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Abstract:

The main objective of this chapter is to affirm thgortance of the branding

process and creating a positive image of SerbiakyHor many years, was faced
with negative image. As a result of this fact, #edecupied a low position on the
world map of country brand values, as presentedth®y leading research

agencies dealing with the topics of country bragdinea. As a candidate for EU

membership, Serbia has got potential access tontagket of more than 370

million consumers, where the positive image canabgignificant competitive

advantage in ruthless unfair market competitionpdovement of the national

image is primarily dependent on an effective proomai campaign designed to
influence adequately on the attitudes of the tangatket. Hence, the emphasis in
this work has been placed on several crucial areagh as: development of
effective communication of the national image abiae the use of marketing

communications mix to promote the country image #red use of integrated

marketing communications for the purpose of cregtire country’s image.
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INTRODUCTION

Obtaining of the candidate status for EU membershiwery significant for
Serbia from both, economic and political aspect] am terms of improving
country's image, because it is an evidence of &erbieadiness to join the
European mainstream and accept European positimmdieg to it as a true
European country. In that context the EU membergbgif, besides the political
integration, opens various possibilities for ecoimprogress in the direction of
security for foreign investors, increasing of numbgjobs, further development
of small and medium enterprises, agriculture, ankatwis perhaps more
important, building of a competitive position s@ttserbia can be with other EU
member countries. Integration into the EU meant $Sleabia is ready to confront
and correct the negative associations (wars, waleertc.) that for many years
were tied to Serbia, but also it means that Sagbiaady to create a new image,
and that is an image of European Serbia. Beinggfdhte EU means membership
in the system of democracy, respect for human sightd values, respect for law
and market regulations. To market a product inEblemeans to have access to
the market of over 370 million consumers. And,ny &f the consumers wishes to
buy a product labelled as "Made in Serbia”, thentgqumust make great efforts in
assuring the product quality and in products reitmgn and above all, the great
efforts must be invested in the country’s natiomahge so that it awakens
positive associations.

According to Simon Anholt (2009) the change of doyis image is not a quick
or easy job. Such an image is being formed, somastifior centuries, it is being
shaped by wars, religion, diplomacy, sports viemior defeats, famous "sons and
daughters" of the nation and finally, by the praduexported by that country. A
national brand is like the proverbial super tankbich takes five mileso change
course and eight miles to stophis statement requires that "the countries and
nations today must become aware of their demaneimgronment and clearly
define who they are and what they want, what thaay affer to the world, why
would they be important to someone and why shdwag be respected. They just
have to find a way to attract attention of othersl @ell them a story about
themselves in a way that will create among them i@ buyers, lobbyists,
friends, or at least have an impact on reducingntinaber of enemies"(Skoko,
2009, p. 10).

In this regard, and in order to create a positiggomal image, Serbia should use
the concept of integrated marketing communicatiart blso a systematic
approach which means to create an organizatiomemauntry level that would
manage the complete project of improving the Sarlpiational image through
consistent promotional activities. In order to tle¢ country effectively fight for
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her place on the global scene, it must be idedtiig something — its values,
people, products, natural resources, aspiratiarigyre, history, athletes, lifestyle
or a combination of the above stated, making iteonal image.

NATIONAL IDENTITY AS BASIS FOR THE COUNTRY’S IMAGE AND
BRANDING

Country’s reputation is a key item in its econongogial, political and cultural
development. Olin's (2005) says that nation thakeaps as the most attractive is
being rewarded while others are suffering. Han §)98und that there were two
specific ways in which consumers used the counimgage (in the form of halos
and as a summary). When consumers do not know ribdugt, they use the
country’s image to perform a conclusion about tihedpct quality, when the
actual quality is unknown (halo). The halo affestsconsumers attitude towards
the brand indirectly, through beliefs arising froin@ conclusions. As consumers
become more aware of country’s product, the colsmtmage is used to sum up
their beliefs about the product characteristicentthe image directly affects their
attitude towards brands (abstract).

Figure 1: Different stakeholders in country branglin

Dinnie (2008) says that nation branding is the ueigulti/dimensional blend of

elements that provide the nation with culturallyognded differentiation and
relevance for all* of its target audiences”. Coytstrbrand is a way in which
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country is primarily seen by its citizens, and thay the country is seen by the
people of the world. Theme brand has to intereshityg and professional circles
because those who manage the country’s brandingistdate all the good
(positive) things and raise them, but also all ¢httsat don’t contribute to a good
image — not to stand (the truth well told).

