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LEONARDO DA VINCI

Svoju je kreativnost Leonardo da Vinci realizirao slikarskim
umjetnickim djelima , izumima koja i danas nadahnjuju
znanstvenike, kao mislilac, matematicar, konstruktor/inzenjer...
Istrazivao je u podru¢jima matematike, fizike, mehanike,
dizajna... ujedinjavao znanja i umijeca. Stvarajuéi povezivao
je teorijsko, prakticko i poeticko. Bio je svojevrsni medij
umjetnickog, znanstvenog i prakti¢noga.

Kroz njegovo cjelokupno djelo provlaéi se prepoznatljiva
uzbudljivost stvaranja, otvorenost prema novome, hrabrost
zalaska u neistrazeno - kreativnost u naj$irem smislu rijeci.

Leonardo da Vinci realised his creativity through paintings and
inventions that continue to inspire scientists, and as a thinker,
mathematician, designer and engineer. He made explorations in
the fields of mathematics, physics, mechanics and design, bringing
together various knowledge and skills. In his creations, he
brought together the theoretical, practical and poetic. He acted as
something of a medium of the artistic, scientific and practical.

The body of his work is interwoven with the thrill of creation,
openness towards newness and the courage to enter uncharted
territories - creativity in the broadest sense of the word.
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KREATIVNOST I MEDIJI

Kreativnost je ono ¢ega moze ali i ne mora biti u svakom ljudskom ¢inu
i svakoj ljudskoj djelatnosti. Vidljiva je, moze se ¢uti, dodirnuti, okusiti,
mirisati - u proizvodima/djelima koji mogu pripadati podru¢ju umjetnosti,
dizajna, poslovanja, komunikacije...

Kreativni ¢in utkan je u lijepu (inovativnu) jezi¢nu konstrukciju, u djelo
arhitekture, skulpturu, likovno djelo, likovni koncept...; kreativnost
je ono $to moze ponijeti u glazbi, osvojiti nas za roman, ‘zalijepiti’ za
filmsko platno...

Sveprisutnost kreativnoga ¢ina u svakom od navedenih podrucja ide
pod ruku sa svojevrsnim zaboravom govora o kreativnosti, odnosno
promisljanja tog fenomena. Nerijetko se, naime, govor o kreativnosti
svodi na jadikovke o nepostojanju kreativnosti.

Kreativnost u medijima jedna je od najrjede promisljanih tema.
Djelomice zato $to je kreativnosti i inace teSko misaono elaborirati,
a dijelom i zato §to su tehnic¢ke inovacije ‘pokrile’ prostor interesa za
razumijevanje kreativnosti kao takve. Otuda potreba za interdisciplinarnim
promisljanjem fenomena kreativnosti u sinergiji razlicitih teorijskih
pristupa, odnosno promisljanja razli¢itih podrucja primjene kreativnosti
( razli¢itih tehnika).

Suceljavajuéi analize razli¢itih umjetnickih pristupa, kreativnosti
u poslovanju, likovnih i/ili dizajnerskih rjeSenja, kreativnosti u
marketinSkim promis$ljanjima i komuniciranju opcenito — Zelimo
oblikovati platformu za bolje razumijevanje onog dijela ljudskoga bica
koje nas je kroz povijest uvijek vodilo prema naprijed.

Otvaramo temu kreativnosti kao idealno mjesto susreta razli¢itih
teorijskih praktickih i poetickih pristupa, mjesto prepoznavanja,
teorijskog i prakti¢nog nadahnuca.

Divna Vuksanovi¢ / Sead Alié¢

Predsjednici Programskog i Organizacijskog odbora
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CREATIVITY AND MEDIA

Creativity is that which may or may not be present in every human act
and every human activity. It is visible, it can be heard, touched, tasted,
smelled - in products/works which may belong to the field of art, design,
business, communication, etc.

Creative acts are woven into beautiful (innovative) linguistic constructions,
into works of architecture, sculptures, works of art, artistic concepts, etc.;
creativity is that which has the ability to transport us in music, that which
makes a novel gripping, that which ‘glues’ us to the big screen...

The ubiquity of the creative act in all of the aforementioned fields goes
hand in hand with a kind of forgetfulness in speaking about creativity,
or reflecting on this phenomenon. Too often does the talk of creativity
boil down to lamentations regarding the lack of creativity.

Creativity in media is one of the least often contemplated subjects.
This is in part because creativity is notoriously difficult to elaborate
on intellectually, and in part because technological innovations have
‘covered’ the field of interest in understanding creativity as such.
Hence the need for contemplating the phenomenon of creativity in
an interdisciplinary fashion, in the synergy of different theoretical
approaches, i.e. contemplating the different areas of the application of
creativity (different techniques).

In juxtaposing the analyses of different artistic approaches, creativity
in business, artistic and/or design solutions, creativity in marketing
deliberations and communication in general — we wish to design a
platform for a better understanding of the part of the human being that
has always led us forwards through history.

We raise the topic of creativity as the ideal meeting place of different
theoretical practical and poetic approaches, as the place of recognition,
and theoretical and practical inspiration.

Divna Vuksanovi¢ / Sead Ali¢

Presidents of Programm and Organization Committee
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Program / Programme Cetvrtak / Thursday 17. 9. 2015.

Dolazak i smjestaj sudionika u
Hotel Kimen u Cresu /
Arrival and accommodation of participants
at Hotel Kimen, Cres

21:00

Piée dobrodoslice / Welcome drink

Petak / Friday 18. 9. 2015

22:00

Poetsko-glazbeni performans
Enes KiSevi¢, ZEFIR i prijatelji /
Poetry and Music performance
Enes Kisevi¢, ZEFIR and Friends
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Program / Programme Petak / Friday 18.9. 2015.
Raspored predavanja / Lectures

9:10-10:20 Predsjedava / Chairperson:
Dragan Calovi¢

9:10- PREDRAG FINCI:

9:20 (Velika Britanija / United Kingdom)

Soba i ulica (stvaralastvo izmedu privatnog i javnog) /

A Room and a Street (Creativity between the Private

and the Public)

9:20- ZELJKO RUTOVIC:

9:30 (Crna Gora / Montenegro)
Postmoderni mediji — (ne)mo¢ kreativnosti (stvarnost i
spektakl) /

Postmodern Media — Wickness/Power of Creativity
(Reality and Spectacle)

9:30- DIVNA VUKSANOVIC:

9:40 (Srbija / Serbia)

Filozofija medija i kreativne industrije /

The Philosophy of Media and Creative Industries

9:40- VLATKO ILIC:

9:50 (Srbija / Serbia)

O kreativnosti u vremenu medija /
On Creativity in the Times of Media

9:50- Diskusija / Discussion
10:20

Pauza / Break
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Program / Programme

Petak / Friday 18. 9. 2015.
Raspored predavanja / Lectures

10:30-11:40 Predsjedava / Chairperson:
Divna Vuksanovié¢

10:

10

30 -
140

SEAD ALIC:

(Hrvatska / Croatia)

Prisvajanje licence na kreativnost /

The Appropriation of the License to Creativity

10

10 :

140 -
50

NENAD VERTOVSEK:

(Hrvatska / Croatia)

Dronovi i lifelogging kao nova medijska percepcija
stvarnosti 21. stolje¢a — povezivanje kreativnosti i
vojnih ciljeva /

Drones and Lifelogging as a New Media Perception
of Reality in the 21st Century — Bringing Together
Creativity and Military Objectives

10 :

11

50 —
: 00

TATJANA MILIVOJEVIC, DRAGANA
JOVANOVIC:

(Srbija / Serbia)

Sposobnost za samocu i kreativnost: da li nam digitalne
drustvene mreze , kradu‘ kreativnu samocu? /

Capacity for Solitude and Creativity: Do Digital Social
Networks ‘Steal” Our Creative Solitude?

11

11:

: 00—
10

DRAGAN CALOVIC:

(Srbija / Serbia)

Upotrebna vrednost i kreativnost u medijima /
Use-value and Creativity in the Media

11:

11

10 —
140

Diskusija / Discussion

Pauza / Break
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Program / Programme

Petak / Friday 18. 9. 2015.

12:00-13:10 Predsjedava / Chairperson:
Dubravka Vali¢ Nedeljkovic¢

12
12

00—
10

NEDA RADULOVIC:

(Srbija / Serbia)

Koncept (globalnog) terorizma i teorija zavere

kao medijski diskurs /

The Concept of (Global) Terrorism and Conspiracy
Theories as Media Discourse

12 :

12

10 —
120

VESNA IVEZIC:

(Hrvatska / Croatia)

Lica cenzure — sloboda misljenja i kreativnost u
uvjetima trziSno orijentiranog drustva /

Faces of Censorship - Freedom of Opinion and

Creativity in Terms of Market Oriented Society

12

12

120 —
30

MARIJANA KOLEDNJAK, IVANA GRABAR:
(Hrvatska / Croatia)

Ugasi los program i upali svoj stav! /

Turn off the Bad Program and Turn on Your Attitude!

