str. 36).

Sad ¢emo vidjeti $to se od toga moze pronaci u nekim sustavnijim kritikama Jokera.
Krenimo s llicem (2020) koji smatra da u kapitalizmu ,industrija zabave u samom svijetu
filma" od Jokera ,pravi simbol pobune; razumljivo, pogresno”. U kontekstu njegove in-
terpretacije filma Parazit (redatelja Joon-ho Bonga iz 2019) lli¢ (2020) produbljuje tu tezu
tako $to, u osnovi, upozorava na ono $to bismo mogli is¢itati kao zacarani krug fetisizma
robe (v. Marx, 1979b, str. 885-894; Zizek, 1994, str. 85): ,to $to redatelj i gledatelji za sebe
prisvajaju poziciju ljudskosti i s nje moralno sude akterima filma, ili kapitalizma osobno,
nije nikakva kritika, nego ¢ista uobrazenost. A opet, ako su oni isti kao i junaci filma, gdje je
onda problem? Umjesto kao kritiku kapitalizma film bi prije trebalo ¢itati kao rezignirano
mirenje s poretkom (kapitalisti¢kim) stvari”.

Krivak (2020) je blizak prethodnom stavu jer nas isto tako podsjeca na to da zivi-
mo ,u svijetu u kojem je kriticka interpretacija sustava postala element samog sustava”
(Ranciere, 20093, str. 37). Medutim, on upozorava na dodatni moment koji isto tako pri-
pada “procedurama drustvene kritike”, a to je shvacanje da gledatelji/potrosaci/gradani
»he znaju ste¢eno znanje pretvoriti u aktivisticku energiju” (2009a, str. 47). Krivak (2020),
naime, tvrdi da je u:

takovrsnim umjetnic¢kim pothvatima, jedno gotovo neizbjezno, a to je — pretvaranje
potencijalno subverzivnog art-materijala u kulturni artefakt. Jer koja bi bila stvarna
svrha/ideja Jokera? Mozda da narod izade na ulice i pobuni se u trumpovski-stripov-
skoj Americi. Cemu bi, inace, (po)sluzilo takvo priznanje (...) kaosa na ulicama kao po-
pristima zloce i nepravde!? No bojim se, tomu nikako (nikad?), u realnosti koju Zivimo,
nece biti tako.

Kad je posrijedi Zizek (2019, 2020), isprva se ¢&ini da i on dijeli tu poziciju: ,Zamislite
samo neki bijenale ciji program ne bi propitivao europocentrizam, sveprisutno carstvo
kapitala ili uniStavanje Zivotne sredine? Moze li onda Joker biti druk¢iji od toga?”. Medu-
tim, nastavak paragrafa otkriva ipak nesto drugo: ,Pogledati neki umjetnicki antikapita-
listicki performans ili sudjelovati u nekoj dobrotvornoj akciji ¢ini da se bolje osje¢amo,
ali gledanje Jokera to nam svakako ne pruza. U tome leZi nasa nada“. Po svemu, Zizek
tako nastoji upozoriti na to da je vladajudi poredak dosao u izrazito neodredenu poziciju
ili, ako se posluzimo Gramscijem, u stanje ,interregnuma” buduc¢i da je “vladajuca klasa
izgubila svoj konsenzus” (Gramsci, 1971, str. 275; v. Kursar, 2020, str. 240-241). To, naravno,
ne znadi da su se donje klase vec¢ u stanju izboriti za novi hegemonijski projekt. S tim je
poveziva Zizekova (2019) tvrdnja da Joker djeluje subjektivno ,ali iz toga ne nastaje nova
politicka subjektivnost”. Treba naglasiti da Zizek ne vjeruje u brutalne ispade tipa Joker, ali
ne otpisuje nasilje u potpunosti. Nasilje mora ostati ,kao prijetnja, kao mogucénost” kako
bismo mogli ,izi¢i izvan koordinata postoje¢eg sustava i zamisliti neSto stvarno novo”.
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Naime Zizek (2019) je uvjeren da ,ne postoji izravan put iz postojece bijede prema njezinu
konstruktivnom prevladavanju” i to ga priblizava indirektnom zazivanju velikog emanci-
pacijskog projekta sto on inace pripisuje americkom redatelju i lijevom aktivistu Michaelu
Mooreu (v. Perry, 2019).

Za takvo tumacenje mozemo pronadi uporite u onom 3to je Zizek razmjerno dav-
no iznio u tekstu Pledoaje za lenjinisticku toleranciju (2002). Tamo je manje-vise proglasio
urgentnu potrebu za tim da se zavrsi s liberalnom demokracijom: ,0danost demokrat-
skom konsenzusu znadi prihvacanje sadasnjeg liberalno-demokratskog konsenzusa koji
sprjecava svako ozbiljno propitivanje kako liberalno-demokratski poredak suucestvuje u
fenomenima koji sluzbeno optuzuje i naravno svaki ozbiljni pokusaj zamisljanja drustva
&iji bi poredak bio drukeiji (Zizek, 2002, str. 544). Pretpostavke emancipacije on nalazi u
»stvarnoj slobodi (...) propitivanja prevladavajuceg liberalno-demokratskog postideolos-
kog konsenzusa“ (2002, str. 545). Kako sve ne bi ostalo na ‘propitivanju’, napominje da je
nuzno slijediti ‘klju¢nu lenjinisticku poruku”: ,politika bez organizacijske forme stranke je
politika bez politike tako da je odgovor svima onima koji Zele samo (...) nove drustvene po-
krete isti onaj koji su jakobinci dali zirondinskim kompromiserima: vi Zelite revoluciju bez
revolucije!” (2002, str. 558). Na taj je nacin, po njemu, nemoguce ponoviti Lenjina. Stoga
Zizek (2019) moze Jokera vidjeti kao pripomo¢ nekim (ipak vise ljevi¢arskim) prosvjedima
koji ,propituju osnove postojeceg poretka, njegovu normativnu funkciju (...) (pa onda) (...)
ne mogu bez nasilnih ekscesa”. Zapravo Zizek tako ostaje u okviru tradicionalnog shvaca-
nja drustvenih i politickih preokreta. To, medutim, ne moze dati uvjerljiv odgovor na Joke-
rovu tvrdnju: ,Ne, ja ne vjerujem u nista od toga” odnosno ,ja samo pokusavam nasmijati
ljude”. U sljedecoj cjelini teksta pokazat ¢emo kako se Arthurovo/Jokerovo iskustvo ipak
moze shvatiti kao politicki ¢in.

OD GAUNYJA DO JOKERA

Poznato je da Arthur gubi posao klauna, ali ostaje uvjeren u to da treba postati komi-
¢ar. Budud¢i dai dalje ,samo zeli da ga primijete”, on ,prisustvuje stand-up comedy-showi-
ma, brizljivo zapisujuci Sale i crtajuci skeceve u biljeznicu/dnevnik” (Krivak, 2020). Tu, ¢ini
se, postoji nesporazum, Sto ¢ak i njegovu majku nagoni na pitanje: ,Zar ne bi za komicara
trebao biti duhovit?”. Na to Arthur odgovara kasnije u filmu: ,Komedija je subjektivna“.
Stav o njegovim kompetencijama komicara gotovo je jedinstven medu filmskim kriticari-
ma, neovisno o njihovim teorijsko-politi¢kim orijentacijama. Mozda je, u tom smislu, naj-
doslovniji Lane (2019) koji konstatira da je ,Arthur klaun i potencijalni komicar, ali zaista
nije zabavan®. Bradshow je na istom tragu i vidi ga kao nekog tko ,¢ezne za tim da bude
komicar (...) Murrey Franklin®, a ,jedino moze dobiti posao klauna koji promovira total-
ne rasprodaje ispred ducana”“. To jo$ pojacava Lawson (2019) kad ga naziva ,neosnovano
ambicioznim komicarom®. Cak i Jones (2019), koja pise za marksisticki orijentirani Jacobin,
kaze da je problem, ,ako je rije¢ o komediji, da se nitko ne smije”. | naposljetku, Gilbey
(2019) prikazujuci Jokera za New Statesman, dijeli isti stav glede Fleckovih mogucénosti kao
komicara: ,U klubu komicara on se smije na krivim mjestima“.
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Sa stajali$ta osnovne teze ovog teksta poticajnije je llicevo (2019) pitanje ,je li se Zizek
prepoznao u Jokeru?”. Naime, lli¢ je jedan od rijetkih kriti¢ara koji kaze da je ,u nekom
smislu, Arthur intelektualac”, ali ,za ¢ije usluge vise nitko nije zainteresiran”. Zapravo, po
njemu ,on je intelektualni komedijas koji, za razliku od Zizeka, nije uspio”. Ipak, samo Peru-
$i¢ (2019) izrazito drzi do njegova humora i dobro primjecuje da kad Arthura/Jokera ,zovu
u studiju, to nije na zahtjev Franklina ili njegov, nego publike koja nesto u tome nalazi”.

Zapravo je moguce pokazati da je pitanje kompetencije za obnasanje ‘drustvene’
uloge (komicara) klju¢no politicko pitanje. Nakon $to je Murray Franklin ,okrutno ismijao
njegov pokusaj da bude stand-up komicar” (Edelstein, 2019), Arthur/Joker je nonsalantno
priznao svoj zlocin i rekao: ,Svi vi, sustav koji toliko puno zna, vi odlu¢ujete $to je ispravno,
a $to je pogresno! Jednako kao $to odlucujete $to je duhovito, a 3to nije!”. Kako bismo
sagledali politicke implikacije te konstatacije, treba uvesti i dio teksta njegove tocke koju
je izveo na open mic-u: ,Mrzio sam skolu dok sam bio malen. Mama mi je govorila: ‘Radije
uzivaj. Jednog ¢es se dana morati uzdrzavati radom. Ne, ne¢u mama, bit ¢u komicar™. Na
to je Franklinov komentar bio: ,Trebao si poslusati majku!”. Franklinova reakcija upucuje
na Platona koji smatra da ,svaki pojedinac treba obavljati samo jedan posao u drzavi, za
koji bi njegove prirodene sposobnosti bile najprikladnije” (2001, str. 433e-b). Dakle, pra-
vednost je, po Platonu, “raditi svoje” (str. 433b), a nepravda odnosno “najveci zlo¢in” jest
“medusobno zamjenjivanje (...) staleza” (str. 434c).

Kako bismo vidjeli $to u osnovi znacdi “zamjenjivanje staleza”, referirat ¢u se na
Ranciérea koji je u knjizi No¢i proletera (1989), izmedu ostalog, aktualizirao samoukog mi-
slioca Gabriela Gaunyija iz polovine 19. stoljeca. Kad je posrijedi Ranciéreov stil pisanja,
treba rec¢i da mu on ,dopusta da jednim diskursom progovori o onima koji postavljaju
podove i sveucilisnim profesorima” (Swenson, 2009, str. 258-259). U njegovu se djelu tako
ispreplecu raznorodne discipline poput socijalne povijesti, literarne kritike i politicke filo-
zofije (Swenson, 2009). U uze metodologijskom smislu Ranciere nas primarno upucuje na
odnos estetike i politike. Politika je tako ,polemicka forma koja iznova oblikuje zajednicki
smisao” iz Cega proizlazi da je ona (i) esteticko pitanje (Ranciére, 2009b, str. 277). Medu-
tim, ne treba smetnuti s uma da (pre)oblikovanje zajednickog smisla ,ne dolazi niotkud”
(2009b, str. 277). Prije svega, politicki ,glas radnika” u slu¢aju Gaunyija i njemu sli¢nih ,do-
lazi iz (...) mnogih operacija koje iznova oblikuju mjesto radnika, vrijeme njegova rada,
njegov zivot” (2009b, str. 277). Iz toga se ve¢ nazire da Ranciére ima ambiciju razviti ,kri-
tiku Marxova shvacanja radnicke klase” (Reid, 1989, str. xxxi), kako bi ,uklonio sliku rad-
nika-vojnika” (Ranciere, 1989, str. 10). On vjeruje kako bi drukdije figure mogle nastati od
»pojedinaca koji Zive (...) u apsolutnoj nesigurnosti nemajuci nista do svojih ruku i trpeci
od svakodnevne neizvjesnosti svoga zaposlenja vise nego od eksploatacije njihova rada”
(1989, str. 147).

Spomenuti Gauny je takva figura. On je zapravo (Cesto) radio kao tesar, ali je napisao i
Limpresivan broj tekstova koji su ostali uglavhom neobjavljeni” (Ranciere, 2009b, str. 273).
Gaunyjevi naizgled trivijalni opisi njegovih dozivljaja posla, Rancierea, medutim, navode
na to da smatra kako je tu posrijedi nesto puno vrjednije. Prije svega, tu se moze uociti
da spomenuti radnik nastoji redefinirati ono $to radi i gdje to radi. Receni radnik zapravo
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djeluje tako Sto zivi u uvjerenju da je dovoljno slobodan da, pored prisile rada, moze sebi
organizirati vrijeme i prostor. Ranciére kaze da se tu krije ,novo shvacanje marksisticke te-
orije (pojma) ideologije” (2009b, str. 274). Prema tradicionalnom (marksistickom) videnju
ideologije ljudi Zive u iluziji odnosno neznanju pa su stoga izrabljivani. Ranciére drZi da tu
vide nije klju¢no ,znanje onog $to je bilo nepoznato”, nego da su vaznije ‘nove strasti’ koje
tumaci preko Platona: ,strast je odredena ravnoteza zadovoljstva i boli koja proizlazi iz
stanovite ravnoteze neznanja i znanja“ (2009b, str. 277-278). Ta je ravnoteZa uspostavljena
na ,simbolickoj raspodjeli zeljeza i zlata” (2009b, str. 278), ali bi se ona mogla promijeniti.
| to tako da radnik ,prisvoji odredenu vrstu zlata ... koja je oplemenjena” pa Gauny ,savje-
tuje svog sudruga da prisvoji zlato, sto znadi da cita” (2009b, str. 278). Time se dovodi u
pitanje zatecena ‘raspodjela osjetilnog”: ,odnos izmedu zanimanja i obucenosti, izmedu
bivanja na odredenom mjestu i vremenu obavljanja odredenih aktivnosti i osposobljeno-
sti za promatranje, govor i djelovanje koje ‘zadovoljavaju’ te aktivnosti” (2009b, str. 275).

Nadalje, zadovoljstvo/znanje ne proizlazi samo iz ¢itanja, nego i iz pisanja bududi da
ono, kako sugerira Ranciére, nastavljajuci se opet na Platona, ,oslobada rijeci od zada-
nog odnosa izmedu znakova i tijela” (2009b, str. 278). Klju¢nu ulogu u tome imaju strasti
proletera da dode do onog $to mu nedostaje, a to je ,nevolja za koju, po definiciji, on ne
zna: nevolja nemanja zanimanja, nebivanja spremnim odnosno obucenim za bilo kakvo
specificno mjesto u drustvu” (2009b, str. 278). Slijedom te strasti koja bi ih mogla voditi na
‘mjesto’, recimo to tako, intelektualca/filozofa, nastoje ,sebi prisvojiti noci onih koji mogu
ostati budni, jezik onih koji ne moraju preklinjati i sliku onih koji ne trebaju biti polaska-
ni” (Ranciére, 1989, str. 22). lako to, po svemu sudedi, nisu bili stavovi ‘tihe vec¢ine’ medu
radnicima, Ranciere primjecuje da ,oni koji su bili zadovoljni svojim poslom (...) nisu imali
potrebe opjevavati ga“ (1983, str. 6).

Kako literatura stvara politiku? Ona to ¢ini kao svojevrsni ‘okidac’ strasti ,koja znaci
novi oblik ravnoteze (ili neravnoteze) izmedu zanimanja i odgovarajuce ‘osjetilne’ pripre-
mljenosti” (20093, str. 78). Doduse, Ranciére je svjestan toga da se u postupku Gaunyija i
sli¢cnih moze raditi o ‘iluziji’ (koju on uocava, primjerice, i u Deklaraciji o pravima). Moglo
bi se ¢ak reci da su onda ,oba primjera izrazi lazne jednakosti koji stvaraju opsjenu tesaru
i blokiraju ga na putu k istinskoj jednakosti” (2009b, str. 280). Medutim, Ranciére ima spre-
man odgovor i tvrdi da ,zahtjev za ‘istinskom’ jednakos¢u odbacuje stvarnost operacija
verifikacije jednakosti” (2009b, str. 280). To odbacivanje posljedica je postupka kojim se
inzistira na (marksistickom) razdvajanju privida i stvarnosti. Suprotno tome, privid i stvar-
nost, po njemu, nisu razdvojeni. Naime, iako ,tesar ostaje u svijetu dominacije i eksploata-
cije, (...) u mogucnosti je izgraditi svoje vlasnistvo unutar vlasnistva gospodara i vlasnika”
(2009b, str. 280). To Gauny konkretno radi tako $to kao ,postavlja¢ podova odraduje svoje
radne sate u ku¢ama bez gospodara, nadzornika ili kolega” pa je ,u mogucnosti urediti
izvedbu svog posla tako da odrazava privid svoga vlasnistva i stvarnost svoje slobode”
(Ranciere, 1989, str. 78). Ipak, Ranciére pokazuje da Gauny, u uvjerenju da posjeduje sebe
u okviru kapitalistickih odnosa, biva svjestan da je to iluzija. Tu, naravno, nije rije¢ o ,iluziji
kako je misle filozofi i politicari, sto znaci nesto $to je suprotno punoj svijesti o sudbini
kojoj smo izlozeni ili ispravnim uvjetima za njezinu promjenu” (1989, str. 81). Ta je iluzija,
naime, ,potpuno providna“ jer onaj koji ‘pati’ od nje svjestan je, kaze Ranciére, ,svega gle-

MEDIJSKE STUDIJE MEDIA STUDIES 2021 12« (24) + 75-88

-]
w



+(24) - 75-88

<12

MEDIJSKE STUDIJE MEDIA STUDIES 2021

H

T. Kursar : BOLEST KAO PRIVID: JOKEROVA ILUZIJA | PITANJE JEDNAKOSTI
PREGLEDNI ZNANSTVENIRAD / DOI: 10.20901/ms.12.24.5 / PRIMLJENO: 26.1.2021.

de njenih uzroka, ili u¢inaka i ne sklapa dogovore s neprijateljem kojeg sluzi” (1989, str. 81).
Prije ¢e biti da se u tom istovremenom Gaunyijevu ‘gubljenju’ odnosno ‘posjedovanju’ sa-
moga sebe zbiva ,realni uspon k razlicitom modelu drustvene egzistencije” (1989, str. 82).

Gaunyjevi tekstovi ,govore o ucinkovitosti ‘'obmane’, u¢inkovitosti koja je posredova-
na dvama osjecajima: uvjerenjem i zadovoljstvom” (1989, str. 82). To je suprotno marksi-
stickom shvacanju iz kojeg proizlazi da radnistvo moze “napustiti (...) mjesto samo ako
zadobije istinsku znanstvenu spoznaju” (2009b, str. 275). Ranciere ga odbacuje i pokazuje
da se tu ne radi o tome da ljudi ne vide razloge ,zasto su tamo gdje jesu”, nego da se za
radnike ,pretpostavlja da su obuceni za to zanimanje”, a ne za “propitivanje drustva i po-
litike” (2009b, str. 275). Kako bi to dodatno potkrijepio, Ranciére opet ‘aktivira’ Platona koji
iznosi dva razloga zasto su radnici na ‘svom mjestu’. Prvi je da ,“rad ne moze &ekati, Sto je
empirijska ¢injenica”, a drugi je da je “bog umijesao Zeljezo u njihovo ustrojstvo dok je, (s
druge strane) (..) umijesao zlato u strukturu onih koji se sudbinski trebaju baviti opé¢im
dobrom” (2009b, str. 276). To potonje, medutim, nije nista drugo do mit. Primjerice, radnici
ne trebaju u to vjerovati, nego je dovoljno ,da koriste svoje ruke, oci i umove kao da je to
tako” (2009b, str. 276).

Sad je vjerojatno jasnije sto je posrijedi kod Gaunyja pa i Arthura/Jokera. Oni jedno-
stavno polaze od nekog drugog kao da i tako postojeca podjela prostora i vremena nije
vi$e u punoj funkciji. Pritom tesar (Gauny) nije optereéen time 5to je eksploatiran i sklon
je prikloniti se ‘iluziji’, $to na svoj nacin radi i Joker. Ta ‘mo¢ samozavaravanja’ omogucuje
Jokeru da naizgled radi na svoju $tetu, ali ga u kona¢nici dovodi u situaciju da ponistava
ono sto mu je Franklin rekao glede njegovih komicarskih kompetencija (,Trebao si poslu-
sati majku!”). Joker se time priklonio onom sto Platon s prezirom naziva ,umisljenost da
je svatko dovoljno mudar i da se u sve razumije” (1971, str. 701a).2 Posljedica je da se kroz
Jokera provlaci pokusaj ‘subverzije’ koja, ako stavimo na stranu tragi¢na zbivanja, ,gradi
novi svijet osjetilnog unutar onog koji je prethodno zadan” (Ranciere, 2009b, str. 280).
Kako vidimo, pokazuje se da kod emancipacije nije ,pitanje znanja o onom $to se ne zna”,

nego da je ,nova ‘svijest’ Jokera (odnosno Gaunyija) “ignoriranje’ logike nejednakosti”
(2009b, str. 277).

ZAKLJUCAK

Razvidno je da Joker nema interesa za revolucionarne pobune kako ih se obi¢no perci-
pira u drustvenim i humanistickim disciplinama, i to treba prihvatiti. Ustvari, ako se pojam
revolucije uopée moze koristiti kad je Joker u pitanju, prije bi se njegovo prevratnicko po-
nasanje trebalo pozicionirati unutar neobi¢nog Ranciéreova stava da su naizgled ,nespo-
sobni sposobni: da ne postoji skriveni tajni stroj koji ih drzi privezane za njihovo mjesto”

2 Platon u Zakonima kaZe da je ,bestidnost koja je posljedica pretjerane slobode (1971, str. 701b) nastala nakon ,doba
starih zakona ... (kada) ... narod nije bio gospodar situacije, nego se na neki na¢in slobodno pokoravao zakonima“ (str. 700c).
Medutim, kasnije su pjesnici ,prvi poceli s kr§enjem muzic¢kih zakona“. Oni su, kako Platon istice, ,u svojoj neobuzdanosti
i obuzeti prekomjernim osje¢anjem naslade, poceli mijesati tuzbalicu s himnama... Skladanjem takvih pjesama i takvim
rije¢ima naveli su gomilu da po¢ne krsiti zakone u muzici“ (str. 700e). To je potaklo gledatelje da ,postanu bu¢ni kao da se
toboZe razumiju u to $to je u umjetnosti muza lijepo, a $to je ruzno i tako se u muzici, umjesto aristokracije, pojavila neka vrsta
iskvarene teatrokracije“ (str. 701a). O tome vidi viSe u Ranciére (2004), posebno str. 6-12.
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(200943, str. 48). U tom kontekstu ne treba se previse oslanjati na stav (danasnje) kriticke te-
orije o postojanju viska iluzija koje uvijek i iznova treba raskrinkati. Ono $to ustvari postoji
samo su ,scene nesuglasja” (Ranciere) koje prakti¢cno nemaju granica. Nasuprot Platonu
koji osuduje teatrokraciju jer nas ona potice da budemo ,bez svakog postovanja prema
misljenju i sudu boljeg ¢ovjeka” (1971, str. 701b), Ranciereovo shvacanje nesuglasja znaci
,organizaciju osjetilnog u kojoj ne postoji stvarnost skrivena iza pojavnosti ni jedinstveni
poredak prikazivanja (...) zadanog"” (20093, str. 48-49). Na taj se nacin vracamo onom $to
on drzi izvorno shva¢enom drustvenom emancipacijom: ,prekid s uskladeno3$¢u ‘zanima-
nja’ i ‘karaktera’ koja povlaci za sobom nesposobnost da se prisvoji razli¢it prostor i razli-
¢ito vrijeme” (20093, str. 43). Time se ispunjavaju sve pretpostavke za ,politicku subjekti-
vaciju”: “aktivacije sposobnosti na koje se ne racuna, a koje otvaraju jedinstvo zadanog i
ocitost vidljivog kako bi se skiciralo novu topografiju moguceg” (2009a, str. 49). Stovise,
to u konacnici promice ,koristenje svih sposobnosti bilo koga, kvalitete ljudskih bica bez
kvalitete” (20093, str. 49). U svemu tome Joker na osnovi onog sto drzi ‘pravim ja’, pa bila
to ‘iluzija’, odbacuje one koji Zele odlucivati o tome $to je smijesno, alii prijedloge da se ak-
tivno zauzme za ‘neupitne’ politicke ciljeve klase (obespravljenih), ili povijesnog trenutka.
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ILLNESS AS AN APPEARANCE:
JOKER’S ILLUSION
AND THE QUESTION OF EQUALITY

Tonci Kursar

ABSTRACT This paper explores media interpretations of Todd Phillips’s film The Joker. The main
character of the film, Arthur Fleck was portrayed by critics as a traumatised and mentally ill individual
(actually a murderer), whose ambition to be a comedian has no foundation. The fact that the character
lives in a sort of ‘illusion’ or ‘false consciousness’ is interpreted through various concepts of ideology, from
Marx and Althusser to one of its postmodern variants (Debord). Although Zizek criticised Joker because
his reliance on “subjectivity” cannot initiate “a constructive overcoming” of the existing, the film should be
seen as a contribution to understanding of the political in the sense of “verification of equality” (Ranciére).
As Arthur/Joker starts to believe that his life is a comedy and it is, as it usually said, ‘subjective’, he puts
into jeopardy what Rancieére calls a given “distribution of the sense”. Moreover, Joker does not follow the
Marxist idea that proletarians can redefine their space and time only if they previously achieve a ‘proper’
awareness. In fact, he does something completely different, namely, he indulges in his ‘illusion’ redefining
a given distribution of time and space, which is shown in this paper through various Ranciére’s works.
Thus, by achieving his ‘true self’, Joker is very political even though he rejected to achieve the ‘objective’

political goals that are usually attributed to him.
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SAZETAK Odrziva moda je drustveno i okolisno odgovorna moda, ekonomski uspjeina te eti¢na u
odnosu prema prirodi, drugim Zivim bi¢ima i ljudima. Rezultati istraZivanja stavova hrvatskih dizajnera
o konceptu odrzive mode u 2017. godini pokazali su da se vecina ispitanika upoznala s tim konceptom u
dokumentarnim filmovima (Holy i Bor¢i¢, 2018). To ne ¢udi jer ima mnogo atraktivnih dokumentarnih
filmova na temu modne neodrzivosti i promocije odrzivih modnih koncepata. Ovaj rad istraZuje kako Sest
dokumentarnih filmova uokviruje koncept odrzZive te brze/jeftine mode, koji se emocionalni apeli koriste
u filmovima, kako se koriste narativi te kako je moda opcenito prikazana. Analiza sadrZaja provedena
je na sljede¢im dokumentarnim filmovima: True Cost, The Next Black, Slow Down Fast Fashion,
Unravel, River Blue i Do we change it? Ethical fashion documentary. IstraZivanje je pokazalo kako se u
dokumentarnim filmovima o modnoj industriji koriste manipulativne tehnike uvjeravanja, ali nedovoljno
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Najveca su globalna prijetnja danasnjice klimatske promjene uzrokovane prekomjer-
nim emisijama staklenickih plinova dominantno u sektorima energetike i prometa, indu-
strijskih procesa i uporabe proizvoda, poljoprivrede i gospodarenja otpadom (Ministar-
stvo gospodarstva i odrzivog razvoja, 2018). Klimatske su promjene posljedica drustveno-
ekonomskog sustava kojim dominira trend konzumerizma kao puta do ostvarivanja srece
i zadovoljstva pojedinca. Tomi¢-Koludrovic¢ i Leburi¢ (2002, str. 31) tvrde da je ,potrosacka
kultura” presudna za razumijevanje suvremenog drustva. Naime, konzumerizam sa svim
svojim ekonomskim, drustvenim, psiholoskim, kulturoloskim i eti¢ckim ucincima jest naji-
staknutiji fenomen suvremenog globaliziranog drustva u kojem zivimo (Webb, 2012). Sve
veca proizvodnja dovodi do pojeftinjenja i vece dostupnosti proizvoda, $to mnogi sma-
traju pozitivnim trendom demokratizacije potrosnje (Lury, 1996), no taj fenomen ima ka-
taklizmicke posljedice na klimu, siromasenje resursa i degradaciju svih ¢imbenika okolisa.

Modna je industrija jedna od okolisno, ali i socijalno najinvazivnijih industrija (Ho-
skins, 2015), jedna od industrija koje se najvise oslanjaju na konzumerizam te direktno
putem svojih promotivnih sadrzaja promice ideje prema kojima su zadovoljstvo i sre¢a
pojedinca te njegova prihvacenost u drustvu izravno povezani s odjevnim predmetima
koje pojedinac nosi i vrlo ¢esto mijenja. Ta kontinuirana promjena modnih trendova sa
sve krac¢im trajanjem ,sezona” podrazumijeva proizvodnju iznimno velikog broja odjev-
nih proizvoda, njihove sve kratkotrajnije upotrebe, sve nize kvalitete i sve nize cijene za
potrosace, ali po sve vecoj cijeni za okolis, prirodu i resurse, kao i zaposlenike u modnoj
industriji. Posebno zabrinjava proizvodnja brze, odnosno jeftine mode u ,sweatshop”' po-
gonima poput Rana Plaze u &ijem su rusenju 24. travnja 2013. godine poginule 1134 rad-
nice i radnika (Clean Clothes Campaign, bez. dat.). Trend tzv. brze ili jeftine mode doveo
je do toga da su ljudi 2014. godine prosjecno kupili 60% vise odjevnih predmeta no 2000.
godine (Remy i dr., 2016) a taj mahniti odjevni konzumerizam progresivno raste iz godine
u godinu. Niske cijene proizvoda vode potrosace do impulzivnih kupovina i neodrzivog
ponasanja: pretjerane potrosdnje, vrlo kratkog vremena uporabe proizvoda i preranog od-
laganja proizvoda (Niinimaki, 2013). Upravo je zbog toga modna industrija 2018. godine
emitirala 10% ukupnih antropogenih emisija staklenickih plinova (European Parliament,
2020). Zbog kontinuiranog rasta potrosnje tekstilnih proizvoda, rastu i koli¢ine otpadnog
tekstila te otpadne obuce, Sto predstavlja velik okolisni problem. | Hrvatska je dio toga
globalnog trenda, sto je vidljivo i iz Izvjes¢a o gospodarenju otpadnim tekstilom i otpadnom
obucom u 2019. godini (Ministarstvo gospodarstva i odrzivog razvoja, 2020) prema kojem
je u2018. godini u Hrvatskoj ukupno proizvedeno 60.190 tona otpadnog tekstila od kojeg
je odvojeno prikupljeno tek 12.061 tona. Ti se podatci evidentiraju od 2010. godine, a od
te je godine vidljiv kontinuiran rast koli¢ine otpadnog tekstila. Svaki stanovnik Hrvatske
proizvede ¢ak 12 kg otpadnog tekstila godisnje. U 2019. godini na odlagalista je odloZzeno
visokih 64 % ukupne koli¢ine proizvedenog otpadnog tekstila i otpadne obuce (25), $to
samo potvrduje tvrdnje o neodrzivosti sadasnje modne industrije.

1 Leksikon marketinga koji je uredio Jozo Previi¢ ,sweatshop” prevodi rije¢ju ‘znojnica’, u znaéenju tvornice u kojoj manualni
radnici rade loSe placene poslove u iznimno lo§im radnim uvjetima.
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Trend brze/jeftine mode danas je globalno prisutan jer su proizvodi svjetskih korpora-
tivnih tzv. high street marki gotovo istovremeno dostupni u New Yorku, Zagrebu i Manili.
Brza ili jeftina moda predstavlja proizvodnju jeftinijih verzija odjece koja ¢esto ukljucu-
je iskoristavanje jeftine radne snage u takozvanim nerazvijenim zemljama, uglavnom za
prodaju po niskim cijenama u bogatijim zapadnim zemljama i uz veliku $tetu prirodi i oko-
lisu. Trend brze/jeftine mode relativno je nov trend, a globalno je prisutan u posljednjih
tridesetak godina (Cline, 2012).

Trend odrzive mode takoder se razvija u posljednjih tridesetak godina, gotovo isto-
dobno s trendom brze/jeftine mode. Odrziva moda se kao svojevrsna implementacija
ideje odrzivog razvoja u podru¢ju modne industrije razvijala istodobno s konceptom odr-
Zivog razvoja. Odrzivi je razvoj integrativni koncept koji razmatra ekoloske, drustvene i
ekonomske aspekte kao tri temeljne dimenzije, odnosno stupove odrzivosti koji podra-
zumijevaju odgovoran razvoj uz razmatranje prirodnog, ljudskog i ekonomskog kapitala
ili, kolokvijalno govoredi, planeta, ljudi i profita (Hansmann i sur., 2012, str. 451). S obzirom
na ¢injenicu da odrzivi razvoj podrazumijeva ravnotezu izmedu tri stupa na kojima pociva
svako drustvo - gospodarskog, okolisSnog i drustvenog, tako i odrziva moda podrazumije-
va uravnotezenost ekonomskih ambicija, potrajnog koristenja prirodnih resursa i drustve-
ne pravednosti modne industrije. Kao sinonimi za pojam odrziva moda koriste se i izrazi
kao Sto su zelena ili ekomoda, eti¢na, kruzna/cirkularna i spora moda. Fenomen odrzive
mode pojavio se krajem 80-ih, pocetkom 90-ih godina proslog stolje¢a, kada su mod-
ni brendovi Patagonia i Esprit, zabrinuti zbog negativnog utjecaja modne industrije na
okolis i ljudska prava tekstilnih radnika u takozvanim zemljama treceg svijeta, pokrenuli
trend odrzivog pristupa modi (Ribeiro Rosa, 2016, str. 11). Odrzivost unutar tog koncepta
,znaci da razvojem i uporabom stvari ili procesa nema stete za ljude ili planet” (Hethorn i
Ulasewicz, 20009, str. xviii), $to je dijametralno suprotno daleko rasirenijem konceptu neo-
drzive brze/jeftine mode. Jestratijevic i Rudd (2018) predlozile su Sest oblika za klasifika-
ciju odrzive mode: a) biorazgradivi proizvodi ili proizvodi koji se mogu reciklirati, b) novi
luksuzni proizvodi, c) rabljeni i vintage proizvodi, d) popravljeni, reciklirani i nadogradeni
proizvodi, e) eticki izradeni proizvodi te f) sluzbeno certificirani proizvodi, odnosno Fair
Trade proizvodi.

Upravo zbog iznimno Stetnih posljedica modne industrije na prirodni, ali i drustveni
okoli$ u zemljama u razvoju, modna industrija, posebice tzv. high street brendovi koji se
ubrajaju u jeftinu ili brzu modu vrlo su ¢esta tema dokumentarnih filmova koji se bave
zastitom okolisa. Dokumentarni filmovi koji se bave kritikom brze, odnosno jeftine mode
te promocijom odrzive mode kao odrzive alternative ubrajaju se u tzv. okolisnu komuni-
kaciju (environmental communication).? Prema Blewittu (2017, str. 390) dokumentarni su fil-
movi iznimno vazan element okoliSne komunikacije jer se uz pomo¢ njih, vjestim koriste-
njem vizualne komunikacije koja je ¢esto utemeljena na suprotnostima, nastoji potaknuti
gledatelje ne samo na promjenu misljenja i stavova ve¢ na poduzimanje konkretnih akcija.

2y hrvatskom jeziku ta engleska sintagma prevodi se kao ,ekoloska komunikacija“, no takav prijevod upucuje na nerazumi-
jevanje i nerazlikovanje termina ekologija kao prirodne znanosti, podvrste biologije koja se bavi odnosima jedinki u okviru
nekog stani$ta, te kompleksnog fenomena zastite okolisa koji podrazumijeva drustveni aktivizam koji se koristi spoznajama
ekologije kao znanosti. Stoga, usprkos uvrijezenom terminu ‘ekoloska komunikacija’ u ovom se tekstu koristi termin ‘okoli$na
komunikacija’, koji je precizniji prijevod navedene sintagme.
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Willoquet-Maricondi (2010, str. 45) naglasava da ,ekokinematografija otvoreno nastoji po-
taknuti osobno i politicko djelovanje gledatelja, navodeci nas da razmislimo o promjeni
nacina na koji donosimo odluke o svojim odabirima, svakodnevno i dugoro¢no, kao poje-
dinci i kao drustvo, lokalno i globalno”. S obzirom na ¢injenicu da okolisSna komunikacija
ne samo u Hrvatskoj, ve¢ i globalno, jos uvijek nije dobro istraZzeno podrucje, posebice
okoliSna komunikacija koja problematizira modnu industriju, problem koji se u ovom radu
istrazuje jest neistrazenost dokumentarnih filmova kao instrumenata promocije odrzive
mode te ogranicenja takve promocije. Predmet istrazivanja jesu odabrani dokumentarni
filmovi koji kritiziraju neodrzivu modu i promoviraju odrzive koncepte u modnoj industri-
ji. Cilj ovog istrazivanja je istraziti kojim se propagandnim i persuazivnim tehnikama ko-
riste odabrani dokumentarni filmovi koji promoviraju odrzivu modu, te kako unaprijediti
metode uvjeravanja koje se koriste u takvim dokumentarnim filmovima. Specifi¢ni ciljevi
ovog istrazivanja su:

>istraziti kako odabrani dokumentarni filmovi uokviruju koncept odrzive i brze / jeftine
mode;

>istraziti koje emocionalne apele upotrebljavaju;

>istraziti kojim se narativima koriste te kako je moda u odabranim filmovima opcenito
prikazana;

>istraziti koriste li se odabrani filmovi manipulativnim, propagandnim tehnikama uvje-
ravanja te;

>predloziti metode uvjeravanja kojima se moze unaprijediti persuazivni potencijal ta-
kvih filmova.

Istrazivanje je provedeno metodom kvalitativne analize sadrzaja na sljedecih 3est fil-
mova: True Cost, The Next Black, Slow Down Fast Fashion, Unravel, River Blue i Do we change
it? Ethical fashion documentary. Ti su filmovi odabrani za analizu jer se na internetskim pre-
trazivacima nalaze na popisima najboljih dokumentarnih filmova na temu odrzive mode
te su bili dostupni autorici ¢lanka.

OKOLISNA KOMUNIKACIJA

Dokumentarni su filmovi specifi¢an nefikcijski zanr koji je krajem proslog stoljeca po-
stao izuzetno popularan i utjecajan (Grant i Sloniowski, 1998, str. 19). Taj se trend popular-
nosti dokumentarnih filmova koristio i u propagandne svrhe, pa je mnogim dokumentar-
nim filmovima svrha propagandna, iako bi njihova svrha trebala biti opre¢na propagandi.
Naime, prema jednoj od prvih definicija “dokumentarni film je grana filmske produkcije
koja polazi od realnosti, fotografira je, ureduje i oblikuje (...), pokusava dati oblik i uzorak
kompleksnosti izravnog promatranja” (Grierson, 1946, prema Hardy, 1946, str. 159), Sto
podrazumijeva pokusaj prenosenja objektivnih informacija o fenomenu koji se razmatra.
lako je popularnost dokumentarnih filmova moderan trend, uporaba dokumentarnih fil-
mova u propagandne svrhe nije. Naime, mnogi totalitarni rezimi i diktature koristili su
se propagandnim dokumentarnim filmovima kao instrumentima “proizvodnje pristanka”
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(Bernays, 1947, str. 113). Na primjer, jedan je od najpoznatijih nacistickih propagandnih
filmova dokumentarni film Trijumf volje iz 1935. godine koji je rezirala Leni Riefenstahl, a
i Sovjetski Savez koristio se dokumentarnim filmovima u svrhu politicke propagane pa
tako Lee-Wright (2010, str. 164) tvrdi da su ,Lenjin i politbiro prepoznali kino kao naju-
Cinkovitije sredstvo angaziranja i ukljucivanja masa razli¢itih ljudi u zajednicke ciljeve i
stavove.” No, dokumentarnim se filmovima kao propagandnim instrumentima koriste ne
samo totalitarni ve¢ i demokratski rezimi. Razlika je u tome 5to se takvi sadrzaji u demo-
kratskim drustvima smatraju edukacijom, moralnom podukom ili gradenjem karaktera,
a nikako ne indoktrinacijom (Chomsky, 2002, str. 124). Bez obzira na deklarirani objektiv-
ni predznak dokumentarne filmografije ¢injenica jest da su se dokumentarni filmovi i u
proslosti koristili, a i danas se koriste kao vise ili manje ucinkovita sredstva manipulativ-
ne komunikacije. Istrazivaci su s rastom popularnosti dokumentarnih filmova, posebice
onih s okoliSnom tematikom, poceli istrazivati koliko su dokumentarni filmovi ucinkoviti u
smislu utjecaja na stavove i misljenja, a posljedi¢no i ponasanja publika. Karlin i Johnson
(2011) su zakljucili da promjene u komunikaciji, pojava digitalne komunikacije, drustvenih
mreza i konvergencije medija s jedne strane omogucuju, a s druge strane onemogucuju
procjenu utjecaja dokumentarnih filmova na pojedine gledatelje i drustvo. Naime, analiza
uspjesnosti takvih filmova prije je bila ograni¢ena na brojeve prodanih karata na kino-
blagajnama, recenzije, novinske kritike te anketiranje gledatelja prilikom izlaska iz kina.
Medutim, s rastom utjecaja novih medija pruzila se mogu¢nost povezivanja i integriranja
filmasa, aktivista i gledatelja na nove nacine, a time ukazala potreba za novim nacinima
mjerenja uspjesnosti dokumentarnih filmova. Karlin i Johnson (2011) smatraju da doku-
mentarni filmovi imaju velik potencijal utjecanja na drustvene i okolisne potrebe. Poseb-
no naglasavaju potrebu za drustveno znanstvenim pristupom koji kombinira empirijsku
analizu s teorijom primijenjenom iz osnovne znanosti, a koja moze osigurati da se utjecaj
dokumentarnog filma mjeri na nacin koji je koristan i za filmase i za financijere filma.

Okolisna komunikacija ¢esto se smatra komunikacijom koja nuzno u sebi nosi eti¢-
nu dimenziju pa tako Cox (2007, str. 5) tvrdi da je eti¢cka dimenzija okolisne komunikacije
primarna te da je glavna eticka duznost te komunikacije ,obveza povecanja sposobnosti
drustva da na odgovarajuci nacin reagira na signale iz okolisa relevantne za dobrobit ljud-
skih zajednica i prirodnih bioloskih sustava“. No, kako bi se to postiglo, a imajuc¢i na umu
da Zivimo u svijetu u kojem su informacije, jako ¢esto manipulativne, klju¢an instrument
drustvene promjene, onda ni teoreticari okolisne komunikacije ne odbijaju a priori kori-
stenje manipulativnih komunikacijskih taktika. Tako, primjerice, Blewitt (2017, str. 405) na
pitanje ,Moze li se odrzivost prodavati?” bez ikakve zadrske odgovara sa ,da“, te naglasava
kako se odrzivost mora ucinkovito promicati. Da bi se odrzivost u¢inkovito promicala, oko-
lisna komunikacija mora se koristiti onim tehnikama i metodama koje su najucinkovitije u
procesu uvjeravanja, a one su ¢esto iznimno manipulativne. Stoga se i okolisni dokumen-
tarni filmovi koriste manipulativnim metodama komunikacije kako bi postigli svoje ciljeve.
Druga razina problema okolisne komunikacije ne odnosi se na komunikacijsku strategiju i
odabrane taktike za implementaciju strategije, ve¢ na stvarne ciljeve takve komunikacije.
Drugim rije¢ima, neka komunikacija moze se prikazivati kao okoli$na, no njezina stvarna
svrha ne mora nuzno biti okolisna, ve¢ moze biti prodajna, sto je u literaturi poznato kao
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»green washing”, zeleno pranje koje ima namjeru obmanuti publiku. Stoga je za potrebe
ovog rada, i to prije no sto se razmotri kolika je ucinkovitost okolisnih dokumentarnih
filmova, nuzno definirati $to je to uopce okolisna komunikacija.

Cox (2010, str. 20-21) okolisnu komunikaciju definira kao ,pragmati¢no i konstitutivho
sredstvo za razumijevanje okolisa i nasih odnosa prema prirodnom svijetu”. Prema njemu
okolisna je komunikacija simboli¢ki medij kojim se koristimo za izgradnju razumijevanja
problema okolisa, ali i dogovaranja razlicitih drustvenih odgovora na njih. Stoga Cox sma-
tra kako okolisna komunikacija ima dvije razli¢ite funkcije: pragmati¢nu i konstitutivnu.
Pragmati¢na funkcija podrazumijeva edukaciju, upozoravanje, nagovaranje, mobiliziranje
i pomaganje u rjesavanju konkretnih ekoloskih problema. Cox ilustrira pragmati¢nu funk-
ciju okolisne komunikacije primjerom medijskih kampanja proizvodaca automobila protiv
visih standarda emisija goriva ili kad ekoloska skupina ima kampanju u cilju zastite pod-
ru¢ja divljine. To je komunikacija koja se usredotocuje na posebno, na izdvojene slucajeve.
Konstitutivna funkcija pomaze u definiranju odredenih okolisnih pitanja kao problema.
Konstitutivnha komunikacija povezuje univerzalne vrijednosti s okolinim problemima i
tako pomaze publici u izgradnji reprezentacije izazova vezanih za odrzivost, prirodu i oko-
lis kao predmeta spoznaje. To je komunikacija koja se usredotocuje na opce i univerzalno.

Dokumentarni filmovi s okoliSnom problematikom bez ikakve se sumnje snimaju kako
bi utjecali na misljenja i stavove javnosti i pri tome informirali, uvjeravali i poticali na ak-
ciju. Janpol i Dilts (2016) Zeljeli su istraZiti koliko su takvi filmovi u¢inkoviti u utjecanju na
gledatelje. Naime, iako ljudi koji snimaju dokumentarne filmove s okoliSnom problema-
tikom uglavnom pretpostavljaju da ¢e njihova djela utjecati na stavove i postupke ljude,
ne postoji empirijsko opravdanje za takve pretpostavke. Stoga je svrha njihove studije
bila saznati hoce li gledanje dokumentarnog filma utjecati na percepciju ljudi o okolisu i
na njihovo ponasanje. Njihovo je istraZivanje ukljucivalo gledanje ili filma o dupinima ili
filma o obnovi slavnog Golden Gate mosta koji je poznata atrakcija San Francisca. Nakon
Sto su ispitanici gledali filmove, igrali su racunalnu igru, a na temelju njihovih rezultata na-
pravljena je procjena njihove okolisne identifikacije. Nakon toga je ispitanicima ponudena
mogucnost sudjelovanja u dobrotvornim akcijama za pomo¢ dupinima ili pak za obnovu
mosta. Rezultati su pokazali znacajne razlike izmedu angazmana ispitanika koji su gledali
dokumentarni film o dupinima te onih koji su gledali film o mostu. Naime, daleko veci
utjecaj naispitanike imao je film o dupinima ne samo na informativnoj razini vec i na razini
poticanja na akciju, odnosno donaciju.

Druga istrazivanja ucinkovitosti okolisnih dokumentarnih filmova pokazala su druga-
Cije rezultate. Primjerice, Howell (2014) je procjenjivala ucinkovitost komunikacije o kli-
matskim promjenama, odnosno dugorocni utjecaj na stavove i ponasanje pojedinaca ta-
kve komunikacije. Njeno je istraZivanje longitudinalna studija utjecaja filma o klimatskim
promjenama The Age of Stupid, hibrida dokumentarnog, igranog i animiranog britanskog
filma iz 2009. godine, na britanske gledatelje. IstraZivanje je pokazalo da pocetna pojaca-
na razina zabrinutosti i motivacije gledatelja za promptnim djelovanjem nakon gledanja
filma nije imala dugotrajni u¢inak. Rezultati istrazivanja takoder su pokazali da se namjere
prema promjeni ponasanja nuzno ne pretvaraju u konkretne akcije.



M. Holy : DOKUMENTARNI FILMOVI KAO INSTRUMENTI PROMOCIJE ODRZIVE MODE
PREGLEDNI ZNANSTVENI RAD / DOI: 10.20901/ms.12.24.6 / PRIMLJENO: 20.8.2020.

Nolan (2010) je istrazivala ucinkovitost jednog od najpoznatijih dokumentarnih filmo-
va s okoliSnom problematikom, An Inconvenient Truth iz 2006. godine, bivieg americkog
potpredsjednika Ala Gorea. Vidljivost filma bila je osigurana samom ¢injenicom sto je
autor filma poznata osobu, a metoda ‘poznati govore’ (testimonials) jedna je od najpo-
znatijih i najkoristenijih propagandnih tehnika. An Inconvenient Truth su, naglasava Nolan,
pogledali milijuni ljudi, a neke su zemlje ¢ak predlozile da se film koristi kao obavezni
obrazovni sadrzaj u skolama. Medutim, rezultati istraZivanja nisu nedvosmisleno pokazali
da film utjece na rast informiranosti i svijesti gledatelja o uzrocima klimatskih promje-
na, posebice ne na motivaciju ljudi da smanje emisije staklenickih plinova. IstraZivanje
se temeljilo na dvije studije. U jednoj su ispitanici bili gledatelji iz lokalne zajednice, a u
drugoj studenti. Rezultati pokazuju da gledanje filma povecava informiranost ispitanika o
uzrocima globalnog zagrijavanja, te utjece na njihova uvjerenja o nuznosti brige za okoli$
i njihove osobne spremnosti za smanjenje emisija staklenickih plinova. Medutim, rezultati
takoder sugeriraju kako se ta spremnost za akciju odmah nakon gledanja filma ne odrzava
dugorocno, odnosno da znacdajno pada ve¢ mjesec dana kasnije. Autorica smatra kako je
snaga filma u uvjerljivoj prezentaciji ¢injenica o kontinuiranom rastu globalnih tempera-
tura te pozivu na akciju. Stoga zakljucuje kako je film postigao svoj cilj, a to je uvjeriti ljude
u nuznost suzbijanja klimatskih promjena. No, naglasava kako je velik izazov s kojim su
suoceni oni koji se zele koristiti dokumentarnim filmom kao obrazovnim i motivacijskim
sredstvom pronalazenje nacina kako ucinkovito iskoristiti pove¢anu motivaciju masa za
postizanje znac¢ajnog smanjenja emisija staklenickih plinova.

I mnoga druga istrazivanja i studije pokazali su sli¢ne rezultate. Primjerice, Jacobse-
nova studija (2011) pokazala je kako je dokumentarni film Ala Gora dva mjeseca nakon
emitiranja filma lokalno utjecao na porast kupnje dobrovoljnih kompenzacija ugljika, no
godinu dana kasnije broj kompenzacija ugljika vratio se na prijasnju razinu, sto pokazuje
da je Goreov film tek privremeno utjecao na ponasanje gledatelja.

Harness i Drossman (2011) istrazivali su koliko osobno iskustvo u stvaranju dokumen-
tarnih filmova utjece na misljenje i stavove studenata o okolisu. Njihova je pretpostavka
bila da studenti nakon izlaganja informacijama o klimatskim rizicima postaju apati¢ni pre-
ma pitanjima zastite okolisa jer su uvjereni kako nemaju nikakvu moc¢ utjecaja na pozi-
tivne promjene. Naime, takve rezultate pokazala su mnoga istrazivanja utjecaja okolisne
komunikacije na ponasanje publika, odnosno $to publika ime vise spoznaja o okolisnim
problemima, smanjuje se njezina motivacija za okolisno djelovanje (Heimlich, 2010; Hun-
gerford i Volk, 1990; Kellstedt i sur., 2008). Studija Harness i Drossmana (2011) pokazala
je kako su ispitanici nakon izrade dokumentarnih filmova izrazili pojacanu motivaciju za
aktivizmom u podrucju okolisnog djelovanja, odnosno da ispitanici stvaraju znanje o oko-
lisu putem drustvenih procesa koji uklju¢uju medusobno povezane utjecaje skole, obitelji
i medija; da je apatija prema okoliSu uobi¢ajena medu ispitanicima koji se percipiraju kao
pripadnici rizi¢nih skupina te koji smatraju kako njihova skolska sredina nije usredotocena
na obrazovanje o okolisu; te da ispitanici spremnije prihvacaju okolisno odgovorno po-
nasanje ako im se pruzi prilika za razvijanje vlastitog razumijevanja povezanosti izmedu
osobnih radnji i pridruzenih posljedica na okolis.
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Drugim rije¢ima, da bi okolisSna komunikacija bila u¢inkovita nije dovoljno publike tre-
tirati kao pasivne konzumente informacija o okolisu, ¢ak ni ako su metode uvjeravanja
ucinkovite jer to ne rezultira dugoro¢nim promjenama u ponasanju. Kako bi okolisna ko-
munikacija postala uc¢inkovita nuzno je publike na neki nacin osobno integrirati u okolisnu
komunikaciju i/ili okolisnu akciju.

ANALIZA SADRZAJA DOKUMENTARNIH FILMOVA

lako termin propaganda zbog nacistickih konotacija ima izrazito negativnu percepciju
u javnosti, Siber (2003, str. 144) upozorava na to da bi propagandu trebalo dozivljavati
kao tehnologiju koja je vrijednosno neutralna i koja je usmjerena ostvarenju cilja. Slicno
misljenje imaju i mnogi drugi teoreticari odnosa s javnoscu koji ne vide (veliku) razliku
izmedu prakse odnosa s javnoscu i propagande (Kunczik, 2006, str. 11-16). Danas prevla-
dava stav prema kojem je osnovna svrha odnosa s javnos¢u uvjeravanje (persuazija), ono
$to Bernays zove ,generiranje suglasja”, odnosno dijalog razli¢itih misljenja (Tkalac Vercic,
2015, str. 121). Prema tom glediStu propaganda je promisljena i planirana jednosmjerna
komunikacija ¢ija je svrha osigurati nekriticko prihvacanje, odnosno sustavan pokusaj
oblikovanja ljudske percepcije, svojevrsna manipulacija ponasanja (Skarica, 2012, str. 9-14),
a odnosi su s javnos¢u upravljanje dvosmjernom komunikacijom koje se temelji na per-
suazivnim tehnikama kako bi se zadovoljile potrebe i onih koji uvjeravaju i onih koje se
uvjerava (Siber, 2003, str. 145). Siber (2003) propagandne tehnike dijeli u dvije skupine:
one koje variraju emocionalne komponente stava i one koje naglasavaju osjecaje ugro-
Zenosti i nesigurnosti. U tehnike emocionalne komponente stava ubraja sljedece tehnike:
emocionalni sendvi¢, prijenos emocija koji podrazumijeva ucestalo ponavljanje neutral-
nog sadrzaja u kombinaciji s pozitivnim ¢ime se postize prijenos pozitivnih emocija i na
neutralni sadrzaj, tehnika povezanih stavova, emocionalno oteZane rijeci, zamjenu imena,
upotreba stereotipa, upotreba seksualnosti i erotike. U tehnike naglasavanja ugrozenosti
ubraja upotrebu autoriteta, popularnost pojedinih osoba te manipulaciju konformizmom
(2003, str. 149-154). Bez obzira na proklamirane ambicije prema zadovoljavanju potreba
svih strana koje sudjeluju u komunikacijskom procesu, ¢injenica jest da je i danas glavna
svrha vecine planiranih komunikacija upravo pokusaj oblikovanja Zeljene ljudske percep-
cije te je u skladu s time provedena i analiza odabranih dokumentarnih filmova: True Cost,
The Next Black, Slow Down Fast Fashion, Unravel, River Blue i Do we change it? Ethical fashi-
on documentary. Jedinica analize bio je dokumentarni film koji promovira odrzivu modu.
Analiticka matrica analize sadrzaja odabranih dokumentarnih filmova koji promoviraju
odrzivu modu temeljila se na sljede¢im kvalitativnim elementima: koje propagandne
tehnike uvjeravanja i emocionalne apele filmovi koriste, na koji nacin uokviruju koncept
odrzive i brze / jeftine mode i mode opcenito; te koje narative koriste. U istrazivanju su u
cilju usporedbe analiziranih filmova iskoristeni i dostupni sekundarni podatci kvantita-
tivnog predznaka, odnosno godina proizvodnje, trajanje filma, izvori financiranja, zemlja
porijekla i redatelji te broj preuzimanja kod onih filmova kod kojih su ti podatci dostupni.
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Usporedba sekundarnih podataka kvantitativhog predznaka

U Tablici 1., 2. i 3. prikazani su podatci o godini proizvodnje, trajanju filmova, zemlji
porijekla i redateljima te izvorima financiranja i broju pregleda kod onih filmova kod kojih
su ti podatci dostupni.

Tablica 1. Sekundarni podatci kvantitativhog predznaka

Naziv Trajanje Drzava i godina proizvodnje Redatelj
True Cost 92 min SAD, 2015 Andrew Morgan
The Next Black 47 min  Svedska/SAD, 2014 David Dworsky
Slow Down Fast Fashion 65 min  Ujedinjeno Kraljevstvo/Francuska/  Ben Akers
SAD, 2016

Unravel 14 min  Ujedinjeno Kraljevstvo/Indija, 2012  Meghna Gupta
River Blue 95 min Kanada, 2017 David Mcllvride,

Roger Williams
Do we change it? Ethical 53min  Spanjolska, 2015 Carlos Isabel
fashion documentary La Moneda

Izvor: istrazivanje autorice

Iz tablice 1. je vidljivo kako su analizirani filmovi nastali ve¢im dijelom u zapadnim
kapitalisti¢kim drzavama: SAD, UK, Svedskoj, Francuskoj, Kanadi i Spanjolskoj u kojima su
uglavnom i smjestene najmocnije modne multinacionalne korporacije. Izuzetak je Indija
koja se ubraja u skupinu drzava u kojima modne multinacionalne korporacije naj¢esce
imaju ,sweatshop-ove” u kojima se $ivaju proizvodi brze/jeftine mode. Sto se ti¢e trajanja
analiziranih filmova, prosje¢na im je duljina 61 min. Po duljini trajanja odskacu River Blue
(95 min)i True Cost (93 min) te po trajanju najkraci Unravel (14 min). Samo je jedna redatelji-
ca, i to Meghna Gupta, redateljica najkraceg Unravela. lako je modna industrija ¢esto per-
cipirana kao podrugje zenskog interesa na temelju ¢ega bi se mogao ocekivati vedi broj
zenskih redatelja, ¢injenica je da su i danas redatelji ve¢inom muskarci, $to se reflektira i
na ovo podru¢je analize. Svi analizirani filmovi snimljeni su u posljednjem desetljecu, sto
koincidira s eksponencijalnim rastom proizvodnje i potrosnje odjevnih proizvoda i, po-
sljedi¢no, rastom zabrinutosti zbog tog fenomena. Najstariji film je Unravel koji je snimljen
2012. godine, a najmladi River Blue iz 2017. godine.

Tablica 2. Izvori financiranja

Naziv Izvori financiranja

True Cost Crowd funding kampanja, preuzimanje filma na digitalnim
kanalima se naplacuje.

The Next Black AEG korporacija

Slow Down Fast Fashion Nije dostupna informacija, preuzimanje filma na digitalnim

kanalima se naplacuje.

MEDIJSKE STUDIJE MEDIA STUDIES 2021 + 12 « (24) * 89-107

O
N



+(24) - 89-107

MEDIJSKE STUDIJE MEDIA STUDIES 2021 + 12

-]

M. Holy : DOKUMENTARNI FILMOVI KAO INSTRUMENTI PROMOCIJE ODRZIVE MODE
PREGLEDNI ZNANSTVENIRAD / DOI: 10.20901/ms.12.24.6 / PRIMLJENO: 20.8.2020.

Naziv Drzava i godina proizvodnje
Unravel Nije dostupna informacija
River Blue Ima korporativne (The Explorers Club, Inpired Image Picture

Company, Mountain Equipment) i individualne izvore
financiranja, a podatci su dostupni na web stranici filma,
preuzimanje filma na digitalnim kanalima se naplacuje.

Do we change it? Ethical Popis financijera je dostupan na odjavnoj spici filma i
fashion documentary obuhvaca zelene zaklade i pojedince.

Izvor: istrazivanje autorice

Iz Tablice 2. je vidljivo kako se preuzimanje tri (River Blue, Slow Down Fast Fashion i True
Cost) od Sest analiziranih filmova naplacuje, $to je u kontradikciji s proklamiranom svrhom
okolisnih dokumentarnih filmova, a to je Sto veca vidljivost i informiranost publika kako
bi se postiglo pozitivne drustvene promjene. Podatci iz tablice upucuju i na nedovoljnu
transparentnost u objavi izvora financiranja, $to nije u skladu s eti¢kim nacelima okolisne
komunikacije.

Tablica 3. Broj pregleda na YouTube-u na dan 02. srpnja 2018.

Naziv Broj pregleda

True Cost Nije dostupan na YouTube kanalu, najava filma
ima 1.792.222 pregleda.

The Next Black 1.251.635 pregleda na YouTube kanalu

Slow Down Fast Fashion Nije dostupan na YouTube kanalu, najava filma je
pregledana 347.926 puta.

Unravel 131.612 pregleda na YouTube kanalu

River Blue Nije dostupan na YouTube kanalu, najava filma

ima 63.695 pregleda.

Do we change it? Ethical fashion documentary ~ 9.450 pregleda na YouTube kanalu

Izvor: istrazivanje autorice

je, nazalost, na YouTube kanalu dostupan samo u obliku najave. Po iskazanom interesu
slijedi AEG-ov dokumentarac The Next Black sto se, mozda, moze zahvaliti i promisljeno
odabranom nazivu filma. Samo ta dva filma ostvarila su vise od milijun pregleda na YouTu-
be kanalu, $to mozda upucduje i na nezainteresiranost publika za takve sadrzaje.

Kvalitativna analiza dokumentarnih filmova

lako analiza sadrzaja kao metoda istrazivanja u drustvenim znanostima moze biti i
kvalitativna i kvantitativna metoda (Tkalac Vercic i dr., 2014, str. 91-92), za potrebe ovog
istrazivanja koristila se kao kvalitativna metoda. Istrazivanje se usredotodilo na pitanje
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kako analizirani filmovi uokviruju koncept odrzive i brze/jeftine mode te jesu li u koriste-
nju emocionalnih apela i narativa manipulativni i uvjerljivi, kako bi se na temelju rezultata
istrazivanja predlozilo metode uvjeravanja kojima se moze unaprijediti persuazivni po-
tencijal takvih filmova. Analiza sadrzaja je Cesto koristena metoda prikupljanja primarnih
podataka, posebice je razvijena u podrucju analize masovne komunikacije u koju se ubra-
jaju i dokumentarni filmovi. Analiza sadrzaja se u pravilu usredotocuje na analizu sadrzaja
poruke, no preko analiza sadrzaja poruke moguce je promisljati ,i u¢inke poduzetih akci-
ja" (Tkalac Vercic¢ i dr., 2014, str. 92). Kvalitativna analiza sadrzaja odabranih dokumentar-
nih filmova temeljila se na sljede¢im elementima: propagandnim tehnikama uvjeravanja
i emocionalnim apelima, nacinima uokvirivanja koncepta odrzive i brze/jeftine mode i
mode opcenito, te koristenim narativima. ‘Uokvirivanje’ je koncept koji govori o nacinu
prezentacije vijesti kroz sugeriranje interpretacijskog okvira (frame), kroz kojeg se selekti-
raju i obraduju informacije, prije svega oslanjajudi se na zapamcene podatke i iskustva te
interpretaciju novih dogadaja uz pomoc tih klasificiranih, organiziranih i interpretiranih
Zivotnih iskustava kojima je pridodan smisao. Uokvirivanjem se naglasavaju odredeni as-
pekti stvarnosti, dok se druge ignorira ili im se umanjuje vaznost (Kunczik i Zipfel, 2006).
Medijsko uokvirivanje se oslanja na vjestinu pri¢anja prica (storytelling), a teoreticari poput
Goffmana (1986), Tobiasa (1993), Bookera (2006) i Lulea (2001) naglasavaju kako narativi
ili master mitovi u velikoj mjeri osnazuju manipulativne uc¢inke medijskog uokvirivanja.
Prema Bordwellu i Thompson (2011) narativ je svaki niz uzro¢no-posljedi¢no povezanih
dogadaja koji se odvijaju u nekom vremenu i prostoru.

S obzirom na ¢injenicu da vizualni sadrZaji, pogotovo oni koji koriste kontrastnu me-
todu, snazno utjecu na emocije i stavove publike, okolisni dokumentarni filmovi postali su
mocan alat za promociju ideje odrzivog razvoja i potreba za ucinkovitijom zastitom oko-
lisa. Ti se filmovi intenzivno, promisljeno i planski koriste emocionalnim apelima (strah,
suosjecanje, zabrinutost) te propagandnim tehnikama kako bi utjecali na publiku, zbog
¢ega se moglo ocekivati da ¢e analiza i modnih okolisnih dokumentarnih filmova pokazati
sli¢ne rezultate, $to je ovo istraZivanje i potvrdilo. Slijedi analiza svakog filma pojedinac¢no,
nakon ¢ega je provedena usporedba dobivenih podataka, a rezultati istrazivanja interpre-
tirani su i u kontekstu pragmaticne i konstitutivne funkcije okolisne komunikacije (Cox,
2010).

True Cost je americki film iz 2015. koji traje 92 minute, a rezirao ga je Andrew Morgan.
Film uokviruje koncept brze mode kao produkta zapadnog globalnog kapitalizma koji je
potpuno neodrziv u smislu zastite okolisa, uravnotezene raspodjele ekonomskih koristi i
socijalnih/ljudskih prava. Kontrastna linija izgradena je izmedu bogatog zapada (eksplo-
atatora) i siromasnijeg juga i istoka (iskoristavani). Koncept odrzive mode prisutan je na
margini filma, no ¢ak i putem te marginalne prezentacije jos je uvijek predstavljen kao
moguce rjesenje problema neodrzive proizvodnje odjec¢e. Odnos filma prema fenomenu
mode opcenito je neutralan. Jedna od sugovornica u filmu je Tansy Hoskins, autorica knji-
ge Zasiveno do bola (2015) koja modu smatra ,istovremeno veli¢anstvenom i straSnom”
te je zato napisala knjigu ,u nadi da ¢e jednog dana biti oslobodena od trzista te da ce je
svi modi iskusiti i kroz nju se kreativno izraziti” (6), a takav odnos prema fenomenu mode
moze se iscitati i iz filma. Dokumentarac se intenzivno koristi negativnim emocionalnim
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apelima koji su uobicajeni za propagandu: apel straha i zabrinutosti ljudi za zdravlje i bu-
ducnost. Narator je Andrew Morgan, redatelj filma. Pri¢ca obuhvaca sve segmente lanca
opskrbe odje¢om, od uzgoja pamuka, bojenja, Sivanja do marketinga i maloprodaje. Na-
rativ filma moze se podijeliti u tri glavna dijela koji odgovaraju trima stupovima odrzivog
razvoja: ekonomskom (kontinuirano snizavanje cijena odjece high street brendova na $te-
tu tekstilnih radnika, enormno bogacenje zapadnih vlasnika tih kompanija), socijalnom
(neljudski uvjeti rada i ropska eksploatacija radnika koji Sivaju te odjevne predmete u biv-
sim zemljama tzv. Treceg svijeta), okoliSnom (zastrasujuce razaranje okolisa kao posljedica
proizvodnje takve odjece). Film je sniman na mnogim lokacijama u Velikoj Britaniji, SAD-u,
Jamajci, Kambodyzi, Indiji, Bangladesu, Kini, Danskoj, Japanu, Haitiju, Ugandi s iznimno ve-
likim brojem sudionika, uklju¢ujuci poznate osobe poput Stelle McCartney. Film se koristi
sljede¢im propagandnim tehnikama: emocionalni sendvi¢, prijenos emocija, tehnika po-
vezanih stavova, upotreba stereotipa, upotreba autoriteta, popularnost pojedinih osoba
i manipulacija konformizmom.

The Next Black film je iz 2014. godine, nastao u zajednickoj svedskoj i americkoj pro-
dukciji, traje 47 minuta, a rezirao ga je David Dworsky. Odrziva moda uokvirena je kao
moda buduc¢nosti koja je vitalno povezana s tradicijom i proslosti. U komunikaciji s Rickom
Ridgewayom iz odrzivog modnog brenda Patagonia moze se iscitati negativan odnos
prema konceptu brze mode, ali kritika brze mode nije dominantan narativ u filmu. Odnos
filma prema fenomenu mode opcenito je pozitivan. Dokumentarni film isti¢e tehnolos-
ke aspekte odrzive mode, spoj okolisa i tehnoloskih dostignuca. Aspekti ljudskih prava u
modnoj industriji nisu dio okvira tog dokumentarnog filma. Film se ne koristi uobicajenim
propagandnim apelima na strah, humor, zabavuili ljubav/seks, ve¢ apelira na ljudsku zna-
tizelju i osjecaj odgovornosti. Film ima pripovjedacicu (Hanna Wiederud) koja gledate-
lje vodi kroz Sest poglavlja dokumentarca. Poglavlja su posvecena spajanju tehnologije i
mode, kao i modi kao okoliSno odrzivoj praksi, a ispri¢ana su kroz price o sljede¢im mod-
nim markama: Studio XO (Nancy Tilbury), Adidas (Mathew Hymers), BioCouture (Suzanne
Lee), Patagonia (Rick Ridgeway), Yeh Group (Sophie Mather), iFixit (Kyle Wiens i Brittany
McCrigler). Film upotrebljava sljedece propagandne tehnike: emocionalni sendvi¢ - emo-
cionalna evokacija na povijest mode (Coco Chanel), prac¢ena je racionalnom porukom te
zavrsava emocionalnim krajem; prijenos emocija postize se ponavljanjem poruka; primje-
na autoriteta — stru¢njaka u dodirnim podrucjima mode i tehnologije.

Slow Down Fast Fashion dokumentarni je film iz 2016. godine i nastao je u zajednickoj
produkciji Velike Britanije, Francuske i SAD-a. Trajanje filma je 65 min. Redatelj filma je Ben
Akers. Film gradi svoj narativ na suprotstavljanju i usporedbi koncepata brze i odrzive/
eticne mode. Taj film, za razliku od filma True Cost, nije usredotocen na brzu modu, vec
na konkretna rjeSenja kojima se moze postici odrziva promjena modne industrije. Odnos
prema brzoj modi je negativan, odnos prema odrzivoj modi izuzetno pozitivan. Film ima
pozitivan odnos prema fenomenu mode op¢cenito, sto je vidljivo iz uvazavanja modne
industrije kao vazne gospodarske djelatnosti koja spaja kreativnost i inovativnost sa za-
radom. Dokumentarni film podjednako se koristi negativnim i pozitivnim emocionalnim
apelima na strah, ljudski osjecaj odgovornosti, suosjecanje, brigu o zdravlju i buducnosti.
Narator i glavni protagonist filma je poznati glazbenik Alex James (basist benda Blur). Ja-
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mes putuje u razli¢ite zemlje i razgovara s mnogim dizajnerima, aktivistima, stru¢njacima,
autorima, novinarima, direktorima i predstavnicima high street brendova i predstavlja cijeli
niz inovativnih rjesenja za ovu “ekolosku i moralnu katastrofu”, primjerice koristenje vune
kao najboljeg odrzivog tekstila, informacije o izgradnju odnosa s odje¢om koju nosimo,
produzavanje zZivotnog vijeka odjece / ponovna upotreba odjece, recikliranje tekstila itd.
Film se sluzi sljede¢im propagandnim tehnikama: emocionalni sendvi¢, prijenos emocija,
tehnika povezanih stavova, upotreba stereotipa, upotreba autoriteta, popularnost poje-
dinih osoba (Alex James) i manipulacija konformizmom.

Unravel je snimljen 2012. godine u zajednickoj britanskoj i indijskoj produkciji. Radi
se o prilicno kratkom filmu koji traje 14 min. Redateljica je Meghna Gupta. Film uspore-
duje koncept brze i odrzive mode. Kontrastna linija izgradena je izmedu bogatog zapada
(brza moda) i siromasnijeg juga (recikliranje odbacene zapadne odjece). Uokvirivanje se
provodi metodom suprotstavljanja neodgovornog i nevidljivog bogatstva i siromastva s
ljudskim licem. Odnos prema brzoj modi je neutralan, odnos prema odrzivoj modi poziti-
van. Odnos prema fenomenu mode opcenito nije jasno izrazen. Dokumentarac se koristi
pozitivnim emocionalnim apelima: suosjecanjem i radovanjem jednostavnim stvarima.
Naracija je jednostavna. Prica prati Reshmu, naratoricu, radnicu u tvornici za recikliranje
tekstila u Panipatu, malom gradu na sjeveru Indije, te na zapadu odbacenu, velikim dije-
lom potpuno novu i nenosenu odjece na putu od lu¢kog grada Kutch u zapadnoj Indiji do
tvornice u Panipatu koja reciklira odbacenu odjecu u predu i pokrivace. Reshma i druge
tekstilne radnice, unato¢ vrlo slaboj izloZzenosti zapadnoj kulturi, na temelju odbacene
odjece koja im prolazi kroz ruke grade sliku Zapada. Film se koristi sljede¢im propagan-
dnim tehnikama: tehnikom povezanih stavova koja je vidljiva iz koristenja djece te upotre-
bom stereotipa koja je vidljiva naglasavanjem kontrasta siromasnih i bogatih zemalja. Taj
dokumentarac ne sluzi se tehnikama naglasavanja ugrozenosti i nesigurnosti.

River Blue snimljen je 2017. godine u Kanadi. Film traje 95 min, a rezirao ga je David
Mcllvride. Dokumentarni film suprotstavlja koncept brze/jeftine mode, prezentirane kao
neodrzive i neodgovorne mode, konceptu odrzive mode koja je prezentirana kao potenci-
jalni spasitelj planeta. | u tom filmu odnos prema fenomenu mode opcenito nije nedvosmi-
sleno izrazen. Kontrastna linija izgradena je izmedu bogatog zapada (inicijator brze mode,
ali i potencijalni kreator ekoloski prihvatljivih rjesenja) i siromasnijeg juga (proizvodag, alii
Zrtva brze mode). Dokumentarni film intenzivno se koristi negativnim emocionalnim ape-
lima uobicajenim za propagandu: strah, zabrinutost za zdravlje i buducnost, kao i ljudski
osjecaj odgovornosti. Nevidljivi pripovjedac je poznati kanadski glumac Jason Priestley
¢iji glas cujemo u offu. Narativ filma povezan je s putovanjem vidljivog pripovjedaca, Mar-
ka Angela, poznatog aktivista za zastitu rijeka. Prica o modi ispricana je iz perspektive
oneciscéenja rijeka otpadnim vodama iz tekstilne industrije i kozarske industrije u Kini (Xin-
tang), Bangladesu (Daka), Indiji (rijeka Ganges, grad Kanpur), Zimbabveu (rijeka Zambezi)
i Indoneziji (Dzakarta, rijeka Citarum); obustave proizvodnje trapera u SAD-u (El Paso, Rio
Grande); i pozitivnih, odrzivih rjesenja za proizvodnju trapera u Italiji i Spanjolskoj. Pri¢a
uspostavlja paralele izmedu boje rijeke i boje trapera i neodrzivosti proizvodnih praksi
moderne odjece od trapera (na primjer, stonewash). Film se koristi ovim propagandnim
tehnikama: emocionalni sendvi¢, prijenos emocija, tehnika povezanih stavova, upotreba
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stereotipa (zapad prema istoku i jugu), upotrebu autoriteta (aktivisti, dizajneri, znanstve-
nici), popularnost pojedinih osoba (Jason Priestley) i manipulacija konformizmom.

Posljednji film je Do we change it? Ethical fashion documentary koji je snimljen 2015.
u Spanjolskoj. Film traje 53 minute, a reZirao ga je Carlos Isabel La Moneda. Eticha moda
predstavljena je kao rjeSenje problema iz vizure ekoloskih, socijalnih i ljudskih dvojbi koje
proizlaze iz trenutne masovne proizvodnje brze/jeftine mode. Odnos prema brzoj modi
je negativan, odnos prema eti¢noj, odrzivoj modi je izrazito pozitivan. Odnos prema fe-
nomenu mode opcenito je umjereno pozitivan. Dokumentarni film podjednako se ko-
risti negativnim i pozitivnim emocionalnim apelima na odgovornost, suosjec¢anje, brigu
o zdravlju i buduénosti. Film prikazuje koncept eti¢ne mode putem studija slu¢aja po-
kretanja eti¢ne modne marke, ili drustvenog poduzec¢a “SOCIAL - Abetterworld” nevla-
dine organizacije Fundacion Emotiva (Rebeca Pastor i Diego Isabel). Pri¢a o eti¢noj modi
pripovijeda se i putem drugih pozitivnih slucajeva eti¢nih modnih marki ili nevladinih
organizacija koje promicu koncept eticne mode, poput Mantis World (Prama Bhardway),
Sunflag (Emmanuel Mgoma), Textile Exchange (Ashley Gill), Toledo Down (Jesus Garcia),
Pweye (Carmen Plaza i Phil Wheeler), Nomada Market (Sol Goldentear) i Ananda Pascual.
Film nema pripovjedaca, prica je ispri¢ana kroz svjedocanstva ljudi koji promicu koncept
eti¢ne mode. Film se koristi ovim propagandnim tehnikama: emocionalni sendvic, prije-
nos emocija, tehnika povezanih stavova, upotreba stereotipa (zapad prema istoku i jugu),
upotreba autoriteta (aktivisti i dizajneri) i manipulacija konformizmom.

Analiza dokumentarnih filmova pokazala je da se filmovi koji kritiziraju koncept brze
mode i promoviraju koncept odrzive ili eticne mode intenzivno koriste propagandnim
tehnikama kako bi uvijerili publike u promjenu ponasanja i poduzimanje akcije. Kad je u
pitanju uporaba propagandnih tehnika, gotovo svi filmovi koriste se tehnikom emocio-
nalnog sendvi¢a u strukturiranju narativne pozadine price. Cesto se koriste i tehnike prije-
nosa emocija ucestalim ponavljanjem neutralnih sadrzaja s onim pozitivnim uslijed ¢ega
se nastoji postidi prijenos pozitivnih emocija prema neutralnom sadrzaju, tehnike pove-
zanih stavova, upotreba stereotipa, upotreba autoriteta te popularnosti pojedinih osoba.
Narativne tehnike svih filmova prilicno su slicne bez obzira na to ima li film pripovjedacaiili
ne i svode se na svjedocanstva ljudi koji su na neki nacin povezani s fenomenom odrzive
ili brze mode. Argumentacija je dominantno usmjerena na uvjeravanje publike u nuznost
promjene njihova nacdina ponasanja i navika povezanih s kompulzivnom kupnjom jefti-
ne odjece. Prema tome, filmovi se uglavnom usredotocuju na emocionalne apele brige
o zdravlju i buduénosti. Filmovi su daleko manje usredotoceni na motiviranje publika
prema pokretanju akcija koje zahtijevaju promjene u proizvodnim praksama neodrzivih
brzih modnih marki. Osim poziva na osobnu potrosacku odgovornost koja se, pokazala
su to dosadasnja istrazivanja ucinkovitosti okolisnih dokumentarnih filmova, nisu doka-
zala kao ucinkovita, Stovise, prema pojedinim istrazivacima cak su i kontraproduktivna,
u analiziranim filmovima nisu primijeceni drugi pokusaji integriranja publika. Kod vecine
analiziranih filmova na odjavnim Spicama izostaju cak i pozivi na financijsku podrsku ili
ukljucivanje u komunikacijske aktivnosti na drustvenim mrezama i medijima, pisanje ape-
la politi¢arima ili ukljucivanje u aktivnosti civilnog drustva kao metoda pritiska. Nezainte-
resiranost prema aktivnijem uklju¢ivanju publika u aktivnosti koje su tema filmova moze
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upucivati na manju persuazivnu ucinkovitost analiziranih filmova. No za takve tvrdnje po-
trebno je provesti istrazivanja publika.

Kada je rije¢ o uokvirivanju koncepta brze mode, taj je koncept dominantno predstav-
lien kao problem, dakle negativno je kontekstualiziran. Suprotno tome koncept odrzive
mode predstavljen je kao rjeSenje problema te je izuzetno pozitivno kontekstualiziran.
Kada je rije¢ o odnosu analiziranih filmova prema fenomenu mode op¢enito, taj odnos va-
rira od neutralnog prema pozitivnom. To iznenaduje jer sam fenomen mode podrazumi-
jeva kontinuiranu promjenu trendova koji uzro¢no-posljedi¢no dovode do neodrzivosti
mode kao fenomena te je ocekivano da se okolisni dokumentarni filmovi jasno negativno
odrede prema fenomenu mode opcenito.

Iznenaduje i to $to se autori filmovi u jos vecoj mjeri ne koriste apelom straha koji je
jedan od najsnaznijih propagandnih apela, posebice u vizualnim medijima koji naraciju
grade na binarnim oprekama, problem - rjesenje, unistenje — stvaranje, ruzno - lijepo,
opasno — blagotvorno. Od svih analiziranih filmova jedino se Unravel, najkraci analizira-
ni film i jedini koji je rezirala redateljica, dominantno oslanja na pozitivne emocionalne
apele ljubavi, suosjecanja te gradi osobnu, ljudsku pri¢u na pozadini osobnog iskustva
naratorice filma. To cijelom filmu daje i iznimno humanu, pozitivhu dimenziju. Taj se film
od drugih analiziranih filmova razlikuje i po kratkodi trajanja. S obzirom na ¢injenicu da su
sva dosadasnja istrazivanja ucinkovitosti poruka pokazala da su daleko ucinkovitije kratke
poruke (Tomi¢, 2008, str. 166), procjena je autorice i da bi krac¢e forme okolisnih doku-
mentarnih filmova bile uspjesnije u postizanju propagandnih ciljeva, bas kao sto je i urav-
notezena kombinacija pozitivnih i negativnih apela djelotvornija od iskljucive upotrebe
pozitivnih ili negativnih apela.

ZAKLJUCAK

Ovo je istrazivanje pokazalo da se analizirani dokumentarni filmovi koji kritiziraju ne-
odrzive i promic¢u odrzive prakse u modnoj industriji intenzivno koriste propagandnim
tehnikama te se dominantno oslanjaju na negativne apele. Funkcija svih analiziranih fil-
mova je pragmati¢na jer se usredotocuju na konkretan problem - neodrzivost danasnje
industrije brze/jeftine mode koja se manifestira kao onecis¢enje okolisa i prirode (vode,
tla, zraka), nepostivanje socijalnih i ljudskih prava radnika u tekstilnoj industriji te lokalnih
zajednica u blizini tzv. ,sweatshop-ova”“, kao i nepravedna distribucija ekonomskih kori-
sti od te moc¢ne industrije. Nije vidljiva konstitutivna ambicija okolisne komunikacije kao
alata koji pomaze publici u izgradnji reprezentacije izazova vezanih uz odrzivost, prirodu
i okoli$ kao predmeta spoznaje, odnosno nuznosti dubinskih promjena struktura drustva
u kojem zivimo. To je vidljivo iz same ¢injenice da vecina analiziranih filmova ne kritizira
fenomen mode kao takve, kapitalisticki sustav koji poti¢e konzumerizam te hegemoniju
koja pociva na ,ozakonjenim” strukturnim nepravdama. Izuzetak je film True Cost koji je i
jedini film financiran kao crowd funding projekt upravo kako bi bio neovisan o mogucim
utjecajima financijera filma. True Cost je i jedini film koji potpuno otvoreno kritizira kapita-
lizam. Ostali filmovi traze kozmeticke promjene modne industrije, a ne korjenite promje-
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ne sustava koji je doveo do pojave tog neodrzivog fenomena. Osim toga, kod svih propa-
gandnih sadrzaja potrebno je imati na umu krajnje ciljeve koje propagandisti zele postici.
S obzirom na cinjenicu da je The Next Black sponzorirala korporacija AEG, propagandne
ciljeve tog filma koji promice odrzivu modu kao tehnoloski superiornu modu buducnosti
treba traziti u promociji specifi¢cnog proizvoda tvrtke — nove generacije ekoloskih perilica
rublja. Kada je u pitanju Slow Down Fast Fashion, primjetno je da se vuna i odjevni proizvo-
di od vune intenzivno promoviraju, da je narator filma proizvodac sira koji je povezan s
uzgojem ovaca, da se ovce u filmu pojavljuju nekoliko puta. Ujedinjeno Kraljevstvo tako-
der ima dugu tradiciju i jaku industrijsku proizvodnju vunenih tekstila. Nemoguce je ne
primijetiti da Unravel na prili¢cno uljepsan nacin prikazuje proizvodne prakse u tvornici
koja reciklira zapadnjacku odjecu, tako da je moguce da taj film zagovara interese tvor-
nice recikliranog tekstila. Sli¢ni se elementi mogu nadi i u drugim analiziranim filmovima,
npr. River Blue promovira proizvodaca odrzivog trapera, a Do we change it? Ethical fashion
documentary promovira nekolicinu $panjolskih eti¢nih modnih marki. Dodatne sumnje u
takav tip namjera potice i ¢injenica da vecina analiziranih filmova nema transparentno na-
vedene financijere filma, sto dovodi u pitanje eti¢nost tih proizvoda ekokinematografije.

Kada je rije¢ o ucinkovitosti utjecaja proucenih filmova na publike, na temelju broja
pregleda na YouTube kanalu samih filmova ili propagandnih najava filmova nije moguce
donijeti zakljucke. Kako bi se donijeli zaklju¢ci o njihovoj ucinkovitosti, trebalo bi prove-
sti istrazivanje prikladnim metodama istraZivanja publika, odnosno medijskih ucinaka na
publike. Sudedi prema rezultatima dosadasnjih istrazivanja, preliminarna hipoteza bila bi
da su ti filmovi ucinkoviti u smislu informiranja i uvjeravanja, no nisu ucinkoviti u smislu
pokretanja na akciju, odnosno promjene individualnih ponasanja. Stoga je preporuka au-
torima takvih filmova da osim primjene propagandnih tehnika te uravnotezenog omjera
negativnih i pozitivnih apela, pokusaju $to je moguce vise integrirati publike u svoje sa-
drZaje, posebice uz pomo¢ digitalnih komunikacijskih kanala. Neke od mogucih taktika
za integriranje publika su organiziranje e-rasprava s ciljanim javnostima, dvosmjerno ko-
municiranje s ciljanim javnostima putem drustvenih mreza i/ili mreznih stranica, organi-
ziranje razlic¢itih digitalnih ili kontaktnih dogadanja (promocija filmova) otvorenih za sve
zainteresirane, upotreba razli¢itih platformi za interaktivnu komunikaciju s gradanima
(zabavne igre, kvizovi, nagradne igre, posebice interaktivne nagradne igre). Osim toga,
preporuka je i da duljina filmova bude izmedu pola sata i maksimalno sat vremena te da se
naracija oslanja na manji broj toplih, osobnih pri¢a koje imaju jasan okvir u master mitovi-
ma, te da se izbjegava naracija koja se temelji na svjedocanstvima velikog broja sudionika.

Zaklju¢no, dokumentarni filmovi mocan su alat za promicanje odrzivih praksi u
modnoj industriji koji se, unato¢ proklamiranoj etici okolisSne komunikacije, koriste pro-
pagandnim instrumentima koje mnogi teoreticari smatraju neeti¢nim komunikacijskim
praksama. Ali ako se propagandne tehnike smatraju komunikacijskim alatima koji nemaju
pozitivnu ili negativnu, ve¢ samo pragmati¢nu vrijednost, postoje brojne mogucnosti za
poboljsanje primjene propagandnih tehnika u modnim okolisnim dokumentarnim filmo-
vima, kako bi se poboljsala uc¢inkovitost njihova utjecaja na publike.
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DOCUMENTARIES AS INSTRUMENTS
OF SUSTAINABLE FASHION PROMOTION

Mirela Holy

ABSTRACT Sustainable fashion is socially and environmentally responsible fashion, economically
successful and ethical in relation to nature, other living beings and people. The results of the research of
Croatian designers’ attitudes regarding the concept of sustainable fashion have shown that most of the
respondents get acquainted with this concept through documentaries (Holy & Borcic, 2018), which is not
surprising because there are many attractive documentaries on the topic of fast fashion unsustainability
and promotion of sustainable concepts in the fashion industry. The paper explores how six documentary
films frame the concept of sustainable fashion and the concept of fast/cheap fashion, which emotional
appeals are used in films, how narrative is constructed and how fashion in general is presented. Content
analysis was conducted on the following documentaries: True Cost, The Next Black, Slow Down Fast
Fashion, Unravel, River Blue and Do we change it? Ethical fashion documentary. Research has shown
that documentaries about the fashion industry use manipulative persuasion techniques but insufficiently

integrate audiences, which can affect their effectiveness.

KEYWORDS
SUSTAINABLE FASHION, FAST FASHION, DOCUMENTARIES, PROPAGANDA TECHNIQUES

Author’s note
Mirela Holy :: VERN' University :: mirela.holy@vern.hr

MEDIJSKE STUDIJE MEDIA STUDIES 2021 + 12 « (24) « 89-107

-
o
N






PRIKAZI KNJIGA

BOOK REVIEWS



+(24) - 110-121

MEDIJSKE STUDIJE MEDIA STUDIES 2021 + 12

-
pury
o

PRIKAZI I ANOTACLJE
BOOK REVIEWS

Kelly McErlean

INTERACTIVE NARRATIVES AND TRANSMEDIA STORYTELLING
Routledge, 2018, 202 pp

ISBN 978-1-138-63882-2

ISBN 978-1-315-63753-0 (electronic)

Interactive Narratives and Transmedia Storytelling is a theoretical and practical journey into
the world of interactive content creation, from a significantly nuanced, yet rich perspective
of the author. Kelly McErlean moves somewhat intuitively across different traditional and
contemporary storytelling concepts and ideas, so much that at times this book itself
resembles a semi-interactive story world. In each chapter, the author includes different
theories, research studies, interview data and practical examples in various creative fields,
such as film, literature, theatre, art, photography, comics and other. McErlean’s look at
the carefully chosen works or thoughts by different authors, filmmakers or theorists that
he appreciates, offers the reader a palette of perspectives on interactive narratives and
innovative modes of delivery. Here, the author also includes examples of interactive films
that he had made, such as The Little Extras.

The book consists of nine chapters. While the Introduction briefly sets up what the
book aims to explore, Chapter 2 examines traditional storytelling experiences that
have successfully broken established narrative conventions, serving as an inspiration to
immersive story creators. McErlean mentions photographers like Daniel Meadows and
Duane Michals, filmmakers like Walter Murch, painters like William Hogarth, writers such
as Jorge Luis Borges, and inevitable Aristotle and his work Poetics, as innovators who
contributed to the most significant breakthroughs in the world of storytelling.

Moreover, in Chapter 3, the author looks at the role of the audience and the relationship
between the author and the viewer who has a unique, multifaceted experience in
interactive narratives. McErlean provides thoughts of different authors on choices of
words, colours and geometrical patterns and the ways in which they evoke different
emotions. The author also discusses the authorial control that is handed over to the viewer
in interactive storytelling but points out that the distinction between them still exists.

In Chapters 4 and 5, McErlean almost poetically looks at the power of sound design and
music vocabulary, and the importance of visual montage in storytelling. While music
creates a narrative reality, it is the story element that constantly moves forward, even in
interactive films. In this way, it smooths out the narrative disruptions and encourages the
viewer to continue exploring the non-linear story. The audience also navigates the story
visually and is offered multiple narrative viewpoints. In this flexible narrative structure,
the elements are visually organised with the use of spatial montage, with differentimages
appearing on screen at the same time.

Chapter 6 takes a slightly different turn and focusses on the process of classification of
interactive narrative elements. The chapter introduces narratology terminology and looks
at various methods of codifying texts that are always story-dependent. Creating a database
of these elements is, according to the author, necessary in interactive narratives, as the
story algorithm arranges these codified story elements to create a unique experience for
the viewer. Here, the interface is like the narrator, and it becomes an integral story structure.
Examples of contemporary and historical interactive narrative works, and the different
levels of immersion are the focus of Chapter 7. As the narrative becomes more complex,
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the viewer has more control over it. McErlean gives an overview of Marie-Laure Ryan'’s
various interactive structures that evoke different audience responses and recounts her
examples of creative non-linear works. The chapter also touches upon Virtual Reality (VR)
and Augmented Reality (AR) and their impact on users.

Furthermore, even though the title of the book suggests that it focusses on transmedia
storytelling as well; different examples of transmedia creation, business campaigns
and other content are only presented in Chapter 8. This chapter is significantly shorter
than others that precede it and could be considered as a useful supplement providing
interesting examples of transmedia projects, such as BBC Three’s #FindTheGirl campaign.
McErlean also mentions Instagram stories and other innovative story formats, and story-
development tools for the creation of interactive narratives, but the content of the chapter
does not quite live up to the expectations set up by the title of the book.

Finally, the author’s conclusion in the final chapter is personal. McErlean sees the
interactive story worlds as theatres, even though he is at the same time uncertain and
hopeful about their future.

Even though the author draws very concrete lessons from traditional and existent
interactive storytelling theories and narratives, the discussions and the examples are so
specific and niche that at times it is not easy for the reader to remember what the focus of
each chapter is. Another reason for this is that the concept of interactivity and interactive
narratives — which is the focus of this book — seems to be inconsistently — or rather
intuitively - referred to in all chapters, almost like an occasional, albeit pleasant surprise for
the reader. This, however, means that each chapter has a rather loose structure. Theories
and works presented by the author in the subchapters often resemble snippets of useful
standalone texts gathered under the same umbrella. More than often, the author does
not directly discuss how a specific example can be applied in the context of interactive
narrative creation but rather leaves space to the readers to draw their own conclusions.
Therefore, while this book cannot be considered a textbook on interactive storytelling, it
is a significant resource with valuable experiences of the author and meticulously chosen
examples for anyone who is already engaged in the immersive worlds of storytelling
and is perhaps in the pursuit of a new take on this craft, inspired both by theory and
practice. Additionally, it is a valuable resource to anyone who wants to develop a deeper
understanding of the complexities and challenges in the production of interactive
narratives.

Petra Kovacevic

Turo Uskali, Astrid Gynnild, Sarah Jones, Esa Sirkkunen

IMMERSIVE JOURNALISM AS STORYTELLING. ETHICS, PRODUCTION AND DESIGN.
Routledge 2021, 212 pp

ISBN: 978- 0- 367- 71329- 4 (hbk)

ISBN: 978- 0- 367- 71330- 0 (pbk)

ISBN: 978- 0- 429- 43774- 8 (ebk)

In Chapter 1, “Introduction: what is immersive journalism”, Astrid Gynnild, Turo Uskali, Sarah
Jones, and Esa Sirkkunen talk about emotions, the value of media content, trying to find a
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balance between the journalistic profession that is at the intersection of the virtual and real
worlds. Immersive journalism has been in the focus of researchers since 2016, and this book
brings together authors and scholars from five countries dealing with this topic (Finland,
Norway, the United Kingdom, the United States, Spain). The content of the book is divided
into four key sections: 1) Storytelling, 2) Ethics, 3) Production and design and 4) Education.
In Chapter 2, titled “Exploring the immersive journalism landscape”, Esa Sirkkunen, Jorge
Vazquez-Herrero, Turo Uskali, and Heli Vdatdja analyze the impact of implementing new
technology solutions on the strength of a media brand by examining the connection
between conventional journalism and 360-degree production. The chapter provides
a comparative analysis of the storytelling of NYTimes and Euronews, identifying four
genres: 360-degree live, 360-degree news, 360-degree fiction (cf. 2021, p. 14). Although
virtual reality (VR) can slow down the production of content due to the need for additional
education of journalists, at the same time it can accelerate its dissemination on social
media. The key question is how to make content more accessible to the audience.
Furthermore, there is also a question of revenue sharing with platforms just as the user
data (cf. 2021, p. 20).

In Chapter 3, titled “Case Euronews: a low-cost approach to immersive storytelling”,
Joakim Vindenes and Astrid Gynnild problematize the role of the 360-degree camera in
news production on the Euronews channel based on qualitative interviews with media
leaders and comparison of 95 videos (cf. 2021, p. 26).

Chapter 4, “Global perspectives of immersive journalism”, signed by Sarah Jones, analyzes
the development of VR in a global context, where a digital divide is present, which has
forced publishers to change business models. Since 2015, many media organisations’ focus
has been on storytelling, while the biggest challenge for its implementation has been the
lack of equipment, as well as sharing of resources within cross-border cooperation (cf.
2021, p. 40).

Chapter 5, “The impact of emotions in immersive journalism”, signed by Turo Uskali and
Pasi lkonen emphasizes 1) emotional in journalistic storytelling, 2) results of storytelling
where VR was used, 3) ethical issues in the media (cf. 2021, p. 49). The expansion of mobile
devices and the development of emoticons have strengthened the role of emotions in the
media, and the rise of platforms in the so-called platform society (cf. 2021, p. 51), especially
in the context of combating misinformation and fake news. The authors emphasize the
importance of ethics on social networks, and warn of the negative side of VR (manipulation,
inability to recognize truth and lies) (cf. 2021, 54).

Chapter 6, “Project Syria: accuracy in immersive journalism”, signed by Siri Flatlandsmo
and Astrid Gynnild presents the Syria project, provides a case study of migrant reporting,
created by relying on computer-generated content. How VR affects accuracy in reporting
and how to maintain independence and transparency are questions that the chapter
answers (cf. 2021, p. 61).

New technology can also be manipulative, which is opposed to fundamental journalistic
values such as truth, objectivity and impartiality. Therefore, Chapter 7, “Promises and
perils inimmersive journalism”, written by Deborah G. Johnson, questions the possibilities
and dangers of its use and the ethical implications of development (cf. 2021, p. 72).
Chapter 8, “It's not just about empathy: going beyond the empathy machine in immersive
journalism” by Sarah Jones, uses the New York Times mobile app launched in 2015 to
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describe how to attract audiences and numerous subscribers with quality content. The
use of VR can lead to empathic reactions and deepen the audience’s perspective, but also
warns us of the limited ability to understand the experiences of others.

In Chapter 9, “Place-based journalism, aesthetics, and branding”, David O. Dowling
analyzes the use of new technologies in the production of interactive documentaries.
Technological innovations allow documentaries to be viewed through the prism of
cinematographic but also journalistic work (cf. 2021, p. 109), where ensuring objectivity
becomes a major challenge.

llona llvonen, Joel Vanhalakka, and Nina Helander explain that involving the audience and
measuring its engagement implies adapting existing or building new business models
in Chapter 10, titled “Case study: creating a business value in immersive journalism”.
Organisational transformation affects business plans and production, so immersive
journalism must try to find a balance between cost and quality of content (cf. 2021, p. 112).
Chapter 11, “The hierarchy of needs for user experiences in virtual reality”, written by
Chelsea Kelling, Heli Vaataja, Otto Kauhanen, Jussi Karhu, Markku Turunen, Vesa Lindqvist,
and Pasi lkonen, focuses on the user experience in storytelling within cultural media
content. Relying on a modified model of human needs (which includes physical comfort,
usability, audiovisual quality, storytelling, and satisfaction, cf. 2021, p. 133), the authors
show how storytelling can contribute to users’ emotional connection to content.

In Chapter 12, “Immersive gaming as journalism”, Jonne Arjoranta, Raine Koskimaa,
and Marko Siitonen provide a theoretical framework for understanding the immersion
process and its problems. They extend the immersion concept to the field of gaming by
comparing story development strategies, but also user reactions to it. The application of
the gameful approach in immersive journalism raises several questions, such as whether
it will ensure greater interaction and stronger gamification, and what consequences it will
have on traditional journalistic forms? (cf. 2021, p. 142).

Chapter 13, “Augmented reality as news”, written by Pasi lkonen and Turo Uskali, examines
the possibilities of using augmented reality (AR) in journalism, highlighting ethical issues
(privacy, recording, ownership of information, marketing activities, criminal activities) (cf.
Royakkers et al. 2018, Wassom, 2014 to 2021, p. 151). It was found that there is a difference
in the application of AR between media organizations in terms of their size, but also in
terms of the type of news (hard vs. soft). The production of AR content requires thoroughly
planning and adequate human and financial resources (cf. 2021, p. 153).

“What is the position of immersive journalism in education of journalists and how to
teach it?” are the questions posed by Turo Uskali and Pasi Ikonen in Chapter 14, “Teaching
immersive journalism” (cf. 2021, p. 163). The inconsistency of educational practices
and labor market needs, as well as the lack of traditional journalistic knowledge of
new generations are the main problems (cf. 2021, p. 163). The results of research with
teachers who teach immersive journalism in collaboration with the world’s leading media
organisations show the need for a multidisciplinary approach in studying this topic, then
the use of technology in storytelling and the issue of ethics in content production (cf.
2021, pp. 171-172).

Chapter 15, “Immersive journalism as witnessing”, written by Lars Nyre and Joakim
Vindenes, analyzes the role of VR in conveying stories and emotions. The chapter discusses
a pedagogical experiment conducted in 2018 with students through the application of
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technologies in practical work by creating four stories using VR. The testimonies of the
participants were a fundamental narrative, which sought to educate students how to
ethically report about dramatic human stories (cf. 2021, pp. 185-186).

Turo Uskali, Astrid Gynnild, Esa Sirkkunen, and Sarah Jones point out that the future of
immersive journalism remains uncertain despite a decade of research in the last Chapter
16, “Forecasting future trajectories for immersive journalism”. On the one hand, there is
suspicion of consumers, and on the other hand, there is concern of journalists to maintain
professional standards. The authors list six trajectories for future research which include:
1) research of audience preferences as a prerequisite for further development, 2) emphasis
on authenticity and transparency as fundamental values, 3) ethical aspects of the
application of new technologies in everyday practice as the most important tool, but also
strengthening users’ awareness of emotional data, 4) global cooperation for immersive
journalism, 5) change of storytelling due to the implementation of 5G technology and 6)
development of immersive journalism potential (cf. 2021, pp. 190-195).

The book Immersive Journalism as Storytelling. Ethics, Production and Design is a valuable
work that explores the role of technology in the production of media content. Although
the technology serves to improve its quality, the book also discusses the ethical issues of
using AR and VR aimed at improving the user experience. Numerous research projects
conducted in cooperation with educational institutions and the world’s leading media
show the possibilities of application in everyday work. The book is intended for the
academic community, teachers and students, media practitioners and anyone interested
in the challenges of new technology.

Tanja Grmusa

Vit Hlousek and Petr Kaniok (eds)

THE EUROPEAN PARLIAMENT: ELECTION OF 2019 IN EAST-CENTRAL EUROPE:
SECOND-ORDER EUROSCEPTICISM

Palgrave Macmillan, 2020, 297 pp.

ISBN 978-3-030-40857-2

ISBN 978-3-030-40858-9 (eBook)

Ahead of the May 2019 European Parliament election, scholars, journalists, and pundits
alike, expected a surge in the number of votes (and subsequently Members of the
European Parliament (MEPs)) for Eurosceptic parties, particularly those that represent
the so-called hard Eurosceptic position which seeks to either transform the current
political and economic Union into a pre-Maastricht common market association of (fully)
sovereign states, or wish to take their respective countries out of EU membership. The
election indeed saw an increase in the number of Eurosceptic MEPs, yet while the hard
Eurosceptic Identity and Democracy (ID) parliamentary group gained 22 seats (25 after
the Brexit-induced reapportionment), the soft Eurosceptic European Conservatives and
Reformists group (ECR) actually lost 15 seats. On the contrary, both liberal (Renew Europe
group) and environmentalist (Greens-European Free Alliance group) parties significantly
increased their seat shares. However, the electoral outcomes greatly varied across the
Union, pointing to an East-West divide.
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In their opening chapter, the editors of this volume, professors of European Studies from
the Masaryk University in Brno, highlight several aspects which make Central and Eastern
European (CEE) member states (11 post-communist countries) stand out. Hlousek and
Kaniok point to democratic backsliding and specific perceptions of Europe, the European
Union, and the Eurozone in Central and Eastern Europe which warrant a separate
analytical approach to Euroscepticism in these eleven member states (p. 2). The editors
further explicate that the CEE party systems show different reactions to key contentious
issues in the contemporary EU, namely the Eurocrisis and its aftermath, and the migration
crisis, than other parts of the Union. While South European member states saw a left-wing
response to these issues, CEE member states experienced a right-wing reaction (p. 3).
The research framework of this edited volume revolves around the analysis of the success
of CEE Eurosceptic parties at the 2019 European Parliament election and operates with
notions of hard Euroscepticism which the editors interpret as “principled opposition”,
and soft Euroscepticism understood as a “strategic choice” (p. 6). Together with the
framework of second-order elections (European Parliament elections are accepted
by scholars as a prime example of such elections), this edited volume explores several
research assumptions (pp. 7-8). First, it expects to see soft Euroscepticism as a campaign
strategy employed by opposition parties wishing to challenge incumbent government
parties and use the European election as a national midterm election. Second, it expects
all electoral contenders to use soft Eurosceptic campaigning to a certain degree in those
countries where the long-term general public mood tilts towards Euroscepticism, with the
Czech case being the best representative of such a situation. Third, the group of authors
proposed an assumption that hard Eurosceptic parties will score better at European
(second-order) elections than at national (first-order) elections. This is in line with findings
from previous research on West European parties, both in cases where both election levels
employ proportional representation (e.g., Denmark and the Netherlands) and those that
use a majoritarian system for national elections (France, as well as the United Kingdom
before Brexit). Fourth, the same assumption is presented for soft Eurosceptic parties,
which are also expected to score better at second-order (i.e., European) elections. Finally,
the fifth assumption posits that significant soft and hard Eurosceptic parties will lead to
increased “Europeanization” of the campaign and patterns of party competition, which
means an increased emphasis on EU-related issues, rather than national issues. This latest
point follows the research approach on Europeanization of parties and party systems
originally described by Robert Ladrech.

Each of the chapters (2-12) covering individual CEE member states follows a similar
structure, starting with a general description of the electoral system and the nature of
Euroscepticism in the country’s public and its party system, followed by the discussion of
previous European Parliament elections (2004, 2009, 2014, with off-year elections in 2007
(Bulgaria and Romania) and 2013 (Croatia)), with a special emphasis on the 2019 European
Parliament election.

The final (13th) chapter, written by Hlousek and Kaniok, summarizes the main findings of
national chapters and offers a general conclusion regarding the five proposed hypotheses.
The editors confirmed the second-order nature of the 2019 European Parliament election
regarding lower turnout and lower media coverage than at national elections (p. 278). The
hypothesis about soft Euroscepticism as a strategy employed by opposition parties could
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not be confirmed from the study of the eleven CEE member states. Apart from Czechia,
the edited volume could also not confirm the supposed link between high levels of public
Euroscepticism (measured as public distrust of the European Commission, see p. 283) and
inclination of virtually all (including moderate) parties to use Eurosceptic campaigning.
Further, the analysis of electoral performance of hard Eurosceptic CEE parties at the 2019
European Parliament election revealed stark differences. There was no general trend of
greater success of such parties at the European election - hard Eurosceptic government
parties were punished by voters (just like many other government parties in the eleven
analyzed member states), while not all hard Eurosceptic opposition parties managed
to surpass their results at national elections (p. 284). In addition, only four out of eleven
analyzed party systems saw soft Eurosceptic parties thrive at European Parliament
elections, which indicates that the fourth hypothesis also could not be confirmed. The
hypothesis on Europeanization of electoral campaigns and party competition due to the
presence of either or both hard and soft Eurosceptic parties could not be confirmed as
well. In the final remarks, the editors argue that their study leads to a conclusion that
hard and soft Euroscepticism cannot be deemed just version of the same phenomenon,
since soft Euroscepticism has become mainstream in some CEE party systems, yet this
relates more to the rejection of certain Brussels policies (for example, the migration
policy), rather than questioning of the core tenets of European integration (pp. 289-290).
Ultimately, Hlousek and Kaniok argue that the findings presented in this book support the
idea that soft Euroscepticism is part of a general pro-EU position, yet a critical one, while
hard Euroscepticism is an “outside position”, which goes against the EU per se (p. 291).
This book goes against the grain of much social research which is just focused on reporting
confirmed hypothesis and rather offers very sober scholarly reasoning that is prepared to
challenge oneself and readily discard common assumptions and propositions. It is a very
valuable contribution to the study of Euroscepticism and to a deeper, and more subtle
understanding of the dynamics of party politics in Central and Eastern Europe.

Viseslav Raos

Bozo Skoko

STRATESKO KOMUNICIRANJE DRZAVA - JAVNA DIPLOMACIJA, BRENDIRANJE DRZAVA
INACIJA, MEDUNARODNI ODNOSI S JAVNOSCU

Synopsis, Zagreb — Sarajevo; Plejada, Zagreb i Edward Bernays, visoka $kola za komunikacijski
menadzment, Zagreb, 2021., 854 str.

ISBN 978-953-8289-40-8

ISBN 978-9958-01-101-6

Pozicioniranje drzava na medunarodnoj sceni nerijetko je podrazumijevalo teske i dugo-
trajne napore, koji su u konacnici mogli dovesti do prosperiteta. Jacanje pozicije drzava
u medunarodnom okruzenju bilo je vazno za uspostavljanje suradnje, sklapanje savezni-
Stavaiizbjegavanje ratova. Upravo zbog toga bilo je vazno komunicirati i artikulirati svoje
interese, $to je posljedi¢no vodilo prema ostvarenju odredenih vanjskopolitickih ciljeva.
Vladajuca elita nekada je imala primat u kreiranju tog vanjskog statusa drzave. No danas
je mnogo sukreatora medunarodne pozicije drzava - korporacije, nevladine organizacije,
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razlicite institucije, stanovnici, investitori... A istodobno se povecao i broj kanala i nacina
putem kojih oblikujemo svoje misljenje o drugim drzavama. Zato upravljanje drzavom u
globalnom okruzenju podrazumijeva ulaganje puno truda i u medunarodnu komunikaci-
ju te predstavljanje drugima, odnosno upravljanje imidzom i reputacijom kako bi slika u
ocima svijeta bila $to povoljnija. Na tragu toga, zaobilazedi primjenu vojne sile, moderne
se drzave sve viSe okrecu primjeni tzv. meke modi. Joseph Nye (1990) taj je termin koncep-
tualizirao i upotrijebio ga kako bi naglasio mo¢ privla¢nosti i utjecaja drzave bez upotrebe
sile. U suvremenom kompetitivnom okruzenju, u kojemu se drzave bore za pozornost na
mnogim poljima, bilo da je rije¢ o investicijama, privlacenju turista, proizvodima, pred-
stavljanju nacina Zivota, kulturnoj bastini i drugim elementima Anholtova (2007) Seste-
rokuta konkurentnog identiteta, drzave posezu za razli¢itim komunikacijskim alatima i
strategijama, kako bi istaknule vlastite prednosti i iskoristile ih za politicka i gospodarska
postignuca. Posljednjih godina to umijece ,privlacenja i zavodenja“ na globalnoj pozorni-
ci poprima sve kreativnije nacine, a vlade ulazu sve znacajnija sredstva u javnu diploma-
ciju, nacionalno brendiranje, medunarodne odnose s javnosc¢u i medunarodni marketing.
Nova knjiga prof. dr. sc. Boze Skoke progovara upravo o pristupima i mogucénostima stra-
teSkog komuniciranja drzava. Daje odgovore na mnogobrojna pitanja vezana uz nacine
na koje se drzave mogu predstaviti razlic¢itim globalnim javnostima, stvoriti i unaprijediti
odnose s njima, a posredstvom toga i postici vlastite probitke u medunarodnim odnosi-
ma. Stratesko komuniciranje drzava obuhvaca klju¢ne pristupe tom fenomenu, kao i komu-
nikacijske strategije i alate kojima se drzave koriste u medunarodnim odnosima, odnosno
u upravljanju vlastitim identitetom, imidZzom i reputacijom.

Koncept zemlje podrijetla; meka mo¢; nacionalni identitet i imidz; interkulturna komuni-
kacija; javna, gospodarska i kulturna diplomacija; medunarodni odnosi s javnoscu; global-
ni mediji; nacionalno brendiranje; nositelji strateSkog komuniciranja drzava; uloga kulture,
kreativne industrije, turizma, sporta, nacina Zivota, lidera i gastronomije u promociji drza-
va te razvoj hrvatske javne diplomacije — samo su neke od tema kojima se ova knjiga bavi.
Uz bogat pregled teorijskih pristupa i koncepata, originalan vlastiti prinos autora u razu-
mijevanju tog fenomena i kreiranju novog modela upravljanja nacionalnim identitetom i
imidzom sa svrhom postizanja medunarodnog ugleda, knjiga donosi i studije slucaja te
primjere dobre prakse iz cijelog svijeta, kao i priloge vodecih hrvatskih i svjetskih struc-
njaka, koji piSu o primjeni strateSkog komuniciranja u praksi. Sve to ovaj sveucilisni udz-
benik cini cjelovitim, nezaobilaznim i jedinstvenim u razumijevanju i primjeni strateskog
komuniciranja drzava. A valja naglasiti kako je ovo prvi udzbenik posveéen fenomenu dr-
zava kao komunikatora u medunarodnim odnosima, odnosno strateskom komuniciranju
drzava, u ovom dijelu Europe, a po pristupu i nacinu prezentacije sadrzaja jedinstven je i
u globalnim okvirima.

Knjiga je koncipirana u osam poglavlja, odnosno dva sveska. Prvih Sest (objedinjenih u pr-
vom svesku) autorska su poglavlja, uz mnostvo primjera, korisnih priloga i eseja globalnih
stru¢njaka, a posljednja dva (u drugom tomu knjige) donose priloge gostujucih autora,
vodecih hrvatskih znanstvenika i stru¢njaka za pojedina podru¢ja komuniciranja i promo-
cije drzava, odnosno hrvatsku javnu diplomaciju.

S obzirom na suvremene izazove, promjene i prijetnje autor u prvom poglavlju analizira
ulogu drzave kao komunikacijskog subjekta u medunarodnim odnosima, odnosno raz-
matra posljedice globalizacije, razvoja tehnologije, utjecaja korporativnog sektora, demo-
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kratskih procesa i stvaranja novih nadnacionalnih zajednica. Naime, u takvim okolnostima
drzave prolaze kroz dinami¢ne promjene u kojima osuvremenjivanje imidza i stratesko
upravljanje vlastitim identitetom postaje nuznost. Drzave, korporacije i brendovi ispre-
pleteni su u tom proaktivhom djelovanju na medunarodnoj pozornici. Ponegdje se moze
govoriti o megakorporacijama, koje mogu imati vedi globalni utjecaj negoli same drzave
iz kojih su potekle, a ponegdje o korporacijama koje postaju najbolji promotori mati¢nih
drzava, poput Svedske IKEA-e ili njemackog Mercedesa. Upravo koncept zemlje podrijetla
objasnjava tu meduovisnost drzava i korporacija. S jedne strane ugled drzave odreduje
na koji ¢e se nacin prihvatiti novi proizvodi u drugim zemljama, a s druge sami brendo-
vi pridonose boljem ugledu drzave iz koje potjecu. Autor pojasnjava koliku vaznost ima
upravljanje identitetom i imidzom za svaku modernu drzavu, pa i Hrvatsku, $to je vidljivo
i iz dijelova Strategije nacionalne sigurnosti i Nacionalne razvojne strategije, dokumenata
koji upucuju na vaznost ocuvanja i unapredenja nacionalnog identiteta te medunarod-
nog ugleda Hrvatske. A ono $to Hrvatska otkriva tek posljednjih godina, uspjesne drzave
provode vec¢ desetlje¢cima. Nadalje, definiranje i prepoznavanje odrednica nacionalnog
identiteta promatra se kao polaziSna tocka za sve daljnje komunikacijske aktivnosti, uzi-
majuci u obzir i ulogu u izgradnji imidza te stvaranju nacionalnog brenda. U ovom po-
glavlju upoznajemo se i s fenomenom meke moci, nacine mjerenja snage nacionalnih
brendova te istrazivacke pristupe i prijepore u vezi s upravljanjem nacionalnim imidzom.
Dodatnu vrijednost za Citatelje Cine studije slucajeva Hrvatske, Bosne i Hercegovine, Slo-
venije i Srbije na podrucju upravljanja vlastitim imidzom u svijetu, od raspada Jugoslavije
do kraja treceg desetljec¢a samostalnosti. Uz to, priloZeni su i rezultati istrazivanja percep-
cije Hrvatske u drzavama nastalim na prostoru bivse Jugoslavije.

Zahvaljujudi utjecaju globalizacije, a time i medusobnoj upucenosti drzava te brisanju
granica na globalnim trzistima, cjelokupna komunikacija, ne samo drzava i organizacija
nego i nasa osobna, postaje sve vise interkulturna. A to sa sobom nosi posljedice i zahti-
jeva odredenu kulturnu inteligenciju, odnosno sposobnost komunikacijske prilagodbe u
razli¢itim kulturnim okruzenjima. Upravo je tome posveéeno drugo poglavlje knjige. Au-
tor tumaci kako je komunikacijski jaz izmedu razli¢itih drzava ¢esto posljedica drugacijih
vrijednosnih sustava i nacina zivota. Kako bi se premostile te razlike, potrebno je dobro
poznavati kulturu pojedine drzave i tamosnjih javnosti, ali i onu vlastitu. Naime, komuni-
kacija na medunarodnoj razini kulturoloski je uvjetovana, bilo da je rije¢ o utjecaju obi-
¢aja, tradicije, religije, vrijednosti ili predodzbi nekog naroda. Poznavanje i razumijevanje
kulture odredene drzave pridonosi boljoj komunikaciji, ali i u¢inkovitijim odnosima. Zbog
toga se kultura moze promatrati kao vazan faktor u strateskom komuniciranju drzava.
Taksonomije Halla (1976), Hoefstedea (2001), Kluckhohna i Strodtbecka (1961) dopunjuju
razumijevanje kultura pojedinih drzava te uce kako s njima primjereno komunicirati. Pri-
mjerice, Hallova taksonomija upoznaje nas s kulturama visokog konteksta i kulturama ni-
skog konteksta koje se razlikuju po nacinu kako vrednuju neverbalni i verbalni sadrzaj ko-
munikacije. Kulture niskog konteksta predstavljaju drzave kao $to su Njemacka, Svicarska i
Danska, a kulture visokog konteksta predstavljaju Kina i Japan. Hoefstedeova taksonomija
upucuje na razlike izmedu individualistickih i kolektivistickih kultura, a Kluckhohnova i
Strodtbeckova upucuje na kulturoloske profile drzava s obzirom na nacine kako se suoca-
vaju s problemima. Na kraju poglavlja objavljene su zanimljive upute kanadskog ministar-
stva vanjskih poslova za ucinkovitiju komunikaciju s Hrvatima. One otkrivaju mnogobroj-
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ne stereotipe i predrasude, koji imaju iznimno vaznu ulogu u percepciji drzava i naroda,
sto je takoder vazna tema unutar ovog poglavlja.

Javna diplomacija Cesto se istice kao najvazniji dio strateSkog komuniciranja drzava, pa je
tom fenomenu posveceno najopseznije, trece poglavlje u knjizi. Uz temeljit pregled uloge
suvremene diplomacije poglavlje detaljno prikazuje podrijetlo i prirodu javne diplomaci-
je, njezine americke pocetke tijekom ranih $ezdesetih godina, globalne uspjehe tijekom
hladnog rata, ali i svojevrsnu krizu nakon 2001. godine. Prezentirani su teorijski uvidi u
razlicite etape razvoja javne diplomacije i prati se odmak od tradicionalne javne diploma-
cije, koja je njegovala jednosmjernu komunikaciju prema dvosmjernoj javnoj diplomaciji
21. stoljeca, sto je Cini bliskom suvremenim odnosima s javnoscu. Povratne informacije na
svim razinama postale su klju¢ne za oblikovanje medunarodnih odnosa. Autor analizira i
europske pristupe u razvoju javne diplomacije, stavljajuci poseban naglasak na iskustva
Francuske, Velike Britanije te skandinavskih zemalja, koje se posljednjih godina isti¢u ino-
vativno$¢u u vodenju javne diplomacije. Posebno je poglavlje posveéeno i razvoju javne
diplomacije u srednjoj i isto¢noj Europi, koja ima svoje posebnosti, a koja je pod povecalo
globalne znanstvene i stru¢ne javnosti dosla tek nakon urusavanja socijalistickog bloka i
stasanja novih neovisnih drzava Zeljnih globalne pozornosti i postovanja, ali i gospodar-
skog napretka. Autor u ovom poglavlju kriticki preispituje meduodnose javne diplomacije
i propagande, posebice u kontekstu vjerodostojnosti, te javne diplomacije i odnosa s jav-
nosc¢u, pokazujudi sinergiju pa i konvergenciju izmedu tih dviju disciplina. Priblizavanje,
pa i preklapanje javne diplomacije s odnosima s javnosc¢u, djelomi¢no se moze objasniti
vrtoglavim razvojem medije te napretkom informacijske i komunikacijske tehnologije,
koja je omogucila izravno komuniciranje s brojnim medunarodnim javnostima. U tre¢em
su poglavlju takoder detaljno predstavljeni i pojasnjeni razli¢iti pristupi i prakse javne di-
plomacije, koje se obi¢no sagledavaju putem kratkoro¢nog upravljanje informacijama (pri
¢emu klju¢nu ulogu imaju globalni mediji), upravljanja kampanjama (pri ¢emu se javna
diplomacija susre¢e s marketingom i fenomenom nacionalnog brendiranja) i izgradnje
odnosa, kao najdugorocnijom i najtemeljitijiom misijom javne diplomacije. Ovdje se na
poseban nacin govori i o kulturnoj diplomaciji, kao vaznom segmentu javne diplomacije
i diplomacije opcenito, a na temelju primjera iz Japana i Katra vidi se kako se javna diplo-
macija uc¢inkovito moze ostvariti i putem arhitekture, kulturnih instituta pa ¢ak i razmjene
darova izmedu drzavnika.

Kao sto pise profesor Skoko: ,Medunarodni odnosi s javnos¢u su brzorastuc¢e podrucje
odnosa s javnos¢u bududi da sve vise korporacija, institucija i organizacija fizicki ili vir-
tualno komunicira s javnostima izvan vlastite zemlje, odnosno izvan poznatog okruze-
nja. Posljedica je to globalizacije i Sirenja trzista, odnosno novih trendova u poslovanju,
trgovini i ulaganjima, djelovanja globalnih medija i snaznijeg protoka informacija, brisa-
nja granica izmedu lokanog, nacionalnog i globalnog te nuznog drustvenog i poslovnog
umrezavanja“, zato odnosi s inozemnim javnostima postaju sve kompleksniji, sadrzajniji
i vazniji. Upravo je tom fenomenu posveceno cetvrto poglavlje ove knjige. Uz podrijetlo,
definiranje i svrhu odnosa s javnoscu, autor se detaljno bavi specifi¢cnostima upravljanja
odnosima s javnos¢u u medunarodnom okruzenju, te PR-om drzava. Poznato je kako se
drzave vec stolje¢ima bore za globalnu medijsku pozornost (jo$ pocetkom proslog stolje-
¢adrzave su angazirale agencije za odnose s javnoscu kako biim njegovale imidz), a danas
im je sve postalo jednostavnije i dostupnije. No, uz jeftinije i dostupnije platforme i kanale,
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povecao se i broj konkurenata koji teze uvjeravanju istih ili slicnih javnosti, pa se time teze
izboriti za globalnu pozornost, a ucinkovitija ¢e biti ona komunikacija koja je kredibilnija,
inovativnija, pravodobnija... Granice javne diplomacije i medunarodnih odnosa s javnosc¢u
u suvremenom okruzenju blijede. Osim njihove meduovisnosti dolazi i do njihove konver-
gencije, o ¢emu na poseban nacin govori ¢etvrto poglavlje.

lako se fenomen brendiranja donedavno obi¢no povezivao s proizvodima, uslugama i
korporacijama, u vremenu u kojem Zivimo brendovi postaju osobe, destinacije i drzave.
Stovise, nacionalno brendiranje posljednjih dvaju desetlje¢a zaokuplja pozornost teoreti-
Cara i prakticara, a podrug¢je se izu¢ava s komunikacijskog, ekonomskog, politoloskog, so-
cioloskog i drugih aspekata. O vaznosti fenomena svjedoci i ¢injenica kako je posljednjih
godina stasao niz relevantnih medunarodnih institucija i indeksa, koji na znanstvenoj ra-
zini mjere snagu brenda pojedinih drzava. Zbog svega toga, u petom poglavlju autor nam
temeljito predstavlja fenomen brendiranja, pocevsi od podrijetla, svrhe i vaznosti brendo-
va, preko modela, nacina i strategija nacionalnog brendiranja, do meduodnosa javne di-
plomacije i nacionalnog brendiranja. Rijec je o procesu koji omogucuje da se drzave, proi-
zvodi, organizacije ili pojedinci ucine privlacnijima, istaknu pred konkurencijom, povecaju
svoju vrijednost i uspostave Cvrste veze s razli¢itim javnostima. Brend je od termina koji se
koristio za zigosanje stoke i oznacavanje keramickih proizvoda do danas presao velik put.
Brendiranje, stoga, danas obuhvaca brojne slozene aktivnosti, od istrazivanja i kreiranja
identiteta pa sve do kreativnih strategija, atraktivnih kampanja i organizacija dogadanja,
koje mogu imati globalan odjek. Citateljima knjige na raspolaganju su interpretacije klju¢-
nih modela brendiranja, a na kraju su poglavlja i zanimljive studije brendiranja Spanjolske,
kao starog i prepoznatljivog brenda i Estonije, koja je tijekom proteklih dvaju desetljeca u
ocima svijeta uspjela preobraziti svoj imidz - iz tranzicijske postsovjetske balticke republi-
ke u uspjesnu nordijsku zemlju.

Kako funkcionira stratesko komuniciranje drzava u praksi na najbolji je mogudi nacin pri-
kazano je u Sestom poglavlju. Obradeni su razliciti pristupi i prakse koje provode pojedine
drzave u smislu organizacije, aktera i nositelja procesa, modela i strategija koje se koriste,
institucija koje su zaduzene za komuniciranje drzave i sl. Posebna je pozornost posvecena
suvremenoj ulozi diplomata, kao komunikatora i promicatelja svoje zemlje, zatim dijas-
pori koja u sve vecoj mjeri postaje poveznica izmedu mati¢ne drzave i svijeta. To se po-
sebno odnosi na Hrvatsku kao iseljeni¢ku zemlju. Pomno su analizirani primjeri kampanja
brendiranja koje je provela Njemacka, institucije koje rade na promociji Velike Britanije u
svijetu, a kao primjeri dobre institucijske prakse predstavljeni su finski i Svedski model. A
kako bi na kvalitetan nacin usustavio cjelokupnu teoriju - od vaznosti nacionalnog iden-
titeta, preko nacina stvaranja nacionalnog imidza i kreiranja brenda, koji se zatim posred-
stvom javne diplomacije, medunarodnih odnosa s javnos¢u i medunarodnog marketinga
Lpretace” u nacionalni ugled, te kako bi tu teoriju stavio u prakti¢can kontekst, autor je
na kraju poglavlja objavio vlastiti model upravljanja nacionalnim identitetom i imidzom,
koji predstavlja izniman znanstveni doprinos, ali i posebnu vrijednost ove knjige. Model
pjescanog sata dr. sc. Boze Skoke pridonosi boljem razumijevanju upravljanja medunarod-
nom komunikacijom, uzimajudi u obzir odnose izmedu identiteta, imidza, brenda i ugleda
drzava. Svaki od tih klju¢nih pojmova u modelu pjes¢anog sata ima svoje logi¢no mjesto,
te seistodobno poput mozaika sastoji od niza elemenata putem kojih se, u Zeljenim smje-
rovima, mogu oblikovati percepcije o pojedinim drzavama. To usustavljivanje uvelike pri-
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donosi razumijevanju toga kompleksnog podrug¢ja, kao i meduodnosa klju¢nih pojmova
kojima je posvecena ova knjiga. Ujedno, na pregledan nacin definira i usustavljuje vazna
podrucja, kojima se ¢esto sluzimo u svakodnevnom govoru, a ipak nedovoljno poznajemo
njihovu kompleksnost. Stoga ¢e ovaj model zasigurno biti vazan doprinos kako hrvatskoj
tako i globalnoj znanosti. A istodobno ¢e prakti¢arima omoguditi lakse razumijevanje i
primjenu strategija i alata u stvaranju nacionalnog ugleda.

Kao sto je navedeno, knjiga Stratesko komuniciranje drzava u drugom svesku, odnosno u
posljednjim dvama poglavljima, dodatno je obogacena prilozima stru¢njaka iz meduna-
rodnih odnosa, vanjske politike, odnosa s javnosc¢u, diplomacije, ekonomskih znanosti,
povijesti, turizma, marketinga, knjizevnosti, dizajna i sporta. U sedmom poglavlju rije¢ je
o 13 radova i autora (Ana-Maria Boromisa, Dejan Gluvacevi¢, Marijana Grbesa, Iva Hraste
Soco, Daniela Angelina Jelin¢i¢, Robert Kolobara, Luka Lesko, Pana Lusa, Boris Ljubici¢, Ka-
tarina Mili¢evi¢, Martina Pandzi¢ Skoko, Stela Prislan Fujs i Slobodan Prosperov Novak) koji
obraduju specificne teme i podruc¢ja primjene strateskog komuniciranja drzava, a ti¢u se
kreativnih industrija, dizajna, filma, festivala, uloge lidera, gastronomije i nacina Zivota u
brendiranju zemlje te mnogih drugih elemenata korisnih za uspjesno stratesko komunici-
ranje na medunarodnoj sceni. Zadnje, osmo poglavlje, posveceno je pokusajima, proma-
$ajima i ostvarenjima hrvatske javne diplomacije tijekom povijesti. U deset priloga vode-
¢ih hrvatskih povjesnicara, znanstvenika iz drugih podrugja i stru¢njaka iz prakse (Mladen
Andrli¢, Darko Beki¢, Zvonimir Frka-Petesi¢, Gordan Grli¢ Radman, Tvrtko Jakovina, Mario
Jareb, Marijan Lipovac, Vladimir Loncarevi¢, Vladimir Peter Goss, Dubravka Sin¢i¢ Cori¢)
pratimo korijene hrvatske javne diplomacije u vremenu renesanse, pokusaje Stjepana
Radic¢a da zainteresira medunarodnu javnost za hrvatsko pitanje u prvoj Jugoslaviji, na-
c¢ine promocije Hrvatske u totalitarnom rezimu tijekom Drugoga svjetskog rata, primjenu
javne diplomacije u socijalistickoj Jugoslaviji, nastojanja hrvatske dijaspore u razbijanju
propagande i borbi za medunarodno priznanje neovisne Hrvatske, uspostavu suvremene
hrvatske (javne) diplomacije, odnosno pokusaje strateskog kreiranja novoga hrvatskog
brenda. Poseban dodatak knjizi ¢ine: prilog Hrvatska u 25 slika (Boze Skoke i Zvonimira
Frke-Petesica), koji na temelju svega prethodno navedenog definira suvremeni hrvatski
identitet, odnosno podrucja i teme putem kojih bi Hrvatska trebala i mogla graditi imidz u
svijetu, zatim prigodni i inspirativni pogovori. Pogovor prvom svesku napisao je profesio-
nalni diplomat i bivsi ministar vanjskih poslova Davor Ivo Stier, a pogovor drugom svesku
napisao je akademik Igor Rudan sa Sveucilista u Edinburgu.

Uvjeren sam da cete uzivati u Citanju ove knjige, odnosno knjiga, da ¢e vam otvoriti nove
dimenzije u sagledavanju suvremene uloge drzava na medunarodnoj sceni, kao i uvjeriti
vas u vaznosti medunarodne komunikacije u svim oblicima za njezin politicki i gospodar-
ski uspjeh. Nedvojbeno jerije¢ o kapitalnom djelu jednog od vodecih hrvatskih stru¢njaka
na ovom podrugju, te ujedno golem iskorak u proucavanju mlade znanstvene discipline.
Na kraju skre¢em pozornost na likovno uredenje monografije, posebno na njezine vizu-
alne priloge. Naime, autor je kao bivsi novinar i dugogodisnji zaljubljenik u fotografiju te,
usudim se reci, svjetski putnik, koji je u praksi i na terenu proucavao ono o ¢emu pise, za
ovo izdanje ustupio dio vlastitih fotografija iz svoje bogate zbirke. Njihova izvrsnost nima-
lo ne zaostaje za sadrzajem, $to djelu daje dodatni autorski pecat.

Hrvoje Jakopovié
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CALL FOR PAPERS
Special issue of the journal Media Studies (Medijske studije)

‘Platformisation of cultural and audio-visual sectors in the European Union:
new policies for new stakeholders’

Deadline for submission of papers: 1°t of May 2022

Regulation of digital technologies is high on the EU policy agenda. Platforms capture the
attention of policy makers due to their dependence on user data, impacts on traditional
cultural and audio-visual supply and demand, transnational reach, and excessive
concentration of power. Academic approaches focusing on different facets of platforms
have been many (e.g., Gillespie, 2010; Jin, 2015; Mansell, 2015; Srnicek, 2017; Rochet & Tirole,
2003) and some authors focused on the issue of the rise of platform society (van Dijck et
al, 2018). The process has taken a new dimension with the impact of the global COVID-19
pandemic that has amplified citizens’ usage of online platforms, both for work and for
leisure. However, this is a multisided story where the level of digital inequalities in access
and skills needs to be taken into account on the demand side. Moreover, the structural
implications of supply of European cultural and audiovisual products via platforms also
needs to be addressed. Policies are always lagging behind these practices, and in the
context of dynamic platform infrastructures (Duffy et al, 2019) this is even more so. The
European Union has been active in this regard (e.g., Evens & Donders, 2018; Evens et al,
2020), particularly with regard to developing strategic goals. The future impact of these
policies, however, remains to be tested and verified.

Digital Single Market (DSM) Strategy was one of the priorities of the former Commissions’
objectives. Small and medium size platforms can contribute to the growth of skills and
jobs in the EU, but the domination of large, mainly US, businesses (e.g., Google, Amazon,
Facebook, Apple, Microsoft, Netflix) opens up questions related to European identity,
European integration objectives and the role EU plays in the globalised world (Vlassis,
2020, 2021). This is a recurring issue with the development of European media policies,
particularly when it comes to balancing industrial and competitive goals with cultural and
public service goals (e.g., Michalis, 2014; Murdock, 2014). With this special issue, we aim
to go further from the established discussions of platformisation of cultural production
(Poell et al, 2021). The main focus will be on the role of European Union policies on online
platforms that affect supply and demand of cultural and audiovisual production. Attention
will be given to unpacking social, political and economic dimensions of platformisation,
moving beyond deterministic usage of term.

We invite papers that examine (but are not limited to) the following questions:
>How can we interpret changes in European Union policies relating to online platforms

and cultural and audiovisual sectors? How well, if at all, are they challenging US platform
monopolies? How are they balancing market competition with cultural diversity and
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pluralism? What new stakeholders are emerging and what new policies are drafted/
created? Analysis tackling policies and practices in other countries that bring some
comparative approaches are also welcome.

>How do cultural content producers grapple with changes in platform governance
(e.g., pricing strategies, content curation, privacy policies)? What are the implications for
produced and distributed content?

>What new types of creative labour practices are brought about by the online platforms
and how can we best analyse the policies developed to mitigate these changes?
>What are the consumption patterns of audiovisual and cultural content through platforms?
What, if any, EU policies are targeting citizens’ access and skills to use such content?

>With the increase of the usage of online platforms during the COVID-19 pandemic has
there been an acceleration of the (re)creation of digital cultural policies (in Europe)? What
theoretical frameworks would be best suited to interpret these changes?

Please note that guest editors welcome submissions on a wide variety of theoretical and/or
empirical contributions to the study of the impact of platforms on (policy) developments
of cultural and audiovisual sectors.

Guest editors:
Jaka Primorac, Pasko Bili¢ and Aleksandra Uzelac, Department for Culture and Commu-
nication, Institute for Development and International Relations (IRMO)

Papers should be up to 8000 words, including footnotes and references. Detailed
instructions for authors can be found at: https://hrcak.srce.hr/ojs/index.php/medijske-studije
/about/submissions#authorGuidelines

Papers should be submitted directly through the Media Studies OJS system, available at:
https://hrcak.srce.hr/ojs/index.php/medijske-studije/about/submissions#onlineSubmissions,
where they will undergo peer review following the usual procedures of the journal.

The special issue is scheduled for publication in December 2022.
Deadline for submission of papers: 1 of May 2022

For more information write to:
platEU@irmo.hr; jaka@irmo.hr; pasko@irmo.hr; auzelac@irmo.hr;

More information about the journal at: https://hrcak.srce.hr/medijske-studije?lang=en

This Special issue is part of the activities of the Erasmus+ Jean Monnet project ‘European Union
Policies and the Platformisation of Cultural and Audio-visual Sectors — platEU’ (2020-2022)
dedicated to promoting discussion and reflection on EU policies related to the impact of online
platforms on cultural and audio-visual (AV) sectors in Europe. More information about the
project can be found at the website of the project: https://plateu.irmo.hr/en/
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Upute suradnicima

Interdisciplinarni ¢asopis Medijske studije otvara prostor za medunarodnu znanstvenu i stru¢nu ra-
spravu o medijima, komunikacijama, novinarstvu i srodnim disciplinama. Na suradnju su pozvani
autori ¢iji radovi (prilozi) ispunjavaju kriterij relevantnosti i znanstvene izvrsnosti. Radovi ne smiju
biti djelomic¢no ili u cijelosti ve¢ objavljeni, ne smiju biti u procesu objavljivanja u nekom drugom
¢asopisu, zborniku, knjizi i sl., niti smiju biti prijevod takvih radova. Za sve navedeno autori preuzi-
maju odgovornost. Uvjet za objavu rada u ¢asopisu su dvije anonimne, pozitivne recenzije medu-
narodnih stru¢njaka.

Radovi se salju iskljuc¢ivo u DOC formatu putem Open Journal System portala (https://hrcak.srce.hr/
ojs/index. php/medijske-studije). Zbog anonimnosti autora u postupku recenziranja, u zasebnom
dokumentu treba poslati ime, odnosno imena autora/autorica, naziv mati¢ne institucije ili organi-
zacije, kontakt (adresa/telefon/e-adresa) te kratku biografiju. Radovi moraju biti napisani na hrvat-
skom ili engleskom jeziku, fontom Times New Roman, velic¢ina 12, prored 1,5. Sve stranice trebaju biti
numerirane. Na prvoj stranici trebaju biti ispisani naslov rada te sazetak koji upucuje na zadace i cilj
rada, metode istrazivanja te najvaznije rezultate (100 do 150 rijeci s popisom klju¢nih 5 do 6 rijeci),
sve na hrvatskom i na engleskom jeziku. Na dnu stranice u biljesci moZete navesti zahvale kao i de-
talje o projektu (naziv i broj), ukoliko je ¢lanak nastao kao dio nekog projekta. Ocekivani opseg rada
(ukljucujuci biljeske, bibliografiju i mjesta za graficke priloge) je izmedu 5000 i 8000 rijeci. Izvori se
citiraju prema APA stilu citiranja, 7. izdanje (https://apastyle.apa.org/).

Primjeri citiranja unutar teksta

Citirani izvori navode se u tekstu (a ne u biljeskama) u skra¢enom obliku i u zagradama, prvo prezi-
me, zatim godina objave, a onda stranica (ako je rijec o izravnom citatu) npr. (Dahlgren, 2009, str. 67)
ili ako je rijec o dvoje autora (Gillespie i Toynbee, 2006, str. 52). Za citiranje rada troje i viSe autora,
navodi se samo prezime prvog te kratica ,sur.”, npr. (Ridgeout i sur.,, 2010). Za citiranje vise autora
unutar istih zagrada, navode se prezimena autora abecednim redom i odvajaju se toc¢ka-zarezom (;),
npr. (Dahlgren, 2009; Gillespie i Toynbee, 2006).

Kod vise bibliografskih jedinica istog autora iz iste godine, navodi se: (2006a), (2006b), (2006¢) itd.
Ako je citat preuzet s mrezne stranice, za njega vrijede ista pravila citiranja kao i za ostale izvore, npr.
kada je rije¢ o sluzbenoj mreznoj stranici, navodi se mrezna stranica i godina preuzimanja (FPZG,
2021), a ako je rije¢ o internetskoj knjizi/¢lanku onda se navodi prezime autora i godina objave
(Ridgeout i sur., 2010).

Citiranje u popisu literature

Na kraju teksta pod naslovom Literatura navodi se samo literatura koja je citirana u tekstu, abeced-
nim redom. Potrebno je navesti DOI broj uz svaku bibliografsku jedinicu koja ga ima. U Literaturi se
navode svi autori knjige, ¢lanka ili poglavlja, kao i svi urednici knjige ili zbornika.

Knjige:

Autor: Prezime, |. (godina). Naslov knjige. |zdava¢. DOI (ako je dostupan)

Primjer:

Dahlgren, P. (2009). Media and Political Engagement. Cambridge University Press.

Capeta, T.iRodin, S. (2011). Osnove prava Europske unije. Narodne novine.

Clanci u ¢asopisima:

Autor: Prezime, |. (godina). Naslov. Casopis, godiste(broj), stranice. DOI (ako je dostupan)

Primjer:

McQuail, D. (2003). Public Service Broadcasting: Both Free and Accountable. The Public/Javnost,
10(3), 13-28. https://doi.org/10.1080/13183222.2003.11008832

Poglavlje u knjizi ili ¢lanak u zborniku:

Autor: Prezime, |. i Prezime, |. (godina). Naslov poglavlja. U I. Prezime (Ur.), Naslov knjige/zbornika
(str.). Izdavac.
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Primjer:

Corbett, N. (2009). Digital performance, live technology: Video games and the remediation of
theatrical spectatorship. U M. MacArthur, L. Wilkinson, & K. Zaiontz (Ur.), Performing Adaptions:
Essays and Conversations on the Theory and Practice of Adaptation (str. 11-23). Cambridge Scholars
Publishing.

Dokumenti s interneta:

Autor ili institucija ili naziv mrezne stranice (godina, datum). Naslov. Izdavac. Preuzeto DD.MM.
GGGG. (datum kada ste pristupili poveznici), s httsp://URL

Primjer:

Ridgeout, V., Foehr, U. i Roberts, D. (2010, srpanj). Generation M2: Media in the Lives of 8- to 18- Years
Olds. The Henry J. Kaiser Family Foundation. Preuzeto 28.10.2013., s http://kff.org/other/poll-finding/
report-generation-m2-media-in-the- lives/

UNICEF, Ured za Hrvatsku (2011, ozujak). Misljenja i stavovi djece i mladih u Hrvatskoj. Preuzeto
19.11.2013,, s http://www.unicef.hr/upload/

Za detaljne upute i citiranje u situacijama koje nisu navedene u ovom kratkom pregledu, provjeriti
upute o APA stilu citiranja na https://apastyle.apa.org/.

Radovi koji nisu formatirani i uredeni u skladu s Uputama suradnicima podlijezu automatskom
odbijanju.

Biljeske se stavljaju na dno stranice, a ne na kraj teksta. Ako je rije¢ o izravnom citatu, obavezno se
koriste navodni znaci na preuzete dijelove teksta. Citati do tri reda integriraju se u tekst. Citati od
Cetiri ili viSe od cCetiri reda odvajaju se od teksta, uvuceni su samo s lijeve strane, ne sadrze navodne
znakove, a citirani izvor navodi se u zagradama koje se stavljaju nakon interpunkcije. Naslovi knjiga,
radova, ¢asopisa i ostale literature se ne prevode.

Sve tablice, grafikone i slike (sve crno-bijelo) treba integrirati u tekst te opremiti naslovom (na vrhu
tablice - Tablica 1. Naslov; Grafikon 1. Naslov; Slika 1. Naslov) i izvorom (ispod tablice, font 10 - Izvor:
Autor (godina), str. xx). Tablice trebaju biti oblikovane u Wordu (ne ih umetati kao sliku).

U posebnom dokumentu treba poslati grafikone u izvornoj verziji (Excel), a slike u JPG formatu. Au-
tori se obvezuju od vlasnika autorskih prava prikupiti dozvole za reprodukciju ilustracija, fotografija,
tablica, grafikona ili duzih citata te su obvezni dostaviti ih urednistvu Medijskih studija.
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Instruction for authors

Media Studies is an interdisciplinary journal that aims to act as an international forum where
academics and practitioners can present their research in media, communication, journalism, public
relations and related disciplines. It welcomes submission of manuscripts that meet the general
criteria of significance and scientific excellence. The articles submitted to the journal are supposed
not have been previously published elsewhere (either partially or completely), considered for
publication by any other journal or volume nor should the submissions be a translation of previously
published articles. Authors are responsible for the authorship of their manuscripts. All manuscripts
will undergo a rigorous international, double-blind peer review in which the identities of both the
reviewer and the author are respectfully concealed from both parties.

Electronic copy (.doc) of the manuscript should be uploaded to the OJS (https://hrcak.srce.hr/
ojs/index.php/ medijske-studije). For the purposes of the blind review, full names of the authors,
authors’ current affiliation, contacts and short biographical notes, should be submitted in a separate
document. Manuscripts should be written in either Croatian or English, using Times New Roman
font; size 12; 1.5 line spacing; all pages should be numbered. The title page shall consist of the
article’s full title and abstract that states the purpose, goals, methodologies, and the most important
results (100-150 words, including 5-6 key words) in both Croatian and English. In a footnote, the
author(s) may add further description of the research, acknowledge contributions from non-authors
and/or list funding sources. If the research was conducted as a part of the project, the authors are
kindly asked to add the project number and, if applicable, include a code or identifier of the project.
The main text of the article (including notes, references, and illustrations) should be between 5,000
and 8,000 words long. References must be incorporated into the text and must follow the APA Style
of Referencing, 7TH edition (https://apastyle.apa.org/).

In-text references

References should be cited in the text (not in notes) as follows: author’s surname, year, page
number), e.g., (Dahlgren, 2009, p. 67). APA in-text citation style uses the author’s last name and
the year of publication, for example: (Field, 2005). For direct quotations, include the page number
as well, for example: (Field, 2005, p. 14). If there are two authors, the following model should be
followed (Gillespie & Toynbee, 2006). If there are three or more authors, list only the first author’s
name followed by “et al.”, e.g. (Ridgeout et al., 2010). If there are more references by the same author
published in the same year, letters should be added to the citation: a, b, ..., e.g., (2006a), (2006b),
(20060)).

Multiple citations in the same parenthetical unit are arranged alphabetically by the author/
authors’ surname(s) first. Semicolons separate citations with different author lists, e.g., (Dahlgren,
2009; Gillespie & Toynbee, 2006). The same rule applies to electronic sources. Sources from official
webpages include the name of the webpage and the year when it was retrieved (FPZG, 2021);
electronic books or articles references include the author’s / authors’ surname(s) and the publication
year (Ridgeout et al., 2010).

Reference list

All cited references must be added to the reference list and sorted alphabetically. It is important to
add the DOl number for each reference, if available.

Books:

Author: Surname, N. (year). Title of the book. Publisher. DOI (if available)

Example:

Dahlgren, P. (2009). Media and Political Engagement. Cambridge University Press.

Capeta, T. & Rodin, S. (2011). Osnove prava Europske unije. Narodne novine.

Journal Articles:

Author: Surname, N. (year). Title. Journal, volume(number), pages. DOI (if available)

MEDIJSKE STUDIJE MEDIA STUDIES 2021 + 12 + (24) - 127-130

-
N
©



+(24) - 127-130

MEDIJSKE STUDIJE MEDIA STUDIES 2021 + 12

-
w
o

UPUTE SURADNICIMA
NOTES FOR AUTHORS

Example:

McQuail, D. (2003). Public Service Broadcasting: Both Free and Accountable. The Public/Javnost,
10(3), 13-28. https://doi.org/10.1080/13183222.2003.11008832

Book chapter or conference proceedings:

author: Surname, N. (year). Title of the chapter. In N. Surname (Ed./Eds.), Title of the book/
proceedings (pages). Publisher. DOI (if available)

Example:

Corbett, N. (2009). Digital performance, live technology: Video games and the remediation of
theatrical spectatorship. In M. MacArthur, L. Wilkinson, & K. Zaiontz (Eds.), Performing Adaptions:
Essays and Conversations on the Theory and Practice of Adaptation (pp. 11-23). Cambridge Scholars
Publishing.

Internet references:

Author or institution or name of the webpage (year, date). Title. Publisher. Retrieved DD/MM/YYYY
(date when retrieved), from httsp://URL

Examples:

Ridgeout, V., Foehr, U. & Roberts, D. (2010, July). Generation M2: Media in the Lives of 8- to 18- Years
Olds. The Henry J. Kaiser Family Foundation. Retrieved 28/10/2013., from http://kff.org/other/poll-
finding/report-generation-m2-media-in-the- lives/

UNICEF, Ured za Hrvatsku (2011, March). Misljenja i stavovi djece i mladih u Hrvatskoj. Retrieved
19/11/2013., from http://www.unicef.hr/upload/

For detailed instructions on how to use APA style please refer to https://apastyle.apa.org/.

Manuscripts that are not formatted and edited according to the Instructions for authors are
subject to desk rejection.

Footnotes should be used rather than endnotes. Quotation marks must be used in direct citations.
Citations that are up to three lines long should be integrated into the text. A citation of four lines
or longer should be separated from the main text using a left indentation (only), without enclosing
quotation marks. A parenthetical citation appears after the terminal punctuation that closes the
citation.

Tables, graphs, and illustrations (only black and white, no color) should be integrated in the text;
each should include a title (at the top of the table - Table 1. Title; Graph 1. Title; lllustration/image 1.
Title) and provide accurate source information (below the table, font 10 — Source: Author, year: page).
Titles of books, papers, magazines and other literature should not be translated.

Original tables and graphs should be sent in a separate Excel document. Original illustrations should
be sentas a .jpg in a separate document. All authors are responsible for obtaining permissions from
copyright holders for reproducing any illustrations, tables, figures, or lengthy quotations previously
published elsewhere. Permission letters must be supplied to Media Studies.
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