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HOBA MEOWJCKA CTPATEIMJA BOJCKE CPBUJE
KAO MHCTPYMEHT MEKE MORU’

*kok

Henad Mepuh™, Mupocrae Mutposuh

Hocmasmen: 17. 09. 2021. Jesuk pada: Cpncku
Kopuzosano: 30. 09. 2021. Tun pada: MpernegHu pag,
lpuxeaheH: 05.10. 2021. DOI 6poj: 10.5937/vojdelo2103060P

Pap. enabopwpa KOHLeNT 1 3Hayaj Megujcke NONUTUKE U MpUMEHsYje
ra Ha Bojcky Cpbuje. AHanuaupa ce 3Hayaj meguja y 6e3begHo-
CHOM CEKTOPY Ha ApKaBHOM U MeRyHapOLHOM HWBOY M uCTUYe noTpeba
3a pobpum megujckum npeacTtaerbakbem Bojcke Cpbuje pagu nogpluke
jaBHOCTM 3a BUTHE OAfTyKe Koje ce TuYy BOjHUX U 6e30eHOCHMX NuTakba.
NpencTaBrbeH je KOHLENT CTpaTeLlkux KOMyHUKaLmja 1 HIUXOB OHOC ca
MeMjCKOM MOonmMTKOM Kojy 61 Bojcka Mopana aa pa3suja kao jeaaH of, uH-
CTpyMeHaTa meke Mohu, LUTO NpeAcTaBiba HTEPEC HE CamMO OBOr CUCTE-
Ma Beh 1 gpxKase 1 apywitea. Takohe, HaBoge ce OCHOBHU elEMEHTU Yuje
ucnywasare 61 CTBOPWUIIO YCroBe 3a Kpeupake U Bofewe agekeaTHe
Meamjcke NONUTUKE Kao UHCTPYMEHTa Meke Mohu.

KrbyyHe peuu: Bojcka Cpbuje, medujcka nonumuka, mMeduju, cmpame-
WwiKe KoMyHUKauyuje, jagHocm, jaBHO MH:eH-€

YBof

H 0BO fo06a AOHOCK HOBY CTBApHOCT: ,,... Pa3B0j TEXHOMOIWje U UHGOPMaLMOHa
peBonyLumja ycrnocTaBunM cy NoTryHO HOBO OKPYXehe, Kako 3a JoHocuoLe
MONMUTUYKMX OAJTyKa O BOjHUM akuujama, Tako 1 3a came opyxaHe cHare” . Cse je ja-
CHUWje Ja ce reocTpaTellku LUurbeBu (MOHajNpe BENWUKMX cuna) ocTeapyjy cneaehom
NUHWjOM NpUTKCaKa: NONMUTUYKO-AUNIOMATCKUM, NPUBPEAHUM, MEAMCKAM W BOJHUM.
Mnak, 3a BojHUM ce, 061U4HO, Nocexe Ha Kpajy. Mpe Tora ce KoMOWHYjy Apyrv HaBe-
[EHN NPUTUCLM KOjU MOTY UMaTK m3paxeHe obaBelTajHO-MH(OPMATUBHE UNKN Me-

* Pag je HacTao y okeupy npojekTa ,Mpojekunja TpeHaoBa o 3Hadaja 3a GesbegHocT Penybnvke
Cpb6uje po 2030. roauHe”, VHcTuTyTa 3a CTpaTervjcka UcTpaxveaka, YHUBep3uTeT oabpaHe y beorpaay

** dakynTeT 3a gunnomatujy 1 6e3beaHocT, YHneepauteT YHuoH — Hukona Tecna, beorpag,
Peny6nuka Cpbuja, nesaperic@hotmail.com

** MIHCTUTYT 3a CcTpaTervjcka UcTpaxmBarsa, YH1BepauTeT oabpaHe y Beorpaay, Peny6nuka Cpbuja

" Jacmuna [nuwih, [JeMokpamcka yueUnHa KOHMpONa OpyXaHUX CHaza — CaepeMeHe meo-
pujcke pacrpase, bLIBO, beorpag, 2005.
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[IMiCKO-KOMYHUKALIMOHe enemeHTe/cTpaTervje.? OBe Apyre UMajy 3a Lnrb Kako npu-
fobujare CONCTBEHE jaBHOCTH, rpyna, HedhopManHux 1 hopManHux LeHTtapa mohu,
Tako W CTPaHMX KOjU Cy perieBaHTHU y AaToj CUTyauuju.

HajnosHaTuju ctpyyrwaum us obnactu NP-a ycmepeHor Ha BOjHO-NONUTUYKA Mu-
Tawa  Craxy ce [a yTuLaj jaBHOr Mibeta Moxe BUTW of BENWKOT 3Havaja 3a [OoHo-
Lewe 1 cnpoBofere oanyka Be3aHux 3a BojHa 1 6e3beaHocHa nuTama. Mpu Tome
Ce He MWUCNM Ha ofnyke O CTymawy Yy paTHa Aejctea, Beh Ha ogHOC U Mefy3aBu-
CHOCT JpaBe (OpXaBHOT Bpxa) U BOjCke, HApoZa U BOjcke, peausajHuparbe ynore
BOjCKe, heHy TpaHcdopmauujy, UTa. ,BaxHe oanyke n3 obnactv nonutuke, uHaH-
cvja, 6e3benHOCTM M ApyrMx enuTa mMoxe AOHeTH 6e3 noapLuke jaBHOCTW, anu cy
LAHCE 33 HbIXOBO [IyrOPOYHO 1 YCMELLHO CrpoBOfetse Tafa BUTHO cMatbeHe”.”

Pechopma 6e36eqHOCTM 1 Kpevparbe oL16paM6eHe nonuTiKe Mopa y3eT y 063up um-
HeHUL fa 6e36eaHOCT 1 ogbpaHa cBe BHLLE MOCTajy MonMTIIKE NUTalba, koja 6v mopana
ounTtn pasymrevea LUMPOj jaBHOCTVI da 6y ux nogpxana. Je,uaH 0f} OCHOBHUX Mpobrema y
OBOM NpOLIECY jecTe OHaj koju norafja uuTas jaBHW cextop Cpbuije, na u BojHM cuctem. To je
npobneM HeJOBOMLHO Pa3BUjEHOr KOMYHULMpatba KojeM Ce Tek ogHedaBHoO npuaaje seha
B&XKHOCT, LUTO je 3Ha4ajHUM JenoM y3pOoKOBaHO HeCpeNeHOM (Mnn nak HedOBOMLHO NpUMe-
H-EHOM) 3aKOHCKOM perynaTMBOM W HEOBOILHO M3rpafeHom ceelufy y ApYLUTBY U UHCTU-
Tyuujama O BaXXHOCTM KBANIMTETHOT, MPAaBOBPEMEHOT 1 OPraH130BaHOr KOMYHULMpatba.

CrpareLuka KOMyHuKaumja, Meauju n meka moh —
notpeba 3a pa3sojeM meaujcke ctpaternje Bojcke Cpbuje
CrpaTeluka KOMyHMKaLWja je TEPMUH KOjU Ce KOPUCTW 3a 03HaYaBame HajsuLer

HWBOA aHraXoBaHOCTM KOMYHMKaLMjCKUX NocTUrHyha opraHusauuje Ha yHanpehu-
Bakby HEHE MUCHje.” Y KOHTEKCTY HauuoHanHe oabpaHe u 6e3begHocTy, cTpate-

2 Buwe y: Cawa Bbap6ynosuh, 3opaH JesToBuh, PagaH lNakuhesuh, Muogpar MNonosuh, AmHe-
3uja jasHocmu, pado-Komepu, Beorpaa, 2004; u: Radenko Scekic, ,The Media in the Service of
Geopolitics”, Media dialogues/Medijski dijalozi, Vol. 8, No. 3, 2015, pp. 33-39.

* Hewan, lMepuh, ,Meaujcka nonuTika, MHPOPMUCAHLE jaBHOCTU, MaCOBHO KOMyHWLMpak-e 1 nponaraH-
[ia Kao cpeacTea MeflyHapoaHe nonutuke v upeonorvje”, HayuoHanHu usmepec, 6p. 3, 2008, cTp. 169-182.