12

12

30 -
140

FULVIO SURAN:

(Hrvatska / Croatia)

Baze podataka kao oblik kulture. Utjecaj novih medija
na umjetnickom stvaralastvu: odnos s kinom /

The Database as a Cultural Form. The Impact of New
Media on Artistic Creations: The Relationship with the
Cinema

12

13:

140 —
10

Diskusija / Discussion

Pauza / Break
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Program / Programme

Petak / Friday 18. 9. 2015.

13:20-14:30 Predsjedava / Chairperson:

Zeljko Rutovié
13:20- DUBRAVKA VALIC NEDELJKOVIC:
13:30 (Srbija / Serbia)
Mogu li informativne emisije javnog servisa biti i
kreativnije? /
Can Public Service News Programs Be More Creative?
13:30- TIJANA VUKIC:
13:40 (Hrvatska / Croatia)
Konceptualizacija novinarske kreativnosti /
The Conceptualisation of Journalistic Creativity
13:40- ANA MARTINOLI:
13:50 (Srbija / Serbia)
Digitalna medijska publika — nova ocekivanja, nove
navike /
Digital Media Audience — New Expectations, New
Habits
13:50 - MILOS MILOSEVIC, IRENA RISTIC:
14: 00 (Srbija / Serbia)
Kreativan pristup izucavanju kreativnosti /
The Creative Approach to Creativity Studies
14:00— Diskusija / Discussion
14 :30

Rucak / Lunch

17




Program / Programme Subota / Saturday 19. 9. 2015.
Raspored predavanja / Lectures

9:00-10:10 Predsjedava / Chairperson:
Nenad Vertovsek

9:00— DANIJELA PANTIC CONIC:

9:10 (Srbija / Serbia)

Brend, potrosacko drustvo i mediji /

Brand, Consumer Society and Media

9:10— DANIELA BLAZEVSKA:

9:20 (Makedonija / Macedonia)

Menadzment medija i kreativnost /

The Management of Media and Creativity

9:20- VELJKO ZVAN:

9:30 (Hrvatska / Croatia)
Kreativnost i trziste /
Creativity and the Market

9:30- MIROSLAV VICENTIEVIC:

9:40 (Srbija / Serbia)

Kreativnost reklame = stvaranje potrosackog drustva /
Commercial Creativity — Creating Consumer Society

9:40- Diskusija / Discussion
10:10

Pauza / Break
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Program / Programme Subota / Saturday 19.9. 2015.

Raspored predavanja / Lectures

10:20-11:30 Predsjedava / Chairperson:
Viatko 1li¢

10

10 :

120 —
30

IVAN JOVANOVIC:

(Srbija / Serbia)

Tv serija ,,Crno-bijeli svijet™: jugonostalgija ili
neocekivana obnova kulturnog prostora Srbije i
Hrvatske /

TV Series ‘Black and White World’: Yugonostalgia
or an Unexpected Regeneration of the Serbo-Croatian
Cultural Space

10:

10

30 —
140

JELENA MARKOVIC:

(Srbija - Bosna i Hercegovina / Serbia - Bosnia and
Herzegovina)

Kreativan pristup medijskom zagadjenju — umetnicka
reciklaza /

A Creative Approach to Media Content Pollution — Art
Recycle

10

10:

140 —
50

BRANKA BARIC, ANTONIJA JURCIC:

(Hrvatska / Croatia)

Kreativnost verbalnog i neverbalnog koda reklamnih
poruka banaka koje posluju u Hrvatskoj /

The Creativity of the Verbal and Nonverbal Advertising
Codes of Banks Operating in Croatia

10 :

11

50 —
: 00

ANA PURKOVIC:
(Srbija / Serbia)

Kratki film i kreativnost /
Short Film and Creativity

11
11

: 00—
130

Diskusija / Discussion

Pauza / Break
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Program / Programme Subota / Saturday 19. 9. 2015.

11:40-12:50 Predsjedava / Chairperson:
Veljko Zvan

11:40- VASILIJA ANTONIJEVIC:

11:50 (Srbija / Serbia)

Kreativni marketing u filmu kao anticipacija propasti
kinematografije /

Creative Advertising in Film as the Anticipation of
Cinematography’s Destruction

11:50 - KATARINA SMAKIC:

12:00 (Srbija / Serbia)

Drustvene mreze i omladina: uticaj opcije ,,like* na
kreativno ponasanje omladine /

Social Networks and Youth: The Effect of the ‘Like’
Option on the Creative Behaviour of Youth

12:00— TIJANA MANDIC, BOJANA SKORIC i
12: 10 IRENA RISTIC:
(Srbija / Serbia)

Kreativno povezivanje i HCI/
Creative Bonding and HCI (Human Computer

Interaction)
12:10 - JADRANKA BOZIC:
12:20 (Srbija / Serbia)

No¢ muzeja — inovacija, kreacija, edukacija /
Museum Night — Innovation, Creation, Education

12:20 - Diskusija / Discussion
12:50

Pauza / Break
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Program / Programme Subota / Saturday 19.9. 2015.

13:00-14:10 Predsjedava / Chairperson:
Miroslav Vicentijevi¢

13:00- ALEKSANDRA BRAKUS:
13:10 (Srbija / Serbia)

Kreativni marketing u medijima /
Creative Marketing in the Media

13:10- MIRKO JAKOVLIEVIC:

13:20 (Crna Gora / Montenegro)
Kreativnost-opredeljujuci faktor u radu televizijskog
reportera /

Creativity — A Decisive Factor in the Work of Televi-
sion Reporters

13:20 - ANTONIJA JURCIC:

13:30 (Hrvatska / Croatia)

Kreativnost u oblikovanju facebook profila hrvatskih
javnih osoba /

Creativity in Shaping the Facebook Profiles of Croatian

Public Figures
13:30- DAMIR KUKIC, EDIN TABAK:
13:40 (Bosna i Hercegovina / Bosnia and Herzegovina)

Novi mediji i drustveno Citanje /
New Media and Social Reading

13:40 - Diskusija / Discussion
14:10

Rucak / Lunch

21



Program / Programme Subota / Saturday 19. 9. 2015.

17:00-18:20 Predsjedava / Chairperson:

Marijana Kolednjak
17:00 - DRAGO MARTINOVIC:
17:10 (Bosna i Hercegovina / Bosnia and Herzegovina)

Kreativnost djelatnika za odnose s javno$¢u u (novo)
medijskom okruzenju /

Creativity of the Public Relations Employees in the
(New) Media Environment

17:10- MAJA RISTIC:

17:20 (Srbija / Serbia)

Kretivno pisanje u Stampanim medijima u Srbiji /
Creative Writing in the Written Media in Serbia

17:20 - BOBAN TOMIC:
17 :30 (Srbija / Serbia)
Inovativnost i kreativnost nastavnih programa
medijskih studija /
Innovation and Creativity of Media Studies Curricula
17:30 - MIMO DRASKOVIC, RADENKO SCEKIC:
17 :40 (Crna Gora / Montenegro)

Politicka (ne)kreativnost u medijima /
Political (Non)creativity in the Media

17 :40 - SLADANA STAMENKOVIC:

17 :50 (Srbija / Serbia)

Mediji u Srbiji: kreativnost ili kvazi kreativnost? /
Media in Serbia: creativity or quasi creativity?

17 :50 — Diskusija / Discussion
18:20

Pauza / Break
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Program / Programme Subota / Saturday 19. 9. 2015.

18:30-19:40 Predsjedava / Chairperson:
Mimo Draskovié¢

18:30— IVANA UKROPINA:
18 :40 (Srbija / Serbia)
Drama kao instrument advertajzing i medijskog
profita /
Drama as the Instrument of Advertising and Media
Profit
18:40 - JELENA MAKSIMOVIC, JELENA OSMANOVIC:
18:50 (Srbija / Serbia)

Kvantitativni pristup istrazivanju medija u
obrazovanju /
Quantitative Research of Media in Education

18:50 - LIVIA PAVLETIC:

19:00 (Hrvatska / Croatia)

Moguc¢nost kreativnosti u medijima /

The Possibility of Creativity in the Media

19:00 - MARINA ASKOVIC:
19:10 (Srbija / Serbia)
Kreativnost i mediji /
Creativity and Media
19:10— Diskusija / Discussion
19 : 40
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Program / Programme Subota / Saturday 19. 9. 2015.

ZAVRSNA DISKUSIJA / CLOSING SESSION
Predsjedava / Chairperson DIVNA VUKSANOVIC / SEAD ALIC
21:00 Rasprava, inicijative, zavrsno slovo /
Discussion, initiatives, farewell message

Zatvaranje simpozija / Closing of the symposium

Zajednicko fotografiranje / Photo session

24



Program / Programme Nedjelja / Sunday 20. 9. 2015.

11:00 Sastanak programskog i organizacijskog odbora
simpozija

12:00 Sastanak uredniStva Casopisa In Medias Res

13:00 Sastanak inicijativne grupe Creska inicijativa

25
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SEAD ALIC

Prisvajanje licence na kreativnost

Kreativnost se uvijek povezuje sa slobodnim ljudskim djelovanjem, ljepotom,
umjetnoséu, ljudskim izumima - dakle uglavnom necim prihvatljivim i dobrim.
Ali, $to se dogada u vremenu globalnog manipuliranja. Razvija li novo vrijeme
nove vrte i novi oblici kreativnosti?