Figure 2: The image of a country — Key Compondbisi€¢, 2008, p.143)
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History, language, territory, political regime
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"Identity is created on the basis of the own valed facts" (Skoko, 2009, p.15),
and national identity is defined as feeling of Inglimg to a particular group,
which was acquired during the socialization proc&Stber, 1998). National
identity consists of other identities. Huntingt@®9Q4, p.110), states that different
people differently evaluate national identities damparison with their other
identities, and relative importance and intensitythee national identity of any
people has changed over time. "The national braral multidimensional brand,
and may include value categories such as: hightyual products and services,
business dynamics, creativity, ingenuity, entrepueship, educated and skilled
population, excellent facilities for rest, recreatiand entertainment, high quality
infrastructure and healthy natural environméntt the process of creating or

“‘www.brandmagazin.com/index.php?Itemid=69&id=2299&op=com_content&task=vi
ew (Accessed on May 25, 2012).
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strengthening of the national brand it is indisdates to work hard on identifying
and on continuous selection of strong brands whigh be the holders of the
national brand and its identity. This means thatntdes must be aware of how
they are perceived abroad and that is why it's iapib to invest in research of the
perception of their national characteristics (fead), products and services and
other important elements of the brand. Nationatatteristics and values that are
selected to form a national brand identity mustdmted in the reality.

POSITIONING OF SERBIA'S IMAGE IN GLOBAL PUBLIC

Country’s position, in the global public, is a seddj of interest of a large number
of agencies. In the next segment, we shall presemie of the most renowned
researches on the positioning of Serbia by the mashinent companies in this
area: East West Comms - Country Branding Globaéxn20, GfK Roper (The
Nation Brand Index) and the Country Brand Index I}CB

East West Comms - Country Branding Global Index 200 East West Comms
Group is engaged in providing communication andndiray services which
publishesCountry Branding Global Index 20BI) ranking list by Perception
Metrics system, which compares on a quarterly bdlses positive and negative
news in the world's leading media about countiie#s analysis, East West uses
positive (assistance, freedom, support, victorg.)eand negative words and
messages (violence, murder, separatism, etc.) #mat linguistically and
conceptually related to the country observed. Frioenanalysis of these positive
and negative messages, the score (rank) is beiregndeed and compared to
other countries covered by the study. East WesibNd@&rand Perception Index
shows that of total 20@anked countries (of which 192 are the memberdef t
UN), Serbia took the 1§9place in 2010, while at the end of 2011, Serbia v
the encouraging, 18%lace.

Table 1: Serbia Ranking in the period from 2002@4d.1.

Year 2008 2009 2010 2011

Serbia 170 181 159 169
Source: East West Nation Brand Perception Indext201

During the year of 2011, in the international me8&bia was mentioned, either
positively or negatively, 22.489 times. What is @nm&aging is the fact that in the
last two years there is a slight improvement ofgbsition of Serbia, compared to
2009 when Serbia was the worst ranked, on thé' p&ice. The fact is that the
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communication messages tones are very slowly, buentheless, transforming
from neutral to positive, what is partly due to themination of Serbia for EU
candidate status.

GfK Roper (The Nation Brand Index) - German company GfK Roper Public
Affairs & Media, is one of the largest market rasbaorganizations in the world.
Simon Anholt (one of the leading theorists in thieldf of branding a
nation/country), in cooperation with GfK group, é&ped the concept of Nation
Brand Index, and constructed a unified, rational aomprehensive system for
measuring the national brand reputatiohe Anholt-GfK Roper Nation Brands
Index measures the power and quality of each countrytantb image” by
combining the following six dimensions: Export, Maement, Culture and
Heritage, Reputation of the Population, Tourism alestments and
Immigrations. GfK Index for year 2011 made an asialpf 50 countries based on
these six dimensions. Serbia was not on this list.

Country Brand Index (CBI) - Country Brand Index (CBljs an organization
created byFuture Brandbased on the perceptions of 3.000 internationsiniess
and tourist travellers from nine countries (U.S@xgat Britain, China, Australia,
Japan, Brazil, UAE, Germany and Russia). The CguBtand Index features a
variety of ratings and rankings including: Autheitti, History, Art & Culture,
Resort & Lodging Options, Ease of Travel, Safetgcédmmodation, Rest &
Relaxation, Natural Beauty, Beaches, Nightlife, §hog, Fine Dining,
Entertainment, Outdoor Activities & Sports, Hosliifa Standard of Living,
Attraction for business, Easiest to Do Busines®Qimality Products and Services,
Advanced Technologies, Environment and Desire tsit\and/or Visit Again
Determined Country. From the beginning of publighihe Country Brand Index
(2005), Future Brand organization didn’t includelfa in their study.

Except the secondary data analysis of the abouedstagencies, the authors
analysed the positioning of Serbia in the foreigninfarily European) printed
media, and in major global TV networks. During jlear 2011, they analysed the
newspaper articles by the influential Europeantpdrmmedia, was made (El Pais,
El Mundo, Guardian, Times, Independent, Le Mondé& Bresse, Deutsche
Welle), as well as the sites of the global mediaises (BBC, CNN, Euronews,
TV5, CBS, Al - Jazeera, Sky News and RTL). Accogdia author’s research, the
character of articles reporting on Serbia durind2@h the above mentioned
media was: 72% neutral, 22% positive, 6% negatMest of the articles are
related to sports (42%), where dominated tennisones by Novak Djokovic
during the 2011, then politics (19%), and less @m @rimes (8%), society (7%),
economy (5%) and chronicle (4%). Articles relattogother subject areas do not
exceed the cumulative prevalence of 15% (Figure 3).
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Figure 3: Structure of articles on thematic areaghe chosen media in 2011.

HSport

M Politics
MWar crimes
M Economy

M society

E Chronicle

M Otherareas

If we summarize the above given results, we carclode that relatively negative
image follows Serbia on the world global scene, ibatimportant to say that

there is a tendency of slight improvement. This ati#g connotation is the

consequence of recent wars and bombing of Serbl®%9, but also because of
negative campaign in the world media during theOt@3. However, it is the

result of several decades of disregarding promatiand communicational

strategies that Serbia didn’'t enforced in her fifglita place on the world scene.
In this way we lost a great media battle, but hetwar.

In the world of global communications, the courdgrymage consists of two
dimensions:Unintentional image which is the result of information about the
country (media) andntentional image which is a result of promotion of the
country, with implementation of pre-designed mairigtstrategy. Unintentional
image of Serbia was created during the 1990-iesause of the war in former
Yugoslavia, and a very bad image of Serbia wasepted. Yet, today, we have
instruments that can help Serbia to significamfpliove the national image that
represents the experience or perception the warddalout it, primarily through
promotional campaign based on integrated markemngmunications.

PROMOTION OF SERBIA THROUGH THE IMC CONCEPT

Under the influence of the increasing fragmentatibworld markets and media,
reinforcing the global competitive struggle, teclugical advances in the field of
telecommunications, there is a significant shiftpiofiling the communication

mix, in terms of adopting the concept of integratearketing communications
(IMC), which should represent the basis of commatmn strategy of Serbian
brand with target audiences in the EU (Domazet2p0h this sense, the idea of
the authors of this chapter is that the Serbianegowent should create an
organization on a country level that would manalge tomplete project of

improving the Serbian national image.
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IMC concept focuses creativity, synergy, integmatiand communication.
Integration is a combination of separate parts antmified whole. One outcome
of integration is synergy, which is expressed ag2"2 5", and means that the
integrated whole is greater than the sum of itdspavhen communication
messages reinforce each other, synergy is beirajectdut when messages are
different, they can be confusing and the emergafice/nergy is absent. In the
case of positioning the national image of Serhie implementation of IMC
should be coordinated by a national agency, inroi@ensure that the message
about Serbia is clear, consistent, convincing amdpetitive.

Analysed by the applied communication campaigns thieans that stands of
Serbian exhibitors at international trade fairsdtide branded according to the
adopted visual identity of the Serbian brand. Hl& important that the site of the
national brand of Serbia is interactive and thabiporates all the important
information essential for improving the communioatiaspect of the target
audiences (domestic and foreign). This means thathe representatives of
Serbia abroad should be aware of the IMC strategly should coordinate their
appearances with it (this is especially importamtdconomic diplomats, who are
supposed to take a significant role in the positigrof the national brand of
Serbia).

There are different models that explain the imgdaommunication to the target
public, and most models are given in Table 2.

Table 2: Models of communication activity on thegéd public
(Kotler, Keller, 2006, p.245).

Models

AIDA Hierarchy-of-Effects Innovation-Adoption Communications
Stages Model? Model? Model® Modeld
Awareness Exposure
Cognitive .
S%age Attention l Awareness Reception
| Knowledge Cognitive response
|
Y Y \ \
Interest Liking Interest Attitude
Affective
Stage Preference
Desire Conviction Evaluation Intention
I 1 1 1
A
_ Trial
Echavicy Action Purchase ¥ Behavior
Stage .
Adoption
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The primary objective of integrating marketing couomitation is to increase
communication efficiency and better positioningtleé national image of Serbia.
Efficiency is achieved by reducing the number af lmessages and by increasing
their impact on the recipient. In this process,rapph that should be used is
targeted approach, which involves adjusting the sags to the recipient.
Consistency ensures that among the messages, getin l[wountry of Serbia,
there is no collision and in that way, it is neeegdo precisely define goals and
processes of communication. Communication objestican be linked to:
creating the image of Serbia and its brands, mgldiommunication preferences
of competitive advantage of Serbian brands, redutte perceived investment
risk and uncertainty of investments in Serbia byvjling useful information and
advices.

STAGES IN DEVELOPMENT OF EFFECTIVE COMMUNICATION OF
NATIONAL IMAGE OF SERBIA

Basic steps in developing effective communicatidntle national image of

Serbia should be:

1. Situation analysis and identification of the targetlience (target public);

2. Determination of communication objectives, which ymhe awareness,
knowledge, liking, preference, persuasion and gecep;

3. Creating a general strategy of integrated marketorgmunications,

4. Determination of the budget for the implementatioh communication
strategies,

5. Designing communication, i.e. creating messagesteiims of content,
structure, format, etc.

6. Choosing the communication channels, which primasiiould be massive,
with the creation of an interactive map in accomawith the visual identity
of the national brand of Serbia,

7. Deciding on the media mix, and/or creating a comoation media plan
respectively;

8. Managing and coordinating the communications;

9. Measuring the results of the campaign and compatiegresults achieved
with defined objectives.

Situation analysisis based on the SWOT analysis that focuses maixigiz
internal advantages and opportunities offered by ®erbian market, and
minimize the weaknesses of the national brand, waithattempt to avoid the
dangers lurking on targeted market. After thas itecessary to identify the target
auditorium, which represents the key influence @mmunicator's decisions
about what to say, how to say, when to say and wtwogay. Target auditorium
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can also be profiled by targeted market segmemstermination of
communication objectivedollows the decision - making process of potential
market segments on the perception of Serbia asirEnyo on the choice of Serbia
as a real investment and tourist destination, aherpurchase of Serbian brands.

Communication designingdepends on strategic decisions regarding the ration
brand of Serbia: what to say (message strategy)tb®ay (creative strategy) and
who should say (message source). The messageyubkaalto be short, clear; it
has to cause attention, and has to be emotiortalficve in a way to develop the
positive effect of the target public and the desodemake a concrete step. All
these message elements must be consistent witfopsbydefined and adopted
visual identity of national brand of Serbia. Parkely the importance of
communication messages should be emphasized iry afa@nciseness, clarity
and focusing on a particular segment we want t@tipnourselves, following the
rule "less is more" i.e. minimalism and clarity @mmunication messages with
the maximum resultThe choice of communication channelds the most
important stage in the communication developmeatabse it is necessary to
determine the budget for a given communicationvagti For example, such is
communication of our diplomats, where they woulddagticularly focused on
one segment, they are so-called economic diplomdts, are the most invited
that in their personal contact with foreign reprdagves they significantly
influence the positioning of national brand of Sarbwithin a promotional
campaign it is necessary to make a choice betwdfaremt types of media for
transmission of messages, but also between diffedéarnatives within each of
them. In practice, these activities are subsumelgtne terrmedia planninglt

is a process that involves making of decisions sei@es of communications for
transferring messages to the target audience. @this process, the quantitative
and qualitative information about the media aren@paonsidered. Quantitative
information includes, for example for TV - the cq&r second of broadcasting,
rating, efficiency - cost effectiveness; for thénpmedia these are: the price for
publishing (and size of advertising space), reddeyscirculation, sales, etc.
Qualitative information means analysis of environimemedia image, press
quality, advertisements position, responses to réidirgy messages, etc. It is also
necessary to provide answers to the questions whdren and how often to
advertise.

Geography (Where?) includes answers to the questibout where a message
will be broadcast (at national, regional, globalelg. Seasonality (When?) is

expressed when it comes to promotion of specifitual events (Guca and Exit),

including visits to many cultural and historicallsis, and suggests that the
timing, when to implement communication campaigesalso important. In the

end, there must be an answer to the questimw-often to advertise® this it is
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necessary to define the optimal levels of the folly parameters: range,
coveragdgReach) frequency of broadcastingrequency, and their combinations
(Effective reach / frequency)or creating the optimal media mix, i.e. for
choosing adequate channels of communication, ihdsessary to know the
characteristics of the basic forms of promotionosth of advertising, public
relations, sponsorship, event marketing, directintetnet marketing.

Advertising - is a paid method of mass idea promotion of idgaeducts or
services, via various media by a company. Also,edtsing is effective for
creating awareness about the brand, ubiquitous teasl the possibility of
repetition, television is a particularly powerfukedium that has its full effect in
the combination with print media; it iexpressivebecause it provides the
mainstreaming of the company and its products tiratreative use of the press,
sounds and colourdmpersonal because it lacks flexibility, it means it is a
monologue in front of the auditorium, not a dialeguith it.

Public relations (PR)- it is a form of communication that involves the
presentation of the brand so that information alibate placed through media
announcements and press conferences and mediaotinpace is not paid
directly. The main characteristics are: high degrek credibility; the
advertisement is not paid, exceptionally suitable an instrument of
communication in case of a limited budget, it atisamore targeted market,
extremely effective in unpredicted circumstancesmiit is necessary to react
quickly (in unpredicted situations it representpaverful instrument of crisis
management). The main disadvantage of PR, as a goitation channel, is the
loss of control over the published material, beeahg press release may or may
not be published, but its content can be changeddordance with the editorial
policy of media.

Sponsorship- activities and programs sponsored, in the caserational brand,
by the country Serbia with the aim of creating iattion between the brand
“Serbia” and the target public. Sponsorship is vesgful for building the brand
and achieving publicity; positive for society taoshthat the company cares about
the local community and society in general. Thigetpf communication is more
and more popular due to the fragmentation of tiauhtl media.

Event marketing, meaning promotion of the nationddrand image through
presentations at international fairs, exhibitionsna the permanent training of
entrepreneurs- these activities contribute to the positive depment of the
national brand and the effects are long term. Aiiant number of Serbian
businessmen attended many international fairs @gdnby the Tourist
Organization of Serbia and the Serbian Chamber af@erce, where they
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exchanged business experience with foreign collesmgiihis kind of activity
should be particularly supported, including specttourses and seminars that
would educate our entrepreneurs, with the aim gfr@miate presentation of
Serbia in the world, but also development of expmatkets.

Direct marketing— represents a direct communication with existngpotential
market targets where communication can be persathli there is an
instantaneous measurability of results, long-lastielationship can be built
through periodic contacts, activities are lessblgsito competitors. But on the
other hand, bad targeted direct marketing actitause negative effects on
consumers. It means that special attention shoseldid to the exponential
development of social networks (Facebook, Twitténkedin, etc.), which, as a
direct communication medium, are becoming an urtialde factor in every
promotional campaign. The channels of communicasibould includeword of
mouthmarketing, in fact, the testimonies of foreign gfge~vho visited Serbia and
carry an extremely positive experience about thenttyg. This type ofonline
brandingoffers nations the opportunity to establish thdueseas niche brands in
a way that would not be possible through using mmeventional branding
techniques (Dinnie, 2008, p. 246). A special sedgnwdrthe interactive direct
marketing campaigns should be paid to the presandemanaging the mix of
communication in social networks: Facebook, TwjtténkedIn, My Space, etc.

EFFECTIVE COMMUNICATION AND MEDIA

From the point of view of time, the efficiency aframunication can be assessed
before, during and after the campaign. The ainhepte-testingis to, before the
marketing campaign begins, assess the effectivesfemse or more elements of
messages and/or their composition in order to sdlee optimum message.
Rationality of pre-tests is reflected in the facattit is better previously, with
lower costs, to identify the inadequacy of certagssages (ads), than to conclude
that by the end of the campaign. Research befoeectdmpaign is usually
conducted on a small number of typical or potertaadjets, while for the brand
that is being promoted different research techricure being used (Ewing, 2009,
p.104). Such techniques are: focus-groups, tecbsigq unfinished sentences,
tests of association, portfolio tests, etc.

In progress of marketing campaigresearches are implemented in the course of
duration of the promotional programs, within a shone after the end of the
show, using the telephone on the basis of a questice containing a small
number of precisely defined, short and clear qaesti to obtain certain
information from respondents who were exposed fmaiicular advertisement.
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Researches after the campaigre focused on measuring the effectiveness of ad
campaign, in whole or rarely, on measuring the rdoumtion of individual
elements of message that should enable the realizatf the advertisers’
objectives. Depending on the objectives, research@sbe directed to collect
various information related to: identifying the deg of brand picture
improvement (image), which is measured by diffeeeimcattitudes and opinions
of the members of the target group on advertisimglycts "after" and "before”
the advertising campaign etc.; identifying the @egof the target group exposure,
which is measured by the number of the target gnomgmbers (propaganda
targets) who observed the message; identifyingltggee of retention (memory)
messages, which is measured by the number of thettgroup members who
remember the messages, etc.

For gathering the information who indicates theeetiveness of commercial
advertising, different tests are being wused, sucls: dests of
recognition/identification memory tests and etcTests of recognitionare
performed in a way that certain ads are shown eéar¢ispondents and then, they
are asked to state the one they recognize. Howbsaeed on that, nothing can be
concluded about the attitudes of respondents (weheliey are positive, neutral or
negative) related to the message itself and theativeffects of the given
campaignMemory testsan be carried out without any help (no remindiagdl
with help (using recall). In this case, respondeats helped to remember
advertising messages in a way that, along withgtrestion put to him/her, certain
brands were stated to them. Empirical studies ghatvfrom the set of those who
like the advertising message, the inclination taheaparticular brand is increased
with very large number of respondents.

American newspaper publishers (Magazine Publisbiefgnerica) along with the
American Association of Analysts Marketing Manageme(Marketing
Management Analytics - MMA), quantified the effeaif advertising on total
sales, as well as the impact of advertising intpriadia in relation to advertising
in other media. In this comprehensive study 18Gdsawere analysed, in 13
different product categories, in the period sin@4Lto 2000 and results were
presented not individually but aggregateBrands that were included in the
analysis represent more than 9 billion of totalestment in marketing, and/or
more than $ 3 billion investment in advertisingd anore than 500 million dollars
invested in advertising through print media

® www.ppamarketing.net/cgi-bin/wms.pl/726, (AccessadVlay 10, 2012.)

® The value of the advertising market for the pasiéars (1995-2012) had a growth of
over 100%, so we should be aware that an investofeditbillion € in 1995th today, we
can equate with an investment of at least 6 bilon
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The analysis did not include internet advertisiegduse at the time of making the
analysis there were not enough data about this aneédMA conducted a
guantitative analysis and the results showed that,brands spending a higher
percentage of their marketing budget for advemidiave higher yield of their
total investment in marketing. Respectively, ineexh investment in media
enhances the overall effectiveness of marketingrtstf The effectiveness of
marketing efforts has been measured by the dedta@iod recognition products.

Figure 4: Marketing mix influence of two differdotands on media effectiveness

Impact on the efficiency of the marketingmix
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The study results clearly demonstrated that thegpa# advertising through the
effective combination of television, radio and pnnedia significantly improves
recognition of the brand which the communicatiox mias created for. Also the
capability of print media was pointed out that,hintthe existing media mix, to
improve the efficiency of marketing investment rat(Figure 4.). The conclusion
of the MMA research study clearly shows that adseng, presented as a
combination of television and print media, enhanites efficiency of the total
marketing mix, leading to the conclusion that tliicacy of certain forms of
marketing communication depends on the degree eif tihtegration into a
coherent system that ensures consistent commuwmcatnsmitting messages to
their clients. These results of empirical reseasdaiearly point out to a trend that
should be followed, provided the goal is creatiny effective promotional
campaign to improve the national image of Serbia.
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CONCLUSIONS AND RECOMMENDATIONS

Prerequisite for the development of effective comications, aimed at
improving the country's image, is a promotional paign focused on the most
significant potential that can be placed in the tmoptimal way to target
audiences in the EU. In the case of Serbia, duhagreation and implementation
of communications, it is necessary always to beraved the desired image of
Serbia that will reflect their basic strengths amvantages. Communication
strategies should be a part of the global markettregfegy, where it is necessary
to define: basic values with which Serbia wantpdtsition itself to the target
market of EU, as well as the target markets thraagieted segments and toward
them create a strategy of positioning the image.

Development of effective communications of the imad Serbia should be done
in two phases:

1. Construction of infrastructure (institutionabfnework), visual identity and
interactive site of the national brand of Serbia.

2. Creation and implementation of communicatioatsgies of the national image
of Serbia, with the focus on integrated marketiognmunications.

In the first stage it is necessary to build infrasture which will be responsible

for implementation of the communication strategi@sugh the following steps:

- Creating an organization on national level whichuldo manage and
coordinate all the communications related to tht@nal brand of Serbia.

- Creating visual identity of the national brand oérl§a, especially the
selection of the dominant colours (it is recommehti® use colours of the
national flag), logo and slogan under which all camication messages will
be launched.

- Creation of a representative, interactive site whigill have a priority
position in all international search engines, wti@word "Serbia" is typed.
This site should be present in all media formatedudy Serbia in
communication with the EU target audiences and rhasn full compliance
with the adopted visual identity of the Serbianoral brand. The site should
be a specific guide through Serbia, which will, agoall necessary
information about Serbia, incorporate the most irtgpd TOS and TOR
materials.

After finalization of this phase, development anmpiementation of the
communication strategies of the national branderbfa can start with the focus
on integrated marketing communications. This phes®lves the following
steps: situation analysis and identification of tdmget audience; determination of
communication objectives, creating a general sisatef integrated marketing
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communications; determination of budget for the lanpentation of the

communication strategy, communication designinggosing of communication

channels, deciding on the media mix and/or creaifahe media plan, managing
and coordinating the communications; measuringhef ¢campaign results and
comparing the achieved results with the definedsgoa

Author’'s recommendations for effective communicasiowith the aim of
enhancing the national image of Serbia are:

- The basic motive of promotional campaign, i.e tommunication campaign
slogan should be short, clear with a focus on tive ¥alues on which Serbia is
being promoted. Some of the more successful conuation slogans were:
"Portugal - The Beauty of Simplicity", "Incredibldia”, "Malaysia - Truly
Asia", "Cyprus - Island for All Seasons", "Croatidhe Mediterranean as it once
was," "Romania - Explore the Carpathian Garderl00% Pure New Zealand",
"Sicily - Everything else is in the shade", "Switaed - Get Natural", "Spain -
Everything Under The Sun", "Greece - Live your myith Greece". For
communication with the target audiences the mdsict¥e is a combination of
advertising channels (through the national and aldly networks and the most
popular print media), publicity in interaction withe central site of the national
brand of Serbia.

- The campaign should include the world famous $Sedgdihletes, scientists,
directors, actors), who would support the campa@gd would appear in
promotional spots about Serbia, broadcast on th& pampular national channels
and global TV networks. Spots should be broadcasthe global television
networks in Europe, America and Asia (CNN, Eurone®BC, CNBC, RT,
TVBMONDE, RAIl, TVE, CCTV, etc.), where media seiect would depend on
the target market.

- This advertising campaign should include glolmrss TV network (Eurosport,
ESPN), but also TV channels oriented on travelingayel TV). For

communication with the domestic public it is betteruse: national TV, high
circulation print media, billboards with the supipof intensive PR.

- On any media format that is used as type of comecation (both with a foreign,
as well as with a local target public) the site, ascentral part of the
communication campaign of the national image obBeishould be seen.

- The promotional campaign should be partly dirgdtavards the promotion of
Belgrade, as an historical landmark, but also aggional centre of culture,
entertainment and sport. The communication camgagiould be intensified
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with participation of Serbian businessmen at tHecsed international trade fairs
and exhibitions, especially in the countries that trgeted as a primary target
foreign public.

- Communication channels should also includevibed of mouthmarketing, i.e.
the testimonies of foreign guests who visited Seréind carry an extremely
positive experience about the country. This typgmimotion has a significant
role in increasing the positive recognition of eaduntry's national brand. A
special interactive segment of the direct marketampaign should be intended
to the presence and managing the communicationomisocial networks like
Facebook, Twitter, LinkedIn, etc.

- It is necessary to create in specialized medigiollow music festivals in the
world a special segment of the communication cagmpaihich will be engaged
in the promotion of Exit and Guca, as the most irtggg music festivals in this
part of Europe,. It is also necessary to use thergy effect of acknowledgment
of International edition of CNN, CNN World Fiestdieh, in June 2011, included
Exit among the nine best festivals in the world.
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