* Buwe y pagosuma: Ole R. Holsti, ,Public Opinion and Foreign Policy: Challenges to the Al-
mond-Lippmann Consensus”, International Studies Quarterly, 36 (4), 1992, pp. 439-466; Piers Ro-
binson ,The CNN Effect: can the media drive foreign policy? ", Review of International Studies,
April 25 (2), 1999, pp. 301-309; Philip Evert, Isernia Pierangelo, Public Opinion and the Internatio-
nal Use of Force, Routledge, London, 2000; Piers Robinson, ,The influence of media on World po-
litics* European Journal of Communication, Vol. 16, No. 4, 2001, pp. 523-544).

5 Henag Mepuh, ,Meaujcka nonuTvka, MHEOPMUCaH-E jJaBHOCTU, MACOBHO KOMYHULIMpaH-e W nponaraH-
[ia Kao cpeacTea MefyHapoaHe nonutuke v naeonorvje”, HayuoHanHu usmepec, 6p. 3, 2008, cTp. 169-182.

& Jan Hartl, ,The Importance of Public Opinion in Security and Defence Policy”, in Marie
Vlachovéa (Ed.), Public Image of Security Defence and the Military in Europe, DCAF — Geneva
Centre & Center for Civil-Military Relations, Belgrade, 2003, pp. 16-29.

! Kjerstin Thorson, ,Strategic Communication”, Oxford Bibliographies, 2013, DOI:
10.1093/0B0O/9780199756841-0007.
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WKy KOMYHMKaLW)y MOXEMO MOEHTU(MKOBATU Ca CBaKOM akTuBHOLWRY, n3jaBom,
MOpYKOM, OMCOM U pagH0M OpYXaHWUX cHara ApXxase Koje yTude Ha nepuenuujy u
jaBHO MibEHE Monynaumje Koja je ToMe CBeLOK.. YnpaBibakbe CTpaTeLlKUM KOMY-
HUKaLWjaMa nogpas3yMeBa HauMH Ha KOju opraHusauuja npeacraeiba cebe y apy-
LITBY Kao APYLWTBEHOr akTepa y Kpeupawy jaBHe KynType vy pasmartpany nuta-
Ha Of jaBHOr 3Hayaja. Y TOM CMWUCAY, CTpaTeLllka KOMyHMKaLmja Moxe ce nocma-
TpaTu KPo3:

— HaLMOHarHW (opXXaBHW) MHCTUTYLIMOHAMHW HUBO, Y KOje cnajajy: jaBHa aunno-
maTuja, NCUXOMOLLKE onepaumje, coumjanHu MapkeTuHr, nponaraHga u UHTepecHe
KOMyHMKauuje (nobupatrbe, 3acTynake UHTepeca, CTpaTeLlko Nperosapate);

— KOprnopaTuBHM HWBO, Y KOje cnafajy: OQHOCK C jaBHOLWAY, NHTErpucaHe mapke-
TWHI KOMYHWKaUuje, APYLITBEHO OArOBOPHA Mpakca, KopropaTUBHE NOSIUTUYKE aK-
TUBHOCTM.

CrpaTteLka KoMyHuKauuja y obnactu 6e36eaHOCTM MMa 3HauajHy ynory y Haumo-
HanHuUM 1 MefyHapogHWM ofHocuma, M Tpebano 6v Aa npoucTuye M3 CTpaTeLLKu
onpeferbeHnX HauuoHanHux mHTepeca. Moxe ce nocmatpaTtv kao npouec, Lurb
Unn cpeacTBO OCTBapUBaHa MHTEPECA.

Y TOM cmuCy, OCHOBHM 06jekaT fenoBaka CTpaTeLlke KOMyHMKaumje je jaBHOCT
y CBUM CBOjUM CErMEHTMMA, @ UHCTPYMEHTU W KaHanu genosawa cy meauju — tpa-
anumnoHannm (TB, paguo, wWramna) u caBpeMEHN (MHTEPHET U HOBU MeAujn).

YTuuaj Ha jaBHO MHEHE OCTBApYje Ce KpO3 KaMmnawe, Koje, y Hadveny, cagpxe
Tpu ocHOBHe cpase: "

— JedhuHuCake NUTama Yy jaBHOCTU NyTeM Kopuwhewa akTUBUCTUYKMX rpyna
HWUXOBOT AenoBakba, YKbyunBake nuaepa Mulibera Koju ckpehy qokyc jaBHOCTM
Ha XerbeHy Temy. Y 0BOj dhasm jaBHOCT, Koja je Liupa of nokpeTayke rpyne, nocraje
cBecHa npobnema. Ca nopactom uHTEpecoBawa, pacte 1 nonynapusauuja npobne-
Ma y3 CTarnHo NpucycTBo Meaw;a;

— YKIbyuMBake Meaumja Koju, pagu jacHujer npeHowewa nopyke u noAactuuaja
Lmper ayautopujyma, nojefHOCTaBIbYjy Tymayewe npobrnema, Yume onakiiaBajy
HOBUM, paHuje He3aMHTEpecoBaHUM nojeauHumMma yyelhe y pasmaTpaky npobne-
Ma U1 3ay3nmatby CTaBa;

— YKIbyumBamwe MHCTUTYUMja apxase. MNonynapusauuja npobnema goesoau Lo
nopacta 3auMHTEPeCcOBaHUX y4YeCHMKA W YKIbyuMBaka WHCTUTYLMja OpXKaBe, Ha
KOjy Ce BpLUM NpUTUCaK Aa Cce npeay3My Kopauu y Be3u ca pellereM nuTaka.
MpnTucak ce cnpoBoan ca ocHoBe Gase jaBHOCTM (,jaBHOCT Xenu”) y3 ncToBpe-

®Todd C. Helmus, Christopher Paul, Russell W. Glenn, Enlisting Madison Avenue: The Marke-
ting Approach to Earning Popular Support in Theaters of Operation, RAND Corporation, Santa Mo-
nica, 2007, pp. 171.

® Mupocnae Mutposuh, ,CTpaTeiuka koMyHuKaLMja y yHKUMj HaLMoHanHe 6e3benHocTi,
BojHo Oeno, 1/19, 2019, cTp. 41-54, (cTp. 42). DOI: 10.5937/vojdelo1901041M.

10 JOenvc Bunkoke, Mnen KamepoH, ®unun Ont, BopeH Ejun, O0Hocu ca jasHowhy: cmpame-
auje u makmuke, ExoHomcku cpakyntet, 2006, Beorpag, cTp. 214-217.
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MeHO kopuwwhere cTBapHO nobyheHor nHTepecoBama (,jaBHOCT Tpeba”). YnuTtas
npouec je y noTNyHOCTW MOKPUBEH y3 NOMON MeAamja Koju MpakTUYHO ofpxaBajy
noTpeGHN HMBO TeH3uje 1 NpUcycTBa TeMe Yy ha3HOM OCBajakby CBe LUMPUX KpY-
roBa jaBHOCTW.

Ca craHoBMLWTa KOpenauuja v yCrnoBrbEHOCTU jaBHOCTW, MeAMja U NOMUTUKE Y
KOHTekcTy 6e3beqHOCHOr cekTopa, Y CaBpeMeHoj nuTepaTtypu UAeHTUGUKOBaHN cy
npoLecy 0CTBapuBama yTuLaja Ha NoNUTUYKE OAnyKke of yTuuaja Ha 6e3beaHoCT u
CMOSbHY NONWTUKY. TW yTULAW Ce CNpOBOAE Y LMKMYCY ,NONUTAKA — Meauju — Nonu-
TVKA”, y OKBUPY KOjUX CE MCTMYY HOCMOLM (KOMYHUKaTOpK), NpoLeck (Meaumjcko naee-
WTaBake, NOMUTUYKWA NpoLecy), ambujeHT (MOKPWBEHOCT Teme, MOMUTUYKM ambu-
JEHT) Y3 CHaxaH yTuUaj KOHTposiopa nHdopmaumja (eHr. gatekeef)/ng a CBe Y OKBM-
py NoCTaBIbEHE Napagurme Lnrbesa ctpaTeLlke KOMyHuKaumje.

Crparermka koMyHHKaLHja

1 I

Mpouec
"KOHTpONE HEpopMaLja”

- =

Memmjcko
Meanjexn HIBCLUITABAHC
ekt

T

Cnuka 1 — Moden yuknu4Hoa ymuyaja nonumuke — meduja — jagHocmu'

HDKPHBEHI}CT BECTHMa

HecymmunBo je Aa Megumju vmajy cHaxaH ctumynuwyhn edekat Ha Kpeunpame
MULLIIbEHA IbyaM, Ta4yHWje Ha Kpeupare jaBHOr Misersa. Takofe, meauju npeacra-
BIbajy MHCTPYMEHT CTpaTelLke KOMYyHUKaLumje, Koja je jeaaH og uspasa Mohu gpkase

! Marc Jungblut, Strategic Communication and its Role in Conflict News, Springer Fachmedien,
Wiesbaden, 2019.

2 Mupocnas Mwutposuh, ,Meauju kao MHCTPYMEHT CTpaTellke KOMYHUKauuje y OopyXaHum
cykobuma — Cu-EH-EH edpekat”, BojHo deno, 6p. 3/20, 2020, ctp. 34-52, DOI:
10.5937/vojdelo2003034M.

63



BOJHO [ENO, 3/2021

M NpeacTaB/ba MHCTPYMEHT y NonuTuikom M 6e3begHOCHOM OcTBapuBatby Haumo-
HanHWX uHTepeca. CTpaTtelika KOMyHMKaUmja npeactasiba uckas meke Mohu gpxa-
BE U HEeHUX cucTemMa (o kojux je Bojcka y cnyvajy Peny6nuke Cpbuje jegaH of Haj-
OMTHMjUX) 1 MOXe MMaTh ohaH3vBaH M fedaH3nBaH kapakTep. YCNOBILEHOCT CTpa-
TelKe KOMyHUKaLMje Kao cybjekTa ouvyBama U 3aluTUTE HaLMOHANHUX BPeOHOCTU U
WHTEepeca, a TMMe W enemeHaTa HauuoHanHe 6e36egHoCTH, ycnoctasrba noTpedy
3a oTnopHoLwwhy 1 MHopMaTMBHOM BuTanHowhy Haumje. To, Hagaree, y3pokyje no-
Tpeby 3a pa3BojeM agekBaTHE MeAMjCKe CTpaTerje Ha HauMoHanHoM HuBoy. Bojcka
Cpbwje je ocHoBHM Hocunay dyHKumje onbpaxe, Te je NpMpoaHO M NoTpebHo Aa y
yCnoBuMa 3Havaja cTpaTellke KOMyHWKauuWje 3a OCTBapuBak€ CBOje Mucuje, npu-
CTYNW pasBojy aKTyenu3oBaHe W CABPEMEHWMM YCMoBMMa npunarofleHe Mepawjcke
cTpaTteruje.

Megaujcka nonutuka

Megaujcka nonutuka npeacTasba KOHTUHYWPAHO Meaujcko AenoBake Ha ogpe-
heHe gemorpadbcke rpynauuje. Cactoju ce og yTephuBama reHepasnHux n KOMyHUKO-
NOLLUKMX LUWUrbeBa, UXOBe peanu3auuje — nyTemM mMeaujCkux kamnaka U ogHoca ca
jaBHoOLLAY, a Npeko ofjaBpaHix KOMYHUKALIMOHNX kaHana — meanja. "

Mepgmjcka nonuTuka je cpeacTtso obpaharsa LUIMPOKOM ayauTopujyMy, ApPYLUTBY,
Ha ApXaBHOM W MHTEPHALMOHANMHOM HUBOY Y KOHTUHyuTeTY. ObjeantbaBate Komy-
HUKaLMOHUX MHCTPYMeHaTa je HeONXO4HO Kako GM M3 KOOPAUHMPAHOT Y XapMOHWY-
HOr JenoBawa npoucTeknu fobap pejTuHr — NO3MTUBHA CuKa U WTo Gorba u gyro-
TpajHuja Be3a ca pasnnynMTuUM UnurbHUM rpynama. dopmuparse meamjcke NonuTrKe 1
jaBHOr MHeHba je Nof yTuLajeM MHOMMX enemeHaTta Koju, Y 3aBUCHOCTU Of, CBoOje
CHare 1 3acTynrbeHOCTM, yTUYY Ha npouec KoMyHukauuje. Mefly uma cy: Tun apy-
wrtea (pasHu Aemorpadcku, COLMOMNOLLKKM, 0Opa30oBHM, KyNTYPOSIOWKM, BEPCKU K
pa3BojHM (haKTOpK), UCTOPMjCKE OKOMHOCTW U UCKYCTBA, Meaujcka pas3BujeHOCT Ap-
XaBe, OKpY)etbe, reHepanHe okonHocTu, uta. ™

3 HeHap Mepuh, ,Meaujcka nonutrka, MHOPMUCaH-E jaBHOCTU, MACOBHO KOMyHULMPaHe 1 npo-
naraHga Kao cpefctBa MefyHapogHe nonuTtuke u upeonorvje”, HayuoHanHu uHmepec, 6p. 3, 2008,
cTp. 169-182.

" newua.
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MHO®OPMAIIMIE

ME/IMJCKA
INOJIUTUKA

TTPOITATAHJJA

OJIHOCH C
JABHOCTHUMA

JIPYIITBO-
JABHO MIGEILE

JIOTABAIN
(IIYBJIALIUTET)

Cnuka 2 — , Tovak” medujcke nonumuke

Mnak, Mmeaujcka nonutuka, nopes CBOr MOMeEHTa MacoBHor obpaharba, uma TeH-
JeHUMjy u3yseTHe cermeHTalUuje ayaMtopujyma kaga ce ,npoussogun” obpahame/ne-
NoBa€e YCMOBILEHO (MK 0BENEXEHO) KOMMMEKCHAM WIW APYLUTBEHO M3Y3E€THO 3Ha-
4ajHMM nuTakumMa. To Ce YMHK M3 ABa OCHOBHa pasnora. [pBu ce 3acHWBa Ha nak-
Wwem oaabupy KOMyHMUKaLMOHMX cTpaTernja, CpeacTaBa M nopyka y OgHOCY Ha noje-
[AWHauHe rpyne, pagm nosehawa eduKacHOCTU MEAM|CKOr AenoBama. Y LUEHTpY na-
XH€ Hanase ce KkpeaTop U mpumanal nopyke ca CBOjUM aHTPOMOMOLIKAM (KynTyp-
HUM, COLLI/IjaJ'IHI/IM n I'ICI/IXOJ'IOLIJKI/IM) oco6v|Hama, 3aTUM KOMYHUKaLMOHa CTpaTeera n
aprymeHTauuja cagpxaHa y nopyuu, Te je3vyKkn YMHNOLM.

1 newua.
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JOpyrv pasnor nexu y aybrsoj ApyLUTBEHOj cermeHTaumju. Moctoje aBe BpCTe nuaepa
MULLIbEHA (jaBHOT MHeHsa) — OpMariHm 1 Hedbopmantu.© Mpsiu Cy Aobunm Taj Ha3m. jep
npeacTaerbajy n3abpaHe 3BaHWYHVKE (MHCTUTYLMOHANHe, NonWUTUYKe, HeBMNaavHe, BUCOKO
MO3WLIMOHMpaHe OpraHu3aLoHe Mnn Kopnopaumjcke v jaBHe NMYHOCTL). HoBUHApK UM Ye-
CTO Tpaxe M3jaBe, OQHOCHO MULLIbEHE O HEKOM 0ApefjeHOM NuTarkby Koje Ce TUYE HIXOBUX
0OrOBOPHOCTU UMW MHTEPECOBaksa. To Cy ,IEMUTUMHI, hopManHm nuaepy mohi”.

DOpyry rpyny 4nHe HeopmanHu Nuaepyu MULLIbEHA, OHU KOjU UMajy YTULA] Ha Iby-
[e, Tpyne u CBOjy OKOSIMHY 300r CBOjUX IMYHMX OCODMHA, Kao WTO Cy: MHGhopMumca-
HOCT, 3Hawe — KpeaMbunuteT, apTUKynMcaHoCT, NIMAEPCTBO U Xapuama, nokpeTayku
mMoMmeHarT. [lybrba cermeHTaumja Megujckor AerioBaHa u Meaujcke NonuTyKe nokyLlwasa
fa naeHTuduKyje ynpaso 0Baj Aeo ApyliTsa. [peMa MHOTMM COLMONO3NMa, U HUXo-
BMM UCTpaxuBamwuMa, 3Havaj OBMX Nuaepa je orpomMaH, Yecto u npecydaH. Pesyntar
TUX UCTPaXMBaHa jecTe Teopuja ABOda3HOr KOMyHULIMPaKa Koja je KacHuje npepacna
y Teopujy BuLLedasHOr ToKa, 1ako ce, y OCHOBM, pagn O UCTOj UAEW: jaBHO MHEHE
hopmupajy MuLLIbersa Sbyau Koju cy Beh npoumcTunu uHdopmalmje, esanympanm nx
n opmmpany MuLLITbEHE Koje npeHoce apyrma. OBaj Mogen ce npeacrasrba Kao
HU3 KOHLIEHTPUYHUX KPYroBa Yy YMjeM enuLeHTpy Ce Hanase CTBapaoLy MULLIbeHaA.
OHu nyTeM MacoBHUX Meamja 1 U3 Apyrux ussopa aobwjajy Benvke KonuumHe nHGop-
Mauuja n HapegHOM Kpyry, Yujy MpunagHvLmM NpeacTaBibajy 3anHTepecoBaHy jaBHOCT,
npocnehyjy Aeo Tmx uHgopmaumja. LLnperwem kpyroa gonasMmo 40 HesauHTepeco-
BaHe jaBHOCTW Koja OCTaje BaH npoueca jaBHOT MheHsa, Mako he jedaH 4eo rbyam u3
OBOr Kpyra unak gobmTi Heke HpopMaLmje 1 NoKasaTn NHTEPECOBaHLE.

Meawjcka nonutuka Bojcke Cpbuje

BehnHa HajsHauajHUjuX NpakTuyapa u TeopeTuyapa Meaumja cMaTtpa a wupe HapogHe
Mace (04HOCHO OHe Koje Ha Kpajy ¥ YMHe OCHOBY jaBHOI MH-etba) OOMYHO HUCY JOBOSbHO
(kBanUTETHO) MHCOpMUCaHE, HI 0BPa30BHO M KYNTYPOSOLWKY 3pene da b camocTanHo
[OHOCWIE 3aKrbyyaK ... OHE TO YKHE Y3 nomoh."® OBu ogHoCK npyKasaHu cy Ha cnmum 3.

10 Stanley J. Baran, Dennis K. Davis, Mass Communication Theory: Foundations, Oxford Uni-
versity Press, Oxford, 2019.

K HeHap Mepuh, ,Meaujcka nonutuka, MHGOPMUCAHE jaBHOCTU, MACOBHO KOMyHULMpaHe 1 Npo-
naraHga kao cpefctBa MefyHapogHe nonuTtuke u upeonomvje”, HayuoHanHu uHmepec, 6p. 3, 2008,
cTp. 169-182.

'8 Buwe y: Walter Lippman, Public Opinion, Harcourt, Brace and Co., New York, 1922; Edward
Bernays, Propaganda, Horace Liveright, New York, 1928; William R. Caspary, ,The Mood Theory:
A Study of Public Opinion and Foreign Policy”, American Political Science Review, 1970, No.64,
pp.536-547; Oexuc Mek Ksejn, Ys00 y coyuonozujy macosHux komyHukayuja, Inac, beorpag,
1979; Fransis Bal, Mo¢ medija: mandarin i trgovac, CLIO, Beograd, 1997; Edward Herman, The
Myth of the liberal Media, Peter Lang Publishing Inc., New York, 1999; Brigitte Nacos, Robert Sha-
piro, Pierangelo Isernia (Eds.), Decisionmaking in a Glass House: Mass Media, Public Opinion,
and American Foreign Policy in the 21st Century, Rowman & Littlefield, Boulder, 2000; Richard
Eichenberg, Victory has many friends: US public opinion and the use of military force, 1981-2005,
International Security, 2005, Vol. 30, No. 1, pp. 140-177.)
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BJIACT/
JIOHOCHOLIA
OJUTYKA

JIPVIITBO
(AYJIUTOPUIVM)

Cnvka 3 — EnemeHmu u npouec QoHoweHa nonumuyko-6e36edHocHux odnyka'®

Y cBojum npoueHama 6e3beaHocTn n ogbpaHe rbyau Hajuelwhe 3aBuce of Cnosb-
HUX MHGOpMaLMja n Tymadersa: o4 obpahara 1 roBopa hMXOBUX NOMTUYKUX BONa,
Of M3jaBe HMX0BE Bage 1 Apyrux UHCTUTYUMja, o4 MHpopMaLMja U KOMeHTapa Ha
TENesusunju, pagujy M y HoBMHama.” ,“umeHuua je Aa TpaguuuoHanHW Meaujn
npefcTaBIbajy OCHOBHU KaHamn KOMYyHMKaLmje KOjuM ce HenocpeaHo ytuye Ha ¢op-
Mupake MULLIbEH:a U CTaBOBA jaBHOr Misersa. MefyTum, 6p3 pact 6poja kopucHMKa
LpYLITBEHUX Mpexa, nocebHo Mnahe nonynauuje, uHMUMpao je notpeby kopuihe-
Ha KOMYHUKALMOHMX MOTEeHLUWjana HOBUX Meduja paau OWPEKTHE KOMyHuKauuje ca
13abpaHum LUIBHUM rpynama pagu obaBeLUTaBara 0 pagy, OQHOCHO MUCUjW U 3a-
Jauuma opraHusaumje”.

Meawju cy jeqaH og MexaHusama Koju ApPYLITBY M nojeamHumma omoryhasa aa
carnegajy cebe, okonuHy u ceeT. ,MHOWTBOM MHGhOPMaLWja jaBHa rnacuna cBako-

19 HeHnag Mepuh, ,Megujcka nonuTuka, MHPOPMUCAHE jaBHOCTU, MACOBHO KOMYHULIMpaHe U
nponaraHza kao cpeacTa MefjyHapogHe nonutuke u ngeonoruje”, HayuoHanHu uHmepec, 6p. 3,
2008, cTp. 169-182.

% Jan Hartl, ,The Importance of Public Opinion in Security and Defence Policy", in Marie
Vlachova (Ed.), Public Image of Security Defence and the Military in Europe, DCAF — Geneva
Centre & Center for Civil-Military Relations, Belgrade, 2003, pp. 16-29

o CphaH Bnarojesuh, Muxauno 3orosuh, Munueoje Majosuh, MonuTuka ogHoca ca jasHoLuhy
y cuctemy ogbpaHe”, BojHo deno, 5/2015, ctp. 133-145.
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OHEBHO Ha HEBUABbMBOM BPEMEHCKOM NAATHY CNWKajy Hawy cagallwocT. Ta meawj-
cka crnvka WHAMBUAYanHe, anu v LWWpe, ApYLWTBEHe PeanHocTy, ypamrbeHa je ynpa-
BO KOSIMYMHOM MHEOpMaLMja U LOMETOM HaLler casHara.”? MefyTtum, Ta cnmka Ko-
jY MeZmju YmHe He Mopa ce Y NMOTMYHOCTU noknanatu ca peanHowwhy. MNoHekag je To
OACTYNake W OrpoOMHO, TONWKO a Ce MeAMjcka Cnvka U peanHocT pasnukyjy y cy-
WITUHW. ,MIHCLEeHNpaHe KOMYHUKaLIMje TOKOM MPEHOLLEHa CaapKaja MeHa ce Yy CMe-
py obyxeaTHe cnuke gpywTsa M csectn. OBUM Ce rpagu OpyLUTBEHW CTaTyc, jep
OHaj Koju ce Yeluhe nojaBIbyje Y jaBHOCTW penpes3eHTyje peneBaHTHOCT, KOMNETEHT-
HOCT, noy3gaHocT 1 moh”.

~JaBHO noeepete y Bojcky koje y Cpbuju uma Benuku ocroHal, Ha UCTOPKjCKOM
MCKYCTBY (CYLUTWMHCKA yNora BOjCKE Y CTBapakby CyBEPEHE ApXaBe U OfpKaBaka Ha-
LIMOHAHOT MaeHTUTeTa) N KyNTYpHUM Tpaguumjama (BUCOKO BpedHoBawe 6opbe u
paTa kao cpefcTBa 3a OvyBame cnoboae v He3aBWCHOCTW) MOAMOXKHO je 3HayYajHUM
hnykTyauujama ako ra He nogynupy W jaBHO 3Hake 0 n3Bopuma 6e3befHOCHMX pu-
3KKa, yBuA Y unrbeee ynotpebe BOjHe cune, y NpoecroHanHy CnpeMHOCT BOjcKe
[a obaBu 3aKoHOM yTBphEeHe 3adaTke 1 NpakTUYHe pe3ynTaTte eHux akumja. OHo je
fobpum genom marpafeHo Ha cTaBy ApyliTBa da je Bojcka v nopeg matepwjanHo-
TEXHUYKUX U OPraHu3aLMOHO-TPaH3NLMOHUX Npobnema y CTawy [a U3BPLUM CBOjY
(PyHKUMjy 3aLUTUTE, HAPOYMTO Y KPU3HWM WUNM paTHUM cuTyaumjama. Ty ce, Haxa-
NOCT, 3Hawe (Tj. MEHTANHO U npedepeHUmMjanHO aHraxoBare) LKPe jaBHOCTH NO
nuTtarby Bojcke 3aBpLuasa’.

KpuTuuko npeucnutmBare Temerba Ha Koje ce ocrarba jaBHO Miewe 0 Bojcum
cTarnHu je 3agatak uvsunHor gpywrtsa 6yayhu ga je weH gobap kpegubunutert y
OYyMMa jaBHOCTW Y MHTEpecy W ApxaBse W ApywTsa. Y npupoau je meauja aa 6pso
oKkpehy naxwy ca jenHor gorahaja u Teme Ha apyre aktyenHoctu. Mefytum, ogpxa-
Bakbe jaBHE NaXHe Ha NuTakba Koja ce TUYY jaBHUX UHTepeca je nerutumMaH 3agjarak
meamja y cnyxéu jasHoctn. OH nogpasymeBa npoecuoHanHy OAnyky Aa ce Heka
Tema nnacupa kao nNpuopuTETHA M a Ce KOHCTaHTHO MpaTi, Kao M [a Ce OKO He
pa3Buja jaBHa gebarta pagu npoHanaxera onTUManHor pellewa 3a 3ajegHudy. Ha
CIMYaH HA4YMH — NAaHCKMM NPOECMOHANHUM aHraXXMaHoM — Meauju Tpeba aa ctu-
MYnWLY MHTEpecoBakbe LIMBUIHON CeKTopa 3a onTumarnHo ypehere cektopa 6es-
6enHocTn 1 ogbpaHe.

Ha reHeparnHOM HUBOY, LMrbeBM Meamjcke nonuTuke BC Tpebano 6u ga 6yay: >

— penoBHO, NPaBOBPEMEHO U TAYHO MHOPMUCAHLE jaBHOCTW O CBUM [eLlaBasu-
Ma 1 CTBapvma Koje je MHTepecyjy;

22 pdam Brigs, Pol Kolbi, Uvod u studije medija, CLIO, Beograd, 2005, str. 112.

B 3opaH JesToBuh, ,KoHdepeHuuja 3a wramny*, YM Yaconuc 3a ynpasrbake KOMyHUYUpa-
e, 6p. 4, 2007, ctp.135-151, (136).

* Hewap Mepuh, Kpeupare u esanyayuja medujcke nonumuke Ha npumepy Bojcke Cpbuje,
(mokTopcka aucepraumja), YHusepauteT MeratpeHa, beorpag, 2008, ctp. 49.

» nowua.
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— cTBapare M ofpxaBate fobpor muwrbewa 0 BC kog gomahe w uurbaHe
CTpaHe jaBHOCTM W Npodunmcame HeHor UMULA;

— kopuwhere CBMX NOrOAHMX Ha4YMHa NPoOMOLMje U NyGnMUMTETa Paamn KOHCTaHT-
He KOMYHUKaLuje ca APYLTBOM Kako bu ce 06e36eanna ctabunHa apywTBeHa u ap-
XaBHa NoapLUKa;

— obaBrbatbe HaBefeHor y CafejCTBy ca OCTanMM ApXKaBHUM CUCTEMUMA U ene-
MEHTMMa, HapounTo 13 obnacti 6e36eaHOCTH, YHYTPaLUHE W CMOSbHE MOMUTUKE W

— ofBvjame paga HagnexHux cnyxou y BC y 3akoHcku ogpefeHnm okBupuma, y3
CTPOry 3aWTuUTy 0f AHEBHO-MONMUTUYKMX Aorafaja u nokylwaja MHCTYMEeHTanusauuje
og 61no Koje UHCTUTYLMje, CTpaHKe unu nojeanHua.

McnyrtereM HaBEOEHMX LbeBa y JOBOIbHOj MEPU, Ko U CTWLaHhe adeKkBaTHe, a
KOHCTaHTHE NaXkke Meayja Koju umajy no3uTBaH cTas npema Bojcum, HeHoj cBpcK 1 yno-
3u y apxkasm v gpyLutey, BC moxe ga ctekHe nonyry meke Mohu u omoryhu nakwe v egow-
KacHuje PyHKLMOHMCaHe CUCTEMA, Kako Y MUPHOZOMCKIM, Tako 1Y paTHUM yCroBuma.

3aKrby4ak

YUnkseHnua ga cy meamju CBenpuCyTHU W ceenpoxumajyhn goHena je jaBHOCTH
HoBe ynore y cektopy 6e36eaHocTn. OHM Cy nocTanu KibyyHa crnoHa u3meny jaBHo-
CTu (gpywTBa) v Bojcke. HaumH Ha koju uHTepnpeTupajy n Tematusyjy 6esbegHocHe
npeThe (a 'y cnyyajy Cpbuje n pechopmy BOjHOr cucTema) nocTaje npecyaaH 3a jas-
HY NOAPLLKY BOjCLM (OBHOCHO HeHY pechopmy).

[lakne, ynora meauwja y peausajHuparby TpaguuuMoHanHe AuxoTomuje usmeny
ApywTBa 1 ondpambeHor cektopa jeaaH je of haktopa ycnexa pedopme BojHOOe-
30eQHOCHOr cucTema. Y TOM CMUCTTY, ofpxaBare fobpor nmuya BC v weHo age-
KBaTHO MEAOWjCKO MpeAcTaBrbake Huje camo y uHTepecy 6e3begHocHoOr cuctema,
Beh un Penybnuke Cpbuje. To je, oakne, HesaobunasHa dyHKUMja, anu joj y TpaH-
cdhopmaLimju BojHOr cucTema (Koja joL yBek Tpaje) Huje AaT afeKkBaTaH 3Havaj.

,Bojcka, 6e3 0b63mpa Ha TO LWITO je HEOCMOPHO jedaH of cTyboBa Apkase, y Me-
AMjCKOM NPOCTOPY Kakas je Hall JaHac He Moxe Aa padyHa ca yHanpep obesbehe-
HOM nogpLukom BehuHe jaBHUX rnacuna. OHa ce 3a NOTNopy jaBHOr Mib-eHa Mopa
13boputi, Npe cBera apupMucar-eM npaBux BPEAHOCTU BOjHE opraHu3auuje v kbe-
HOr ApYLUTBEHOr 3Ha4vaja. To MOry Aa yuyuHe camo npodecuoHanum, cnocobHu ga
edheKTHUM HacTynoM v y megujuma Koju npema Bojcum Hucy anpuopum 6naroHakno-
HW, OCTBapu LurbeBe obpaharba jaBHOCTU M MO3UTUBHO YTUYY Ha 0OnMKoBaHe no-
XEbHOT jaBHOI MHbEeHA — Ca CTaHOBWLLTA HALLE BOjCKE Y NMPOLECY heHe ngHccpop-
mMauuje y opyxaHy cuny cnpemHy Aa OAroBopu u3a3oBuma HoBor Beka™.”> [lopepn
HaOIeXHUX UHCTUTYUMja 1 opraHa, noTpebHO je aHraxoBarke U CTPYYHE jaBHOCTH,
HapPO4MUTO OHOT Jena Koju ce BaBW UCTpaxmBarUMa U aHanu3ama Meauja u jaBHor
mMerara. Kaga roBopuMo O CUrypHOCHWUM (hakTopuMa, akagemuum u rbyau us ma-

% Cnasorby6 PaHhenosuh, ,YBoa y uHdopmucarse”, HALL BOJCKA, Beorpag, 2003, cTp. 6.
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COBHUX MeaMja MOry urpatt BaxkHy WHAWPEKTHY yrory y AeduHucamwy U uHTepnpe-
Taumjy CUrypHOCHUX NUTamsa.

Y ycnosuma HenocTojaka jacHe meamjcke nonutuke, Bojcka Cpbuje ce Hawna y
TPEHYTKY Kaga ce Bpwu u pedopma cuctema obpaHe. To omoryhaea chopmupare
cTpaTervje koja ce MOXe UCKOOPAMHMPATU ca OCTanuMm enemeHTuMa opbpambeHo-
Oe3begHocHoOr cuctema y npouecy pedopme. Moxe ce 3akrbyuuTy 4a je HEONXOAHO
yCMOCTaBMTU CUCTEM MNpaBIbewa v Bofewa meaujcke nonutuke Bojcke y3 ycBajame
HajBMLWMX ogbpambeHux JOKyMeHaTa Koju Mopajy cagpKaTi NpaBuUIHO AeduHUCaHe
1 jacHo noctaerbeHe 6e3bedHOCHe, KOMYHUKALMOHE W ONWTe ApYLITBEHE LUIbeBe,
cTpateruje u enemeHTe Koju nogpxasajy TakBy MeamjCKy NOMUTUKY, Koja y3 afeksarT-
HY NPMMEHY NocTaje UHCTPYMEHT Meke Mohu.

Ykpatko, Bojcka Cpbuje mopa umatu gedmHucaHy 1 agekBaTHy Meaujcky nonw-
TWKY KOjy KOHTUHYMPaHO CMPOBOAM Kako On Borbe pyHKUMOHUCaNna y MUPHOAOMCKAM
ycrnoeuma, a Aa 6v nosehana waHce 3a ucnyrkere 046pambeHnx n NOSMTUYKUX Ln-
rbeBa y Cnyyajy KpMsHux cutyaumja v paTta.
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Pe3suwme

Pap, enabopupa KOHLeNT 1 3Ha4aj Megujcke NONUTUKE U NpUMEHYje ra Ha Boj-
cky Cpbuje. AHanuanpa ce 3Ha4aj meaunja y 6e30eQHOCHOM CEKTOpY Ha ap-
XaBHOM U MefyHapoaHOM HMUBOY U UCTMYe noTpeba 3a 4obpuM Meamjckum npeacTa-
BrbaweM Bojcke Cpbuje pagu noapluke jaBHOCTH 3a BUTHE OANYKe Koje ce Tu4y BOj-
HUX 1 6e36egHOCHUX NUTaka. peCTaBIbLEH je KOHLENT CTpaTeLLKUX KOMyHUKaLuja
M HUXOB OZHOC Ca MeaMjCKOM NonMTKoM Kojy 6u Bojcka mopana ga passuja Kao je-
[aH of VHCTpyMeHaTa Meke MOhu, LITO NpeAcTaBiba MHTEpPeC He CaMo OBOr CUCTe-
ma Beh n gpxase v gpylTea. Takofe, HaBoge ce OCHOBHW ENEMEHTM Ynje UCnyka-
Bake OM CTBOPMIIO YCNOBE 3a Kpevpamwe 1 Bofere ageksaTHe Meaujcke nonmTuke
Kao MHCTpYMEHTa Meke Mohu.

KrbyuHe peun: Bojcka Cpbuje, medujcka monumuka, meduju, cmpamewke KoMy-
HuKayuje, jagHOCM, jaBHO MH-eHbe
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he paper elaborates the concept and significance of media policy

and implements it to the Serbian Armed Forces. The importance of
the media in the security sector at national and international level is
analyzed and the need for good media representation of the Serbian
Armed Forces is emphasized in order to support the public for important
decisions concerning military and security issues. The concept of strategic
communications and their relationship with the media policy that the
Armed Forces should develop as one of the instruments of soft power,
which is of interest not only to this system, but also to the state and
society, has been presented. Moreover, the main elements are presented,
whose fulfilment would create conditions for the establishment and
conduct of an adequate media policy as an instrument of soft power.

Key words: Serbian Armed Forces, media policy, media, strategic
communications, public, public opinion

Introduction

he new age brings a new reality: ,....the development of technology and infor-
mation revolution have established a completely new environment, both for
political decision-makers on military actions and for the very Armed Forces”." It is

* The paper was written within the project ,Projection of trends of importance for the security of
the Republic of Serbia until 2030”, Strategic Research Institute, University of Defence in Belgrade

** Faculty of Diplomacy and Security, Universitiy Union Nikola Tesla, Belgrade, Republic of Serbia,
nesaperic@hotmail.com

*** Strategic Research Institute, University of Defence in Belgrade, Republic of Serbia

! Jasmina GIi§i¢, Demokratska civilna kontrola oruzanih shaga — savremene teorijske rasprave,
BCBO, Beograd, 2005.

193



VOJNO DELO, 3/2021

becoming increasingly clear that geostrategic goals (primarily of great powers) are
achieved through the following line of pressure: political and diplomatic, economic,
media and military. However, the military one is usually used in the end. Before that,
the other mentioned pressures are combined, which may have pronounced
intelligence-informative or media-communication elements/strategies.” The latter aim
to gain their own public, groups, informal and formal centres of power, as well as
foreigners, who are relevant in a given situation.

The most well-known experts in the field of PR focused on military-political is-
sues* agree that the influence of public opinion can be of great importance for ma-
king and implementing decisions related to military and security issues. This does
not mean decisions on entering into acts of war, but the relationship and interdepen-
dence of the state (state leadership) and the military, the people and the military,
redesigning the role of the military, its transformation, etc. ,Important decisions in the
field of politics, finance, security and other elites can be made without the public
support, but the chances for their long-term and successful implementation are then
significantly reduced”.’

The security reform and defence policy-making has to take into account the fact
that security and defence are increasingly becoming political issues, WhICh would
have to be understood to the general public in order to support them.® One of the
main problems in this process is the one that affects the entire public sector of Ser-
bia, including the military system. It is the problem of insufficiently developed com-
munication that has only recently been given more importance, which is largely cau-
sed by unorganized (or insufficiently implemented) legislation and insufficiently built
awareness in the society and institutions about the importance of high-quality, timely
and organized communication.

2 More in: Sasa Barbulovi¢, Zoran Jevtovi¢, Radan Lakicevi¢, Miodrag Popovi¢, Amnezija
javnosti, Grafo-Komerc, Beograd, 2004; i Radenko Sceki¢, ,The Media in the Service of
Geopolitics”, Media dialogues/Medijski dijalozi, Vol. 8, No. 3, 2015, pp. 33-39.

3 Nenad Peri¢, ,Medijska politika, informisanje javnosti, masovno komuniciranje i propaganda
kao sredstva medunarodne politike i ideologije”, Nacionalni interes, br. 3, 2008, pp. 169-182.

* More in papers: Ole R. Holsti, ,Public Opinion and Foreign Policy: Challenges to the Aimond-
Lippmann Consensus”, International Studies Quarterly, 36 (4), 1992, pp. 439-466; Piers Robinson
,The CNN Effect: can the media drive foreign policy? ”, Review of International Studies, April 25
(2), 1999, pp. 301-309; Philip Evert, Isernia Pierangelo, Public Opinion and the International Use of
Force, Routledge, London, 2000; Piers Robinson, ,The influence of media on world politics"
European Journal of Communication, Vol. 16, No. 4, 2001, pp. 523-544.

® Nenad Peri¢, ,Medijska politika, informisanje javnosti, masovno komuniciranje i propaganda
kao sredstva medunarodne politike i ideologije”, Nacionalni interes, br. 3, 2008, pp. 169-182.

& Jan Hartl, ,The Importance of Public Opinion in Security and Defence Policy", in Marie
Vlachova (Ed.), Public Image of Security Defence and the Military in Europe, DCAF — Geneva
Centre & Center for Civil-Military Relations, Belgrade, 2003, pp. 16-29.
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Strategic communication, media and soft power —
the need to develop the media strategy
of the Serbian Armed Forces

Strategic communication is a term used to denote the highest level of engagement of
communication achievements of an organization in improving its mission.” In the context
of national defence and security, strategic communication can be identified with each
activity, statement, message, descrlpt|on and action of the state armed forces that affects
the perception and public opinion of the populatlon that witnesses it.® Strategic
communications management implies the way in which an organization presents itself in
the society as a social actor in creating public culture and considering issues of public
importance. In this sense, strategic communication can be considered through:

— national (state) institutional level, which includes: public diplomacy, psycho-
logical operations, social marketing, propaganda and interest communications
(lobbying, advocacy, strategic negotiation);

— corporate level, which includes: public relations, integrated marketmg communi-
cations, socially responsible practice, corporate political activities.”

Strategic security communication plays a significant role in national and internati-
onal relations, and should stem from strategic national interests. It can be viewed as
a process, goal or means of achieving interest.

In this sense, the main object of strategic communication is the public in all its
segments, and the instruments and channels of action are the media - traditional
(TV, radio, press) and modern (Internet and new media).

The impact on public opinion is achieved through campaigns, which, in principle,
contain three main phases:

— defining issues in the public through the use of activist groups and their actions,
involving opinion leaders, who divert the public's focus on the desired topic. At this
stage, the public, which is wider than driving group, becomes aware of a problem.
With the increase of interest, the popularization of a problem grows with the constant
presence of the media;

— the involvement of the media, which, in order to more clearly convey a messa-
ge and encourage a wider audience, simplify the interpretation of a problem, thus
making it easier for new, previously disinterested individuals to participate in dis-
cussing a problem and taking a stance;

! Kjerstin Thorson, ,Strategic Communication”, Oxford Bibliographies, 2013, DOI:
10.1093/0B0O/9780199756841-0007.

¢ Todd C. Helmus, Christopher Paul, Russell W. Glenn, Enlisting Madison Avenue: The
Marketing Approach to Earning Popular Support in Theaters of Operation, RAND Corporation,
Santa Monica, 2007, pp. 171.

® Miroslav Mitrovié, ,Strateska komunikacija u funkciji nacionalne bezbednosti”, Vojno delo,
1/19, 2019, pp. 41-54, (p. 42). DOI: 10.5937/vojdelo1901041M.

% Denis Vilkoks, Glen Kameron, Filip Olt, Voren EjdZi, Odnosi sa javnoScu: strategije i taktike,
Ekonomski fakultet, 2006, Beograd, pp. 214-217.
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— the involvement of the state institutions. The popularization of a problem leads
to an increase in the motivation of stakeholders and the involvement of the instituti-
ons of the state, which is under pressure to take steps to resolve an issue. The pres-
sure is exerted from the public base (,the public wants”) while at the same time using
the really aroused interest (,the public needs”). The whole process is completely
covered with the assis-tance of the media, which practically maintain the required
level of tension and the presence of a topic in the phased conquest of a wider circle
of the public.

From the point of view of correlations and conditioning of the public, media and
politics in the context of the security sector, contemporary literature identifies the
processes of influencing political decisions from influencing security and foreign
policy. These influences are carried out in the cycle ,politics — media — politics”, wit-
hin which the holders (communicators), processes (media reporting, political proces-
ses), ambience (topic coverage, political ambience) with the strong influence of in-
formation controllers (gatekeeping) are emphasized, all within the set paradigm of
strategic communication goals.

StrateSka komunikacija

Iy

Proces
.kontrole informacija” '

s

Medijsko
Medijski izveStavanje
efekti

T

Figure 1 — Model of cyclical influence of politics - media — public'?

Politicki
ambijent

Pokrivenost vestima

" Marc Jungblut, Strategic Communication and its Role in Conflict News, Springer Fachmedien,
Wiesbaden, 2019.

2 Miroslav Mitrovi¢, ,Mediji kao instrument strateSke komunikacije u oruzanim sukobima — Si-En-En
efekat”, Vojno delo, br. 3/20, 2020, pp. 34-52, DOI: 10.5937/vojdelo2003034M.
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There is no doubt that the media have a strong stimulating effect on creating
people's opinions, more precisely, on creating public opinion. Furthermore, the me-
dia are an instrument of strategic communication, which is one of the expressions of
the state power and an instrument in political and security fulfillment of national inte-
rests. Strategic communication is an expression of the state soft power and its
systems (the Armed Forces is one of the most important systems in the case of the
Republic of Serbia) and can have an offensive and defensive character. The
conditionality of strategic communication as the subject of preservation and protec-
tion of national values and interests, and thus elements of national security, establis-
hes the need for resilience and informative vitality of a nation. This further causes
the need to develop an adequate media strategy at national level. The Serbian Ar-
med Forces are the main holder of the defence function, so it is natural and
necessary for them in the conditions of the importance of strategic communication
for the execution of their mission to begin the development of a current media
strategy relevant for modern conditions.

Media policy

Media policy is a continuous media action on certain demographic groups. It
consists of determining general and communication goals, their execution — through
media campaigns and public relations, and through selected communication
channels — the media."

Media policy is a means of addressing a wide audience, the society, at national
and international level in continuity. The unification of communication instruments is
necessary in order to derive a good rating from coordinated and harmonious action —
a positive image and the better and longer-lasting relationship with different target
groups. The establishment of media policy and public opinion is influenced by many
elements which, depending on their strength and representation, influence the
communication process. Among them are: a type of the society (various demo-
graphic, sociological, educational, cultural, religious and developmental factors), his-
torical circumstances and experiences, media development of the state, surroun-
dings, general circumstances, etc.™

'3 Nenad Peri¢, ,Medijska politika, informisanje javnosti, masovno komuniciranje i propaganda
kao sredstva medunarodne politike i ideologije”, Nacionalni interes, br. 3, 2008, pp. 169-182.

" Ibid.
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Figure 2 — ,Wheel” of media policy

However, media policy, in addition to its moment of mass address, has a ten-
dency of exceptional segmentation of the audience when the address/action condi-
tioned (or marked) by complex or socially rather important issues is ,produced”. This
is done for two main reasons. The first is based on easier selection of communi-
cation strategies, means and messages in relation to individual groups, in order to
increase the efficiency of media activities. The focus is on the creator and recipient
of a message with its anthropological (cultural, social and psychological) characte-
ristics, then communication strategy and argumentation contained in a message,

and linguistic factors."

'S Ibid.

198



The New Media Strategy of the Serbian Armed Forces as an Instrument of Soft Power

The second reason lies in deeper social segmentatlon There are two types of
opinion leaders (public opinion) - formal and informal.'® The former have been given this
name because they represent elected officials (institutional, political, non-governmental,
high-ranking organizational or corporate and public persons). Journalists often ask them
for statements, that is, opinion on a specific issue concerning their responsibilities or
interests. These are ,legitimate, formal leaders of power”.

The second group consists of informal opinion leaders, those who have an impact on
people, groups and their environment due to their personal characteristics, such as:
information, knowledge - credibility, articulation, leadership and charisma, driving force.
The deeper segmentation of media activities and media policy tries to identify this part of
the society. According to many sociologists, and their research, the importance of these
leaders is enormous, often crucial. The result of that research is the theory of two-phase
communication, which later grew into the theory of multiphase flow, although it is
basically the same idea: public opinion is formed by the opinions of people who have
already refined information, evaluated them and formed an opinion that is transferred to
others. This model is presented as a series of concentric circles, whose epicentre
contains opinion makers. They receive great quantities of information through mass
media and other sources, and forward some of that information to the next circle, whose
members represent the interested public. By expanding the circles, we come to the
disinterested public that remains out of the process of public opinion, aIthough a part of
the people from this circle will still get some information and show interest.”

Media policy of the Serbian Armed Forces

The majority of the most important practitioners and media theorists believe that wider
masses (i.e. those who ultimately form the basis of public opinion) are usually neither
sufficiently (well) informed, nor educat|onally and culturally mature to draw their own
conclusions ... they do it with assistance.'® These relationships are shown in Figure 3.

1 Stanley J. Baran, Dennis K. Davis, Mass Communication Theory: Foundations, Oxford
University Press, Oxford, 2019.

'" Nenad Peri¢, ,Medijska politika, informisanje javnosti, masovno komuniciranje i propaganda
kao sredstva medunarodne politike i ideologije”, Nacionalni interes, br. 3, 2008, pp. 169-182.

'8 More in: Walter Lippman, Public Opinion, Harcourt, Brace and Co., New York, 1922; Edward
Bernays, Propaganda, Horace Liveright, New York, 1928; William R. Caspary, ,The Mood Theory:
A Study of Public Opinion and Foreign Policy’, American Political Science Review, 1970, No. 64,
pp. 536-547; Denis Mek Kvejl, Uvod u sociologiju masovnih komunikacija, Glas, Beograd, 1979;
Fransis Bal, Mo¢ medija: mandarin i trgovac, CLIO, Beograd, 1997; Edward Herman, The Myth of
the Liberal Media, Peter Lang Publishing Inc., New York, 1999; Brigitte Nacos, Robert Shapiro,
Pierangelo Isernia (Eds.), Decision-making in a Glass House: Mass Media, Public Opinion, and
American Foreign Policy in the 21st Century, Rowman & Littlefield, Boulder, 2000; Richard
Eichenberg, Victory has many friends: US public opinion and the use of military force, 1981-2005,
International Security, 2005, Vol. 30, No. 1, pp. 140-177.
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Figure 3 — Elements and process of political and security decision-making™

In their assessments of security and defence, people usually depend on external
information and interpretations: addresses and speeches of their political leaders,
statements of their government and other institutions, information and comments on
television, radio and in newspapers.?’ ,The fact is that the traditional media repre-
sent the main channel of communication, which directly influences the formation of
opinions and attitudes of public opinion. However, rapid growth in the number of so-
cial network users, especially the younger population, has initiated the need to use
communication potential of new media to communicate directly with selected target
groups in order to inform them about the work, mission and tasks of an organiza-
tion”.

The media is one of the mechanisms that enables the society and individuals to
view themselves, the environment and the world. ,With a lot of information, the pu-
blic media paint our present on an invisible time screen every day. This media image
of individual, but also wider, somal reality is framed by the amount of information and
the scope of our knowledge 2 However, the image that the media create does not
have to completely coincide with reality. Sometimes that deviation is huge, to such

"9 Nenad Peri¢, ,Medijska politika, informisanje javnosti, masovno komuniciranje i propaganda
kao sredstva medunarodne politike i ideologije”, Nacionalni interes, br. 3, 2008, pp. 169-182.

% Jan Hartl, ,The Importance of Public Opinion in Security and Defence Policy", in Marie
Vlachovéa (Ed.), Public Image of Security Defence and the Military in Europe, DCAF — Geneva
Centre & Center for Civil-Military Relations, Belgrade, 2003, pp. 16-29.

! Srdan Blagojevi¢, Mihailo Zogovié, Milivoje Pajovic, ,Politika odnosa sa javno$éu u sistemu
odbrane®, Vojno delo, 5/2015, pp. 133-145.

2 pAdam Brigs, Pol Kolbi, Uvod u studije medija, CLIO, Beograd, 2005, p. 112.
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an extent that the media image and reality differ in essence. ,The staging of commu-
nication during the trans-mission of content is changing in the direction of a compre-
hensive picture of the society and consciousness. This builds social status, because
the one who appears more often in the public represents relevance, competence,
reliability and power”.?®

»1he public trust in the Armed Forces, which in Serbia relies heavily on historical
experience (the essential role of the military in establishing a sovereign state and
maintaining national identity) and cultural traditions (high appreciation of struggle
and war as a means of preserving freedom and independence) is subject to signifi-
cant fluctuations if not supported by public knowledge about the sources of security
risks, insight into the goals of the use of military force, the professional readiness of
the military to perform the tasks defined by law and the practical results of its acti-
ons. It is largely formed on the attitude of the society that the Armed Forces, despite
material-technical and orga-nizational-transitional problems, can perform their fun-
ction of protection, especially in crisis or war situations. This is where, unfortunately,
the knowledge (i.e. mental and preferential engagement) of the general public regar-
ding the Armed Forces ends”.?*

Critical reconsideration of the foundations on which public opinion on the Armed
Forces relies is a constant task of civil society since their good credibility in the eyes
of the public is in the interest of both the state and society. It is in the nature of the
media to quickly turn their attention from an event and topic to other. However, ma-
intaining public attention to issues of public interest is a legitimate task of the media
in the service of the public. It implies a professional decision to present a topic as a
priority and to be constantly followed, as well as to develop public debate around it in
order to find an optimal solution for the community. In a similar way — through plan-
ned professional engagement — the media should stimulate the interest of the civil
sector in the optimal organization of the security and defence sector.

At general level, the goals of the media policy of the Serbian Armed Forces
should be:?®

— regular, timely and accurate informing of the public about all events and things
that interest it;

— creating and maintaining a good opinion of the Serbian Armed Forces among
national and target foreign public and profiling their image;

— use of all suitable ways of promotion and publicity for the purpose of constant
communication with the society in order to provide stable social and state support;

— performing the abovementioned in cooperation with other state systems and
elements, especially in the field of security, internal and foreign policy, and

2 Zoran Jevtovic, ,Konferencija za $tampu", CM Casopis za upraviljanje komuniciranjem, br. 4,
2007, pp.135-151, (136).

% Nenad Peri¢, Kreiranje i evaluacija medijske politike na primeru Vojske Srbije, (doktorska
disertacija), Univerzitet Megatrend, Beograd, 2008, p. 49.

B bid.
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— work of the competent services in the Serbian Armed Forces within the legally
defined framework, with strict protection from daily political events and attempts at
instrumentalization by any institution, party or individual.

Fulfilling the mentioned goals to a sufficient extent, as well as gaining adequate
and constant media attention that have a positive attitude towards the Armed
Forces, its purpose and role in the state and society, the Serbian Armed Forces can
gain leverage of soft power and enable easier and more efficient functioning of the
system, both in peacetime and wartime conditions.

Conclusion

The fact that the media are ubiquitous and pervasive has given the public new
roles in the security sector. They have become a key link between the public
(society) and the military. The way in which they interpret and thematize security
threats (and in the case of Serbia also the military system reform) becomes crucial
for public support to the Armed Forces (i.e. their reform).

Thus, the role of the media in redesigning a traditional dichotomy between the
society and defence sector is one of the success factors in reforming the military-
security system. In that sense, maintaining a good image of the Serbian Armed For-
ces and their adequate media representation is not only in the interest of the security
system, but also the Republic of Serbia. It is, therefore, an unavoidable function, but
it has not been given adequate significance in the transformation of the military
system (which is still ongoing).

»1he Armed Forces, regardless of the fact that they are indisputably one of the
state pillars, in the media space such as ours today cannot count on the support of
most public media in advance. They have to fight for the support of public opinion,
primarily by affirming the true values of the military organization and its social
significance. This can be done only by professionals, capable of achieving goals of
addressing the public and positively influencing the formation of desirable public
opinion by an effective address in the media that are not a priori benevolent
towards the Armed Forces - from the point of view of our Armed Forces in the
process of their transformation into the armed force ready to respond to modern
challenges”.®® In addition to competent institutions and bodies, it is necessary to
engage the professional public, especially the part that deals with research and
analysis of the media and public opinion. When it comes to security factors,
academics and mass media can play an important indirect role in defining and
interpreting security issues.?’

% Slavoljub Randelovié, ,Uvod u informisanje®, NIC VOJSKA, Beograd, 2003, p. 6.

%" Marie Vlachova, ,The European Public Opinion On Security And Defence: A Good Message
for Politicians and Soldiers®, in Marie Vlachova (Ed.), Public Image of Security Defence and the
Military in Europe, DCAF — Geneva Centre & Center for Civil-Military Relations, Belgrade, 2003,
pp. 284-293.
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In the absence of a clear media policy, the Serbian Armed Forces found them-
selves at a moment when the defence system is being reformed, as well. This ena-
bles the development of a strategy that can be coordinated with other elements of
the defence and security system in the reform process. It can be concluded that it is
necessary to establish a system of making and conducting media policy of the Ar-
med Forces with the adoption of the highest defence documents, which have to
contain properly defined and clearly set security, communication and general social
goals, strategies and elements that support such media policy, which becomes an
instrument of soft power by its adequate implementation.

In short, the Serbian Armed Forces must have a defined and adequate media
policy that is continuously implemented in order to function better in peacetime, and
to increase the chances of fulfilling defence and political goals in the event of crisis
situations and war.
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Summary

he paper elaborates the concept and significance of media policy and imple-

ments it to the Serbian Armed Forces. The importance of the media in the
security sector at national and international level is analyzed and the need for good
media representation of the Serbian Armed Forces is emphasized in order to support
the public for important decisions concerning military and security issues. The
concept of strategic communications and their relationship with the media policy that
the Armed Forces should develop as one of the instruments of soft power, which is
of interest not only to this system, but also to the state and society, has been
presented. Moreover, the main elements are presented, whose fulfilment would
create conditions for the establishment and conduct of an adequate media policy as
an instrument of soft power.

Key words: Serbian Armed Forces, media policy, media, strategic communications,
public, public opinion
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