Sto ée nam pokazati analize pracenja medijskog manipuliranja globalnih
medijskih igraca?
Ideja rada je pokazati tamnu stranu kreativnosti u masovnim medijima.

Masovni mediji smanjuju moguénosti kreativnog djelovanja u medijima.
Istovremeno razvijaju manipulacijske oblike kreativnosti.

Te oblike trebamo detektirati, objasniti i komentirati.

The Appropriation of the License to Creativity

Creativity is always associated with unbound human activity, beauty, art, human
inventions — generally something acceptable and good. But what happens in the
time of global manipulation? Does the new time create new kinds and forms
of creativity?

What will the analysis of monitoring the media’s manipulation by the global
media players show us?

The idea of this piece is to show the dark side of creativity in the mass media.

Mass media reduce the possibilities of creative work in the media. They
simultaneously create manipulative forms of creativity.

We need to detect, explain and comment on these forms.

29



VASILIJA ANTONIJEVIC

Kreativni marketing u filmu kao anticipacija propasti
kinematografije

Manipulacija kreativnim industrijama dovodi do transformacije filma u reklamni
prostor u kome se kreativnim reSenjima, u zavisnosti od otvorenog ili suptilnog
pristupa, implementira popularizacija odredenog brenda. Marketinski pristup
filmu narusava strukturu filma koriste¢i proizvode van funkcije u okviru
scenarija, konzumerizam kao referentno telo indikativno u karakterizaciji i
dovodi do samog preovladavanja narativom. Negacija u specifi¢nim primerima
/“Koka Kola Kid” Dusan Makavejev (1985)/ ili autoironija u prikazivanju
kreativnog procesa u korporacijskom sistemu /“Veliki” Peni Marsal (1988)/
daje afirmaciju propasti filma koji u savremenom svetu postaje sredstvo za
plasiranje proizvoda.

Creative Advertising in Film as the Anticipation of
Cinematography’s Destruction

The manipulation of creative industries leads to the transformation of film into
an advertising space in which creative solutions, depending on whether the
approach is open or subtle, implement the popularisation of certain brands. The
marketing approach to film undermines the film’s structure by using products
with no function within the scenario; consumerism becomes a point of reference
indicative in characterisation, which results in its dominating the narrative.
Negation in specific examples /Coca Cola Kid, Dusan Makavejev (1985)/ or
self-irony in presenting the creative process within the corporate system /Big,
Penny Marshall (1988)/ affirms the destruction of cinematography in the modern
world, where it becomes a tool for product placement.

30



MARINA ASKOVIC
Kreativnost i mediji

Tendencija savremenih medija da oblikuju pojedinca i javno mnjenje kao pasivne
recipijente koji viSe nisu u stanju da slobodno, putem sopstvenih oseéanja,
istinitom i1 proverenom predstavom dolaze do ideja i na taj na¢in kreiraju svoju
stvarnost vodi poreklo jo§ od vremena panhelenske ideologije - kada je usmeni
medij pre$ao u pisanu formu, tj. kada se helenska usmena kultura preobrazila
u pismenost.

U medijski kreiranoj stvarnosti koja liSava pojedinca licnog estetskog iskustva,
poistoveéeno je misljenje o iskustvu i moc sticanja iskustva. Osecanje koje je
spontani preobrazaj iskustva zamenjeno je seCanjem na oseéanje - mimesis.

Creativity and Media

The tendency of contemporary media to shape an individual and public opinion
as passive recipients who are no longer in condition to freely, according to their
own emotions, by true and verified knowledge form ideas and consequently
create the reality, dates back to Panhellenic ideology — when the oral medium got
its written form, e.i. Hellenic oral culture transformed into the written culture.
Media-created reality which deprives an individual of the personal aesthetic
experience, equalizes the knowledge about experience and the power to gain
experience. The feeling which is spontaneous transformation of experience is
replaced by memory on the feeling — mimesis.

31



BRANKA BARIC, ANTONIJA JURCIC

Kreativnost verbalnog i neverbalnog koda reklamnih
poruka banaka koje posluju u Hrvatskoj

Reklame su sastavni dio ljudskog Zivota, a procijenjena vrijedost oglasavanja
na hrvatskim nacionalnim kanalima iznosi izmedu 41 i 50 milijuna kuna. Iako
su banke posljednjih godina u Hrvatskoj spominjane u poprili¢éno negativnom
drustvenom konktekstu, istrazivanjem ¢e se pokusati prikazati koje verbalne
i neverbalne kodove koriste banke u svojim reklamnim porukama te koliki
naglasak stavljaju na kreativnost u komuniciranju reklamnim porukama.
Usporednom analizom sadrzaja analizirat ¢e se reklamne poruke kojima se
na nacionalnim kanalima oglasavaju banke koje posluju u Hrvatskoj. Posebna
pozornost obratit ¢e se na pridrzavanje Kodeksa oglasavanja i trziSnog
komuniciranja kao i koristenje stereotipa.

The Creativity of the Verbal and Nonverbal Advertising
Codes of Banks Operating in Croatia

Advertisements are an integral part of human life, and the value of advertising
on Croatian national channels is estimated to be between HRK41 and 50 million.
Although banks have been mentioned in quite a negative social context in the
recent years, this research will attempt to show the verbal and nonverbal codes
used by banks in their advertising messages, and how much emphasis is put on
creativity in communicating through advertisements. The advertisements used
by banks operating in Croatia to advertise themselves through national TV
channels will be analysed by means of comparative content analysis. Special
attention will be paid to their compliance with the Advertising and Marketing
Communication Code, as well as the use of stereotypes.
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DANIELA BLAZEVSKA

MenadZment medija i kreativnost

Cilj rada je da istrazi znacaj kreativnosti za uspe$no menadziranje medija.

Fokus istrazivanja je kreativnost menadzera pri obavljanju posla, kao i
menadziranje kreativnih zaposlenih, otvorenost prema njihovim idejama i
drugacijim pristupima.

U radu trebalo bi da se izvede zakljucak kako kreativnost menadzera i zaposlenih
utice na uspesno funkcionisanje medija.

The Management of Media and Creativity

The aim of this paper is to research the importance of creativity in successful
media management.

The focus of the research is the creativity of managers in the performance of
their work, as well as the management of creative staff, openness to their ideas
and differing approaches.

The paper should provide an answer as to how the creativity of managers and
employees affects the media’s successful functioning.
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JADRANKA BOZIC
Noé muzeja — inovacija, kreacija, edukacija

Kreatori Noc¢i muzeja nude inovaciju, drugaciji model za konzumiranje kulture,
sadrzaj po meri agende dana$nje publike. No¢ muzeja je istinski fenomen nasih
dana. Okupljeni mladi, kreativni ljudi ponudili su pregrst novih ideja urbanog
karaktera i savremenog senzibiliteta i tako animirali stotine hiljada ljudi. Tokom
te no¢i zaposleni, uz pomo¢ animatorskih i edukativnih aktivnosti, olakSavaju
razumevanje umetnickih dela, kao i artefakata, kreiraju narative, produkuju
znacéenja, $alju odredene poruke u kontekstu aktuelne (zadate) teme. Akcenat
organizatora manifestacije je na tzv. nemuzejskim programima: koncertima,
performansima, projekcijama filmova, zabavnim i edukativnim sadrzajima, kao
vida produkcije i difuzije kulture oblikovane prvenstveno za mladu publiku.

Museum Night — Innovation, Creation, Education

The creators of Museum Night offer innovation, a different model for consuming
culture, and content made to fit the agenda of today’s audience. Museum Night
is a true phenomenon of our time. The assembled young creatives provide
a number of new ideas with an urban character and modern sensibility, thus
animating hundreds of thousands of people. During the night, the employees
facilitate the understanding of artworks and artefacts, create narratives, produce
meanings, and send certain messages in the context of the current (set) theme,
all with the help of animating and educational activities. The organisers put an
emphasis on the so-called non-museum programs: concerts, performances, film
screenings, and entertainment and educational content, as a form of production
and diffusion of culture designed primarily for young audiences.
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ALEKSANDRA BRAKUS

Kreativni marketing u medijima

Umetnost je ljudska delatnost koja ima za cilj podsticanje ¢ula, uma i duha. Ona
predstavlja aktivnost koja je stvorena sa namerom da prenosi emocije i ideje.
Potreba za umetno$c¢u potice iz ljudske kreativnosti. Mnoge naucne discipline
kao §to su psihologija, sociologija, umetnost, istrazuju pojam kreativnosti.
Prisutnost kreativnosti u marketingu nije dovoljno istraZena. Zivimo u vremenu
koje karakterisu tehnoloski napredak i brze promene. Susre¢emo se sa velikim
brojem reklamnih poruka i nasa svest je ve¢ izgradila “odbranu” protiv reklama.
Mnoge reklame viSe ne primecujemo i postajemo slepi na ve¢inu. Kompanije
moraju da budu ekstremno kreativne ako Zele da poSalju odredenu poruku i da
pridobiju paznju javnosti. Kreativni marketing je spoj marketinga i kreativnosti.
On je koristan u teorijskom i prakticnom smislu, moze se sluziti svim vrstama
medija u postizanju svog cilja. Kreativnost ima koristi od marketinga jer se
preko njega ona moze ispoljiti, a i marketing ima koristi od kreativnosti jer na
taj na¢in on dobija novo ruho i postaje marketing novog doba.

Creative Marketing in the Media

Art is a human activity which aims to stimulate the senses, mind and spirit. It
is an activity that was created with the intention of transmitting emotions and
ideas. The need for art stems from human creativity. Many science disciplines,
such as psychology, sociology and art, explore the concept of creativity. The
presence of creativity in marketing is not sufficiently researched. We live in
a time characterised by rapid technological advances and changes. We come
across large numbers of advertisements and our consciousness has already built
a “defence” against advertising. We do not notice many advertisements and
have become blind to most of them. Companies must be extremely creative if
they want to send a specific message and hold the public’s attention. Creative
marketing is a combination of marketing and creativity. It is useful both in
theoretical and practical terms, and can use all types of media to achieve its
goal. Creativity benefits from marketing since it can express itself through it,
and marketing benefits from creativity in that it is given a new lease of life and
becomes the marketing of the new age.
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DRAGAN CALOVIC

Upotrebna vrednost i kreativnost u medijima

Pitanju odnosa medija i kreativnosti u tekstu se pristupa kroz analizu problema
vrednovanja oblika kreativnog delovanja ostvarenih posredstvom masovnih i
novih medija. lako se oblasti kulture pridaje ¢esto poseban status unutar ukupne
drustvene stvarnosti, u istrazivanju se polazi od shvatanja da oblici kreativnog
rada nisu izuzeti iz procesa afirmacije upotrebne vrednosti. Ovakvo glediste
blisko je marksistickom shvatanju da je duhovna proizvodnja u jednom drustvu
uslovljena oblicima njegove materijalne proizvodnje. Navedeni stav tumaci se
u smeru da oblici materijalne proizvodnje uslovljavaju postavljene ideoloske
okvire, uti¢uéi na afirmaciju upotrebne vrednosti oblika kreativnog delovanja
koji se ostvaruju posredstvom medija. Ovo, pri tom, ne uti¢e samo na medijsku
produkciju, ve¢ i na nacine upotrebe medija.

Use-value and Creativity in the Media

In order to analyse the relationship between the media and creativity, the author
analyses the issue of evaluating the forms of creative activity realised through
mass and new media. Even though culture is often given a special status within
the whole of the social reality, the research presumes that the forms of creative
work are not exempt from the process of use-value determination. This viewpoint
is close to the Marxist idea that a society’s spiritual production is determined
by the modes of its material production. The stated viewpoint is interpreted
in a way that the modes of material production determine the set ideological
framework, affecting the affirmation of the use-value of the forms of creative
work realised through the media. This does not only affect the media production,
but also the use of media.
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ANA PURKOVIC

Kratki film i kreativnost

Rad obuhvata sociolosko istrazivanje na temu razlika izmedu kratkog filma i
dugometraznog filma radenog u periodu 2014-2015, u kom je jedna od kljuénih
razlika upravo kreativnost.

Short Film and Creativity

The paper deals with a sociological research on the difference between short
and feature films made between 2014 and 2015, where creativity is seen as one
of the key differences.
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PREDRAG FINCI

Soba i ulica (stvaralastvo izmedu privatnog i javnog)

Tradicionalna umjetnost je dugo bila skepti¢na prema novim medijima. Nakon
pocetne medusobne odbojnosti dolazi do suradnje. Tradicionalne umjetnost i
novi mediji sve vise medusobno utjecu jedni na druge. Mediji koriste iskustva
umjetnosti i imaju znacajnu ulogu u promoviranju i percipiranju umjetnosti.
Ova “suradnja” stvara nove uratke (djela) i u medijima i u umjetnosti i rezultira
promjenama i u jednom i u drugom.

A Room and a Street (Creativity between the Private and the
Public)

Traditional arts were sceptical about the new media for a very long time. After a
period of mutual rejection they have gradually come to the point of collaboration.
Traditional arts and the new media have increasingly influenced each other.
The media use art experience and play a significant role in the promotion and
perception of the arts. The “collaboration” results in new works (oeuvres) both
in the media and in the arts, and modifies them both.
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VLATKO ILIC

O Kkreativnosti u vremenu medija

Kreativnost najéesc¢e dovodimo u vezu sa velikim dostignué¢ima ljudskog
duha, inovacijama i vrednim umetni¢kim delima iz proslosti, nesputano$céu i
slobodom, uprkos tome §to zivimo u vremenu neslobode. Naime, i pored privida
nesagledivih moguénosti, pojedinac je slobodan da deluje iskljuéivo u skladu
sa imperativima trziSta, koje predstavlja dominantnu paradigmu savremenog
sveta. Shodno tome, danas je i kreativnost u sluzbi profita, te se o njoj sve vise
govori u kontekstu kreativnih industrija, kreativne klase, itd. Ovakav paradoks
uodljiv je i kada je re¢ o medijskim svetovima, posto postvarenom medijskom
ambijentu odgovara danasnje drustvo kontrole dok se raznovrsne prakse otpora
umnogome oslanjaju na nove tehnologije i njima svojstvenu obi¢ajnost. Ovom
prilikom zato ispitacemo moguénosti kreativnog delovanja, kao kritickog i
orijentisanog ka slobodi, a u okvirima aktuelne medijske kulture.

On Creativity in the Times of Media

We think of creativity mostly in regards to great achievements of the human
spirit, innovation and art pieces from the past, and above all freedom, even
though we are free to act only according to the rules of the market, which
have become the dominant paradigm of contemporary times. Even the role of
creativity today is to increase the profit; hence, creative industries are the ones
that thrive the most. This paradox is especially vivid when it comes to the new
media usage, since the ambiance generated by media correlates to the present
society of control, while the various forms of resistance often rely upon new
technologies and possibilities created by them. Having that in mind, we will
rethink creativity in terms of critical actions orientated towards freedom within
the contemporary media culture.
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VESNA IVEZIC

Lica cenzure- sloboda misljenja i kreativnost u uvjetima
trziSno orijentiranog drustva

Hereza i pravovjerje imanentani su svim rezimima, totalitarnim i demokratskim.
Osporavanje kritickog misljenja ispoljava se u mjeri u kojoj se rezim osjeca
ugrozenim od neistomisljenika, a cenzura, sustavna kontrola slobode misljenja
sastavni je dio vodenja drzave. Kontrola se pojacava u kriznim razdobljima. S
razvojem drustva, metode postaju netransparentnije. U razvijenim demokracijama
najefikasnija kontrola je kontrola misli, njome se bave veliki sistemi nadziranja,
zajedno sa sistemima indoktriniranja ( mediji, obrazovanje, religija). Sustavi
indoktrinacije uce §to trebamo misliti i koje vrijednosti zastupati. Odbijanje
povlaci sankcije. Ono §to nije sukladno smjesta se u domenu zabrane.

Faces of Censorship - Freedom of Opinion and Creativity in
Terms of Market Oriented Society

Heresy and orthodoxy are immanent to all regimes, both totalitarian and
democratic. The denial of critical thinking manifests itself in so far as the
regime feels threatened by its opponents, and censorship, the systematic control
of the freedom of thought, is an integral part of running the state. Control
increases in times of crisis. With the development of society, methods become
less transparent. In developed democracies, the most effective from of control
is thought control, and big monitoring systems, together with the systems of
indoctrination (media, education, religion), are involved in it. The systems of
indoctrination teach us what to think and what values to represent. Refusal
results in sanctions. Whatever is not in accordance with the above is placed in
the domain of the ban.
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MIRKO JAKOVLJEVIC

Kreativnost-opredeljujudi faktor u radu televizijskog
reportera

Reporteri su prepoznatljivi po tome §to rade u elektronskim medijima od kojih
jos§ uvek televizija ima primat. Rad na televiziji karakteriSe to $to reporter
“razmiSlja” slikom. Slika je poruka koja sa odredenim, i to odgovaraju¢im
tekstom — offom, ¢ini rubriku odnosno prilog. Ta “upakovana rubrika”, kao
finalni proizvod, rezultat je rada Citavog tima od urednika, reportera, snimatelja,
asistenta snimatelja i vozacéa ekipe, pa do ljudi zaposlenih u samoj realizaciji
emisije i tehnici. Ipak, uloga televizijskog reportera u tom procesu je na prvom
mestu. Upravo od njegovog “osecaja” za temu i ideje za realizaciju, zavise i
kvalitet reportaze i snimljeni kadrovi a posredno i rejting same medijske kuce.
Ovde se mora ista¢i da posao reportera moze, i treba, da obavlja samo zrela
licnost. Brojne su komponente koje ¢ine zrelu liénost, ovde, liénost televizijskog
reportera. Medu tim komponentama od posebnog znacaja je kreativnost u radu
reportera.

Creativity — A Decisive Factor in the Work of Television
Reporters

Reporters are distinctive in that they work in the electronic media, of which
television still maintains its primacy. Television work is characterised by the fact
that reporters ‘think’ through images. An image is a message, which, together
with a specific and appropriate piece of text — off — forms a heading or feature.
This ‘packaged feature’, as a final product, is the result of work by the entire team,
from the editor, reporter, cameraman, assistant cameraman and the team’s driver,
to the people working on the show’s realisation and technicalities. However, the
role of the television reporter in this process comes first. Their ‘sensibility’ for
the topic and ideas about its realisation determine the quality of the report and
the shots, and indirectly influence the rating of the media company as such. It is
important to note that the work of a reporter can and should only be done by a
mature person. There are many components that make up a mature personality,
or, in this case, the personality of a television reporter. Of those components,
creativity holds particular importance. Among the components of particular
importance of the reporters is his creativity in the work.
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IVAN JOVANOVIC

Tv serija ,,Crno-bijeli svijet“: jugonostalgija ili
neocekivana obnova kulturnog prostora Srbije i Hrvatske

Hrvatska Tv serija Gorana Kulenovic¢a ,,Crno-bijeli svijet govori o
najprogresivnijem kulturnom pokretu u novijoj istoriji unistene Jugoslavije :
,»hovom talasu“ i na nostalgi¢no pozitivan nacin govori o istoriji svakodnevice
tog vremena u Zagrebu i Beogradu. Da li je emitovanje ove serije na Hrvatskoj
radio televiziji u vreme ponovnog jacanja desnice i u Hrvatskoj i u Srbiji 1
pomama publike u obe, nekada zaraéene, republike samo puka ,,jugonostalgi¢na“
moda ili kreativni dokaz da je kulturni prostor Srbije i Hrvatske opstao pored
svih krvavih dogadaja s pocetka devedesetih godina?

TV Series ‘Black and White World’: Yugonostalgia or an
Unexpected Regeneration of the Serbo-Croatian Cultural
Space

The Croatian TV series Black and White World, created by Goran Kulenovi¢,
deals with the most progressive cultural movement in the modern history of
the now ex-Yugoslavia, the ‘new wave’, and speaks about the everyday life in
Zagreb and Belgrade at the time in a positive nostalgic tone. Is the fact that this
show is being broadcast by the Croatian Radio and Television to the frenzy
of audiences in both, once warring, countries, at the time of strengthening
nationalism in both Croatia and Serbia, mere “Yugonostalgic’ fashion or is it
creative evidence that the cultural space of Serbia and Croatia has managed to
survive despite the blood that was shed in the nineties?
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ANTONIJA JURCIC

Kreativnost u oblikovanju facebook profila hrvatskih javnih
osoba

Uobicajena definicija javnih osoba je da se te osobe bave javnim djelatnostima
ukljuéujudi predsjednika drzave, ¢lanove vlade i sabora, gradonaéenike, glumce,
suce, sportase, pjevace. Facebook komunikacija i facebook profili javnih
osoba sve su dominantniji nac¢in komunikacije s publikom, birackim tijelom i
javnosc¢u te su zasigurno svjesni kako svakom fotografijom ili objavom Salju
poruku. Temeljna hipoteza ovog istrazivanja je kako vecina javnih osoba svoje
facebook profile ne oblikuje samostalno, ve¢ to ¢ini uz pomoé¢ marketinskih
agencija ili komunikacijskih stru¢njaka koji im pomazu oblikovati sliku koju
o sebi zele odaslati javnosti. Ovaj rad usporednom analizom facebook profila
hrvatskih javnih osoba pokusat ¢e dati prikaz tema koje ih zanimaju, stavova koje
izrazavaju, kakve poruke (svjesne ili nesvjesne) Salju hrvatskoj javnosti, koliko
vremena provode u oblikovanju facebook profila, kakve fotografije objavljuju
te kako ih predstavljaju njihovi facebook profili.

Creativity in Shaping the Facebook Profiles of Croatian
Public Figures

The common definition of public figures is that according to which these persons
are involved in public activities, which includes the president of the state,
members of the government and Parliament, mayors, actors, judges, athletes and
singers. Facebook communication and Facebook profiles of public figures are
an increasingly dominant mode of communication with audiences, constituents
and the public, and their creators must be aware of the fact that each photograph
and status sends a message. The main hypothesis of this study is that most public
figures do not create their Facebook profiles on their own, but instead seek the
help of marketing agencies and communication professionals in order to shape
the image of themselves to be presented to the public. The paper provides a
comparative analysis of Facebook profiles of certain Croatian public figures in
an attempt to present the topics that interest them, the attitudes they express,
what messages (wittingly or not) are sent to the Croatian public, how much time
they spend in shaping their Facebook profiles, what kinds of photographs they
publish, and how they are represented by their Facebook profiles.
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MARIJANA KOLEDNJAK, IVANA GRABAR

Ugasi loS program i upali svoj stav!

Pojavom mreze svih mreza i pametnih telefona dogodila se revolucija u nac¢inu
kako ljudi komuniciraju te je doSlo do promjena u drustvu, ali i u samome
jeziku.

Poznato je da je u vremenu koje je uslijedilo nakon otkri¢a telefona pismo
gotovo umuknulo u svim sferama privatnoga zivota. Govor je zamijenio pismo.
Danas je tzv. Web 2.0 pismo ponovno preuzelo primat. To je pismo medutim
izuzetno kreativno: prepuno emotikona, akronima, oponasanja zvukova i drugih
elemenata lezernoga stila. Oni koji nikada do sada nisu napisali neko pismo danas
piSu mailove ili SMS-ove. Na taj je nacin povecana jezi¢na kreativnost koja u
novim komunikacijskim oblicima, u tim novim medijima dolazi do izrazaja, a
sve zbog smanjene (jezi¢ne) normativnosti.

U ovome radu autorice ¢e se baviti jeziénom kreativnoscu i etiéno$¢u ovakve,
kreativne, vrste komunikacije buduéi da su mediji kreatori realnosti odnosno
svijeta u kojem zivimo.

Turn off the Bad Program and Turn on Your Attitude!

The appearance of the network of networks and smart phones has led to a
revolution regarding the way people communicate, to societal changes and
changes in the very language. It is known that in the time following the
discovery of the telephone, letters were scarce in almost all spheres of private
life. The spoken word replaced the written form. Today, the written form of
Web 2.0 prevails. However, this form of writing is extremely creative, being
full of emoticons, acronyms, onomatopoeias, and other elements of casual style.
Those who have yet to write a letter write e-mails or text messages today. Thus,
linguistic creativity emerging in new forms of communication and in the new
media is increased due to the reduced (linguistic) normativity.

In this paper, the authors will deal with linguistic creativity and the ethics of
this kind of creative type of communication since the media are the makers of
reality and the world in which we live.
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DAMIR KUKIC, EDIN TABAK
Novi mediji i drustveno Citanje

Novi mediji su otvorili nove moguénosti u oblasti obrazovanja, koje pocivaju na
inherentnim karakteristikama novih medija poput interaktivnosti i ne-linearne
naracije. Ipak, prvobitni modeli kori§¢enja novih medija u procesu ucenja
nisu mogli ponuditi adekvatan okvir jer su se temeljili na pretpostavkama da
studenti uce iskljucivo od predavaca u ucionici. Koncept drustvenih “web 2.0”
medija je omogucio korisnicima web stranica da se od obi¢nih konzumerista
transformiraju u kreatore informacija. U takvom kontekstu, uéenje postaje
rad aktivnog pojedinca, a jedan od rezultata takvog medijskog i tehnoloskog
okruZenja je re-invencija “drustvenog ¢itanja” na internetu. Nasa hipoteza je da
drustveno Citanje moze imati znacajan doprinos kreativnosti u ucenju jer pruza
plodno tlo za “serendipity” (iznenadno slucajno otkrice) tako §to omogucava
bogatiju i raznolikiju kontekstualizaciju ponudjenih informacija.

New Media and Social Reading

New media have created new opportunities in education, which are based on the
inherent features of new media such as interactivity and non-linear narration.
However, the initial models for using new media for learning could not offer
adequate frameworks since they were based on the assumption that students
learn exclusively from teachers in classes. The concept of social “Web 2.0’
media has enabled web users to be transformed from consumers into the creators
of information. In this context, learning becomes an activity of independent
individuals, and a result of such a technological environment is the re-invention
of social reading on the web. Our hypothesis is that social reading on the web
can have a significant contribution to students’ creativity as it offers greater
possibilities for ‘serendipity’ (sudden accidental discovery) by enabling a richer
and more diverse contextualisation of information.
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JELENA MAKSIMOVIC, JELENA OSMANOVIC

Kvantitativni pristup istraZivanju medija u obrazovanju

Poslednjih nekoliko decenija obelezila su brojna kvantitativna istrazivanja koja
se planiraju u skladu sa kvantitativnom paradigmom, poc¢ivaju na pozitivizmu i
polaze od pretpostavke da postoji jedna, jedinstvena stvarnost nezavisno od svesti
coveka koja je merljiva. Za proces saznavanja karakteristi¢no je da su istrazivac
i predmet istrazivanja potpuno odvojeni i nezavisni, $to doprinosi detaljnijoj
razradi pojedinih pitanja u okviru projekta istrazivanja, a sa druge strane doprinosi
uspostavljanju takve strukture samog procesa istrazivanja koja ostavlja malo
prostora za odstupanje od unapred planiranog. Njeni eksperimentalni nacrti su
strogo deduktivni i empirijsko-analiti¢ki, a zavrSavaju opstim generalizacijama,
dok kvantitativne metode prikupljanja podataka vode objektivnim, valjanim i
pouzdanim zaklju¢cima. Krajnji cilj je prikupljanje $to $ire osnove iskustvenih
podataka iz kojih se mogu izvesti zakljucci o postojanju tendencija, pravilnosti,
zakonitosti odvijanja fenomena pod odredenim okolnostima, koji se nastoje
generalizovati (uopsSiti).

Quantitative Research of Media in Education

The last few decades were marked by numerous quantitative studies which were
planned in accordance with the quantitative paradigm, based on positivism and
assumed that there is one unique reality independent of the mind of man, which
is measurable. The process of cognition is characterised by the fact that the
researcher and the subject of research are completely separate and independent,
which contributes to the detailed elaboration of certain issues in the framework
of the research project, but which also contributes to the establishment of a
structure of the research process that leaves little room for deviation from the
pre-planned. Its experimental designs are strictly deductive, empirical and
analytical, and end in broad generalisations, while quantitative methods of data
collection lead to objective, valid and reliable conclusions. The ultimate goal
is to collect as broad a base of empirical data as possible, from which to draw
conclusions about the existence of tendencies, regularities and laws of certain
phenomena taking place under certain circumstances, which are then subject
to generalisation (being made common).
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TIJANA MANDIC, BOJANA SKORIC i IRENA RISTIC

Kreativno povezivanje i HCI

U ovom ¢lanku istrazujemo odnos kreativne povezanosti sa, u poslednje vreme,
Suoceni sa mnosStvom iznenadjujuce razliCitih teorijskih definicija i teorijskih
modela kojim se pokusava konceptualizovati HCI, velikim varijetetom metoda i
tehnika, potrazili smo reSenje u integrativnom pristupu. Nas§ integrativni pristup
se zasniva na istrazivanjima (Card and Newell, and Moran,1983), Relational
Transactional Analysis (Hargaden and Sills, 2008) i kreativnog bondinga
(Mandi¢ and Risti¢, 2013). U ovom svetu koji se izuzetno brzo menja fascinirani
smo napretkom tehnologije. Takav brz napredak nije vise izuzetak ve¢ postaje
deo univerzalne ljudske situacije. Smatra se da ljudi nalaze nove nacine, ne
samo za kori§¢enje kompjutera ve¢ i prilikom kreiranja novih resenja za nove
generacije kompjutera; prostor za otvoren dijalog i za njihov dalji razvoj. Ljudi
sanjaju o savrsenom objektu, magijskom objektu i igracci koja ¢e biti u njihovoj
funkciji.

Creative Bonding and HCI (Human Computer Interaction)

In this paper we explore the relationship between creative bonding and the
increasingly intriguing results of researching human computer interaction (HCI).
Faced with various, diverse and incredibly different definitions, theoretical
models for conceptualising bonding and HCI, and a huge variety of contradictory
methods and techniques, we opted for an integrative approach. Our integrative
approach is based on research (Card and Newell, and Moran, 1983), Relational
Transactional Analysis (Hargaden and Sills, 2008) and creative bonding
(Mandi¢ and Risti¢, 2013). In this rapidly changing world, we are fascinated
by technological progress. It is no longer an exception, but is becoming a part
of the universal human experience. It is thought that humans keep finding new
ways to not only use their computers, but also create novel solutions for the
new generations of computers, a space of open dialogue and further progress.
Humans dream about the perfect object, a magical object and plaything that
will serve them.
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JELENA MARKOVIC

Kreativan pristup medijskom zagadjenju - umetnicka
reciklaza

U modernom svetu, u kome se svakodnevno i konstantno nesto proizvodi,
pitanje odlaganja otpada i zagadjenja ¢ovekove okoline prevazilazi dosadasnja
razmatranja.

Prostor analize, brige, kritike i aktivizma ima tendenciju da se prosiri i na druge
sfere proizvodnje i potro$nje, koje jednako aktivno i sistematski onemoguéavaju
bolju i kvalitetniju buduénost, a ¢ije korene nalazimo u onome kako zivimo i
$ta konzumiramo u sadasnjem trenutku.

Medijska buka ili zagadjenje predstavlja prosireno polje ovakvih razmatranja,
kome se treba obratiti sa odgovaraju¢im kritickim i kreativnim pristupom, a
koji svoji potencijal nosi u drugacijoj perspektivi u odnosu na nuznost, kvalitet
i kvantitet ovih pojava.

A Creative Approach to Media Content Pollution — Art
Recycle

In the modern world, with its constant, ongoing production, the question of waste
disposal and environmental pollution exceeds current considerations.

The space of analysis, concerns, criticism and activism tends to spread onto
other spheres of production and consumption, which continue to prevent the
creation of a brighter and better future in both active and systematic ways, with
their roots in our current lifestyles and the type of content we consume.

Media noise or pollution represents an expanded field of these ideas, to be
addressed in a suitable critical and creative way, and whose potential lies in
its differing perspective in terms of the necessity, quality and quantity of these
phenomena.
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ANA MARTINOLI

Digitalna medijska publika — nova ocekivanja, nove navike

Digitalizacija medijskih sadrzaja dovela je ne samo do poveanog broja
medijskih izbora, ve¢ i do kreiranja novih navika i oblika ponaSanja publike. Od
novih medijskih formi preko novih oblika troSenja i ukrstanja medijskih sadrzaja,
prisustvujemo evoluciji publike koja je nikad zahtevnija i nikad mo¢nija. I dok
medijski producenti smisljaju nove nacine za privlacenje i zadrzavanje paznje
publike, svaki pojedinac¢ni ¢lan auditorijuma ocekuje medijski sadrzaj koji ¢e ga
inspirisati, motivisati, emocionalno angazovati. Tekst u fokus stavlja aktuelna
ocekivanja publike, kao i nove oblike produkcije i distribucije medijskih sadrzaja,
koji nastaju u savremenom medijskom dobu.

Digital Media Audience — New Expectations, New Habits

Digital media content and the process of digitisation have resulted not only in an
endless number of media channels and choices, but also in the creation of new
audience expectations and behaviours. Be it the creation of new media forms
or new patterns of media consumption, we are witnessing an evolution of the
audience, never more demanding or more powerful than it is today. And while
media producers have to come up with new strategies for winning and keeping
the attention of their audience, each and every member of that same audience
expects content that should be inspiring, motivating and emotionally engaging.
This paper focuses on current audience habits and behaviours, as well as new
forms of media content production and distribution.
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DRAGO MARTINOVIC

Kreativnost djelatnika za odnose s javno$¢u u (novo)
medijskom okruZenju

Kreativnost definirana kao sposobnost stvaranja novih ideja, kao i rjeSavanja
kompleksnih problema jedna je od klju¢nih pozeljnih osobina djelatnika za
odnose s javnos¢u. Novi modeli komuniciranja zasnovani na alatima novih
medija modeli su koji omogucuju interaktivnost, ali i ve¢u razinu kreativnosti u
radu djelatnika za odnose s javnoscu. Jedan od ciljeva ovoga rada je prepoznati
vaznost kreativnosti djelatnika za odnose s javnosc¢u uposlenih u javnoj upravi
u (novo)medijskom okruzenju. Iako se tesko prihvacéaju kreativna rjesenja i
nove ideje koje uvode neku novost, odnosno ideje koje odstupaju od ustaljenog
nacina rada posebice kada se radi o javnoj upravi, upravo je na djelatnicima
za odnose s javnosc¢u da ideje argumentirano iznesu tako da pretpostavljenima
jedino preostaje da te ideje prihvate. U sklopu rada bit ¢e predstavljeni rezultati
istrazivanja provedenih metodom intervjua s djelatnicima za odnose s javnoséu
uposlenih u javnoj upravi.

Creativity of the Public Relations Employees in the (New)
Media Environment

Creativity, defined as the ability to create new ideas, as well as solve complex
problems, is one of the key desirable traits in public relations employees. New
models of communication based on the tools of the new media are the models
which enable interactivity, as well as a higher level of creativity in the work of
public relations employees. One of the goals of this paper is to recognise the
importance of creativity of public relations employees who are employed in
the public administration in the (new) media environment. Although creative
solutions and new ideas are accepted with difficulty, especially the ideas that
deviate from the usual way of working, particularly when it comes to public
administration, it is up to the public relations employees to put forth the ideas
with good arguments, so that the only thing left for the superiors is to actually
accept those ideas. The results of the research conducted through interviews
with public relations employees who are employed in the public administration
are also presented in the paper.
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TATJANA MILIVOJEVIC, DRAGANA JOVANOVIC

Sposobnost za samocu i kreativnost: da li nam digitalne
druStvene mreZe ,. kradu* kreativnu samocu?

U poredenju sa istrazivanjima koja se bave ljudskim drustvenim potrebama, mali
broj isti¢e 1 potrebu za samoc¢om kao vazan aspekt i pokazatelj psihosocijalne
zrelosti. Stvaralacki rad je najveéim delom usamljenicki proces. Neke studije
o talentovanim adolescentima pokazuju da oni koji ne podnose samocu
imaju velikih teskoca da ostvare svoje potencijale. Digitalne drustvene mreze
uvode neku vrstu faktickog i normativnog imperativa hiperkonektivnosti i
hipersocijabilnosti, proterujuci sklonost ka intrapersonalnim dozivljajima
kojima je potrebna samoca, u kategoriju nepozeljne, antisocijalne i prevazidene
sklonosti . Clanak se bavi potrebom za osamljivanjem i sposobno$éu da se bude
sam u odnosu na individuaciju, zrelost i kreativnost, kao i ,,kradom* te samoce
u doba digitalnih medija.

Capacity for Solitude and Creativity: Do Digital Social
Networks ‘Steal’ Our Creative Solitude?

Compared to research dealing with human social needs, very few highlight the
need for solitude as an important aspect and indicator of psychosocial maturity.
Creative work is mostly a solitary process. Some studies show that talented
adolescents who cannot tolerate solitude have great difficulties realising their
potential. Digital social networks have introduced a kind of factual and normative
imperative of hyperconnectivity and hypersociability, thus moving the tendency
towards intrapersonal experiences which require solitude into the category of
undesirable, obsolete and antisocial attitudes. The article addresses the need for
solitude and the capacity to be alone in relation to individuation, maturity and
creativity, as well as the ‘theft’ of solitude in the age of digital media.
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MILOS MILOSEVIC, IRENA RISTIC
Kreativan pristup izucavanju kreativnosti

Cilj ovog rada je da predlozi nov eksperimentalni pristup u istrazivanju
kreativnosti. Kao dobar primer eksperimentalnog nacrta predlazemo koris¢enje
fotografija iz IAPS baze, ukrstanih po principu duplih ekspozicija, kao stimulusa
koji treba da kod ispitanika izazovu kreativan odgovor, na osnovu Rotenbergovih
nalaza o efektima “Janusovog procesa”. Radi prevazilazenja subjektivnosti, u
postupku ocene kreativnosti odgovora predlazemo konstrukciju koeficijenta
kreativnosti kao koli¢nika moguéih i dobijenih odgovora. Takodje vidimo
potencijal u upotrebi novih tehnologija u eksperimentalne svrhe radi poveéanja
brzine i preciznosti merenja, i eliminacije sistemskih greSaka, kao i druStvenih
mreza i novih medija za prikupljanje podataka. Ovakav pristup omogucava
prevazilazenje subjektivnosti i empirijsku proveru teorijskih postavki u pokusaju
da se odgovori na otvorena pitanja o prirodi kreativnosti.

The Creative Approach to Creativity Studies

The aim of this paper is to present a new experimental approach to creativity
studies. As a good example of experimental design, we suggest using the
superimposed photographs from the IAPS database, as stimuli which should
provoke a creative answer in subjects, based on the findings of Rotenberg’s
‘Janusian process’. In order to overcome subjectivity in the creativity response
evaluation, we suggest the construction of the creativity coefficient as the ratio
between the possible and obtained answers. We also see potential in the use of
new technology for experimental purposes in order to increase the speed and
accuracy of measurements and system error elimination, as well as in social
networks and new media for data collection. This approach allows overcoming
subjectivity and empirical verification of theoretical assumptions in the attempt
to answer the open questions of the nature of creativity.
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DANIJELA PANTIC CONIC

Brend, potrosacko drustvo i mediji

Kreativnost je veoma vazan segment modernog reklamiranja. Svaki, globalno
poznat brend ima jaku strategiju komunikacije koja ukljucuje razlicita sredstva
reklamiranja, kanale komunikacije i naravno, kreativne reklame. One mogu biti
veoma orighinalne, smesne ili masovne, a takode mogu biti 1 Sokantne i mogu
manipulsati emocijama potro$aca, njihovim potrebama i zeljama publici.

Brand, Consumer Society and Media

Creativity is an important segment of modern advertisement. Every famous
brand has a very strong communication strategy which includes different
tools of communication, a combination of channels, and, of course, creative
advertisement. It can be something very original, funny, or a mass event, but can
also be something shocking and can manipulate with the consumers’ emotions,
needs and wishes.
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LIVIA PAVLETIC

Moguénost kreativnosti u medijima

Elektronic¢ki mediji ponajvise su u fokusu upravo zbog svoje efemernosti i
kameralizma. Da 1i su mogu¢i drugaciji mediji, oni koji ¢e u svoje medijsko
tkivo unijeti elemente kreativnosti a da to nisu samo izmjene formata? Kreativne
industrije koje sjedinjuju kreativnost i trziSnu ekonomiju danas su vodece u
svijetu po svome rastu i zastupljenosti. Upravo u tom segmentu, ¢iji su mediji
ve¢ dio, nastaje prostor kreativnosti koji se moze prosiriti. Jedan od primjera je
1 HRT 3 koji ¢e biti posebno analiziran.

The Possibility of Creativity in the Media

We focus on electronic media mainly because of their ephemeral quality and
cameralism. Are different media possible, the sort that could bring elements of
creativity into their media tissue, beyond a mere change of format? Creative
industries that combine creativity and the market economy are now leading in
the world in terms of growth and distribution. It is precisely in this segment,
which the media are already a part of, that an expandable space for creativity is
created. One such example is HRT 3, which will be analysed separately.
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NEDA RADULOVIC

Koncept (globalnog) terorizma i teorija zavere kao medijski
diskurs

Terorizam kao pojam, uprkos aktuelnosti i sve brojnijim studijama, jo§ uvek
nema usaglasenu definiciju (Laquer, Crenshaw, Olivero). Sve veci broj ekspertiza
bi mogle da se podvedu pod pojam prakse ‘protiv-terorizma’ i one najcesce
imaju utilitarnu funciju- sa ciljem prevencije i zaustavljanja pojave. Lisa
Stampnitzky istrazuje diskurs stru¢njaka za terorizam i dokazuje ne samo da
je terorizam socijalni konstrukt, ve¢ ukazuje i na procese koji do toga dovode.
Namera ovog rada je da uporedi koncept terorizma kroz medijski diskurs, kao
vid legitimne ekspertske interpretacije, sa teorijom zavere kao nelegitimne,
parainstitucionalne forme interpretacije. Imajuci u vidu zajednicke osobine ova
dva pojma: razaznaju se a posteriori, sami akteri i izvodaci se ne identifikuju sa
naknadnom definicijom i podrazumevaju odredeni zaplet koji im prethodi- cilj
ovog rada jeste da ustanovi eventualni odnos ovih diskursa u medijima i trasira
njihove manifestacije.

The Concept of (Global) Terrorism and Conspiracy Theories
as Media Discourse

Despite the urgency and growing interest in the subject, there is no unifying
definition of terrorism. A large number of studies could be seen as an integral
part of ‘counter-terrorism’- a set of practices and strategies to prevent and defeat
terrorism. Lisa Stampnitzky’s research looked into the discourse of terrorism
experts, which revealed that terrorism is a social construct, while also showing
the structure that facilitates it. The aim of this paper is to compare the concept
of terrorism as media discourse, a form of legitimate expert interpretation,
with the conspiracy theory as a form of illegitimate, para-institutional form of
interpretation. Noting the common places between the two - they are defined as
an afterthought, both being designated and not self-described notions, featuring a
plot that precedes the event - this paper will look at these discourses, the way they
relate to (and intersect with) each other, and try to trace their manifestations.
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MAJA RISTIC
Kretivno pisanje u Stampanim medijima u Srbiji

Osnovni cilj rada je da istrazi Sta znaci, kako se definiSe kreativno pisanje i
kako ono moze biti primenjeno u pisanom novinarstvu. U eri tabloidizacije
i komercijalizacije medija, sve je manje prostora za visoko sofisticirano i
simboli¢ko izraZavanje i pisanje. Mediji su jedno od mesta za razvoj kreativnosti
novinara i ¢itaoca, slusaoca i gledaoca. S obzirom da kultura moze da unapredi
kreativno razmisljanje Citalaca, u radu ¢e biti analizirane kulturne rubrike
najznacajnijih dnevnih novina: Danasa, Politike, i nedeljnika Nin. Pitanja
na koja rad zeli da odgovori su: koliko danas postoji u medijima kreativno
izrazavanje? Kako je moguce unaprediti kulturne rubrike pisanih medija i uciniti
(studije sluéaja), biti koris¢ene i teorije Sandre Sare, Harolda Eronsa, Normana
Sinsa, Barbare Launberi, Dorotee Brend i Kristijana Salomona.

Creative Writing in the Written Media in Serbia

The main goal of this paper is to explore creative writing and how we can
manage to use that knowledge in written media (journalism). If we consider
that culture is an area where we can show the creativity of an author in the best
known way, we should also consider the effect it can have on the development
of its readers. In this paper, we will analyse the culture section from the most
significant daily newspapers, Danas and Politika, and a famous weekly, Nin.
The paper will answer questions such as: how much is creative expression
represented in the media, how do we design a cultural section and how can we
make it more accessible and more interesting for readers. This study relies both
on practical examples (case studies) and theories by Sandra Schara, Barbara
Launberry, Dorothea Brande, etc.
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ZELJKO RUTOVIC

Postmoderni mediji- (ne)mo¢ kreativnosti (stvarnost i
spektakl)

Potiru¢i dijalekticko svojstvo konflikta, vodeni optikom konzumeristickog
interesa, (samo)proizvodnja industrije spektakla dovela je do zeljene (medijske)
i jedine ,stvarnosti, u kojoj mjera smisla postojanja ne podrazumijeva
generiku kreativne djelatne strane covjekove moci kao svijeta razlika. Razlika
kao mjesta progresa. Zato postmoderni mediji ne porucuju ve¢ (p)ostvaruju
svijet bez razlika u spektaklu, ne obaziruéi se na civilizacijsku cijenu, jer
upravo takav svijet (spektakla) se cijeni i takav se svijet pre-prodaje i trazi,
kao svijet suprotan svijetu kreativnog, uzvisenog i trajnog. U razlici takvih
svjetova, izrastao je ,,novi‘ postmoderni svijet medija, kojeg treba Citati i
treba misliti kljuc¢em instrumentarija koji vrednosno i znacenjski dekodira sve
naslage i posledice manipulirajuéeg uticaja.

Postmodern Media — Wickness/Power of Creativity (Reality
and Spectacle)

Having cancelled out the dialectical feature of the conflict, guided by the
optics of consumerist interests, (self)production of the spectacle industry has
led to the desired (media) and the only “reality”, in which the measure of the
meaning of existence does not imply the generics of the active creative side
of man’s power as a world of difference. Difference as a place of progress.
Because of that, postmodern media do not send the messages, but they realise
a world without differences in the spectacle, ignoring the price of civilisation,
and because of that, such a world (the world of spectacle) is appreciated and
that world is pre-selling and searching, as the world opposite to the world of
the creative, sublime and permanent. Through the difference between these
worlds, there has grown a “new” post-modern media world, which is to be
read with key instruments which valuably and meaningly decode all layers and
effects of manipulative influence..
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MIMO DRASKOVIC, RADENKO SCEKIC

Politicka (ne)kreativnost u medijima

U formiranju javnog mnenja posebno ulogu imaju masovni mediji. Masovni
mediji igraju veoma vaznu ulogu u procesima politickog komuniciranja.
U savremenim demokratskim zemljama masovni mediji pravno nisu pod
neposrednom kontrolom vlasti. To stvara utisak potpuno slobodnih i nezavisnih
medija. PolitiCari nastoje da se bira¢ima obracaju posredstvom medija. Nacin
na koji mediji izvjestavaju o izbornom procesu i predstavljaju politicare je jako
vazan. Zato se politicari trude da se na najbolji nacin promovisu javnosti, neki
sa vise, neki sa manje kreativnosti. Na raspolaganju im stoje osim tradicionalnih
medija, radija i televizije; 1 medij u usponu - internet. Putem web portala, FB
stranica, Tvitera, instagrama i sl. politicka promocija se iskazuje sa izvjesnom
dozom kreativnosti.

Political (Non)creativity in the Media

Mass media play a particular role in the formation of public opinion. Mass media
also play a very important role in the processes of political communication.
In modern democratic countries, the mass media are not legally under the
direct control of the government. This creates the impression of fully free and
independent media. Politicians try to address their voters through the media.
The way in which the media report on the election process and politicians
is very important. That is why politicians attempt to promote themselves in
public in the best possible way, some with more and some with less creativity.
In addition to the traditional media, radio and television, they have at their
disposal the media on the rise - the Internet. Through web portals, Facebook
pages, Twitter, Instagram and the like, political promotion is presented with a
certain touch of creativity.
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SLADANA STAMENKOVIC

Mediji u Srbiji: kreativnost ili kvazi kreativnost?

Pretpostavimo li da je kreativnost rezultat unutraS$njeg dijaloga kreativnog
pojedinca (autora) iz kojeg nastaje nova informacija, kako onda razumeti
kreativnost danas, kada je naSa individualna svest, proSirena elektronskim
medijima, ukljucena u “globalni mozak”, kada se dela kreativnih stvaralaca
lako, bez nadoknade kopiraju, prisvajaju i dalje koriste? Primetno je da u
oblasti istrazivanja kreativnih industrija nedostaju bolje teorije i metode koje
¢e doprineti jasnijem razumevanju konteksta same kreativnosti. U istrazivanju
kreativnih industrija potrebno je usmeriti se na lokalni i regionalni nivo pre nego
na nacionalni. Budu¢i da istrazivanje kreativnih industrija obiluje radovima
posvecenim merenju veliCine kreativnog sektora i njegovog uticaja na ekonomski
razvoj jedne zemlje, sada se treba usmeriti na istrazivanje konkretnijih pitanja
koja su pre svega vezana za sama kreativna sredstva, tj. za nacin njihovog
stvaranja, funkcionisanja i vrednovanja u novim ekonomskim uslovima koje
je stvorila ekonomija znanja.

Media in Serbia: creativity or quasi creativity?

If we assume that creativity is the result of internal dialogue of the creative
individual (the author), from which comes the new information, then how to
understand creativity today, when our individual consciousness, expanded
electronic media, included in a “global brain”, when the work of creative artists
easy, compensation limitation, appropriating still used? It is notable that in the
field of research creative industries lacking better theories and methods that will
contribute to a clearer understanding of the context of their own creativity. The
study creative industries need to focus on the local and regional level rather than
at the national. Since the study creative industries abundant works dedicated
to measuring the size of the creative sector and its impact on the economic
development of a country, we should focus on more specific research questions
that are primarily related to the very creative means, ie. the manner of their
creation, operation and evaluation in the new economic conditions created by
the knowledge economy.
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KATARINA SMAKIC

Drustvene mreZe i omladina: uticaj opcije ,,like* na
kreativno ponasanje omladine

Socijalno funkcionisanje danasnjih digitalnih domorodaca je nemogucée ukoliko
nemaju pristup internetu i drustvenim mrezama. Veéina danasnje omladine
koristi Fejsbuk (Facebook) kao jednu od najpopularnijih mreza za socijalnu
interakciju sa vr$njacima, Cesto i ne shvatajuéi da je vreme koje provode na toj
drustvenoj mrezi i kreativnost koju posvecuju sadrzaju koji kreiraju samo roba
koja se prodaje. Opciju lajk (like) na ovoj drustvenoj mrezi omladina prihvata
kao odredeni statusni simbol i vrednovanje njihovog statusa u drustvu. U radu se
proucava sam uticaj opcije lajk i njegova simbolicka vrednost koju on predstavlja
za danasnju omladinu, kao i kreativnost samog sadrzaja u cilju skupljanja §to
vise lajkova. Metajezik koji ovaj simbol predstavlja u datim okvirima kori$¢enja
prikazan je kroz njegove istorijske pocetke i prva pojavljivanja, kao i njegova
simbolika i sama upotreba u danasnjoj digitalnoj sferi, a pre svega nac¢in na koji
ga razume danasnja omladina.

Social Networks and Youth: The Effect of the ‘Like’ Option
on the Creative Behaviour of Youth

The social functioning of today’s digital natives is impossible if they do not
have access to the Internet and social networks. Most of today’s young people
use Facebook as one of the most popular networks for social interaction with
their peers, often without realising that the time they spend on the social
network and their creativity that is dedicated to creating content are merely
goods offered for sale. The ‘like’ option on this social network has a special
meaning for youth and they accept this option as a certain status symbol and
the evaluation of their status in the society. The paper examines the impact
of the ‘like’ option and its symbolic value for today’s youth, as well as the
creativity of the content in order to gather as many likes. The metalanguage that
this symbol represents in the given scope of the use is demonstrated through
its historical beginnings and first impressions, as well as its symbolism and
the very use in today’s digital sphere, and especially the way in which it is
understood by today’s youth.
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FULVIO SURAN

Baze podataka kao oblik kulture. Utjecaj novih medija na
umjetnickom stvaralastvu: odnos s kinom

Do sada vec¢ina razmisljanja o kinematografiji u digitalno doba bila je usmjerena
na mogucnosti interaktivnog pripovijedanja s idejom gledatelja koji aktivno
sudjeluje u tome. Zato sam, se posebice, bavio istrazivanjem pojma estetike,
baze podataka i §to ono moze novoga dati drugim medijima. Danas nove
tehnologije stvaraju nove umjetnicke proizvode i nove oblike senzibiliteta koji
se kod umjetnika pojavljuju i izrazavaju kroz produbljivanja moguénosti novih
tehnologija u stvaranju novih znacenja i novih nacina izrazavanja istih, kao i u
potrazi za novim “estetsko-antropoloskim” ponaSanjima kao rezultat uporabe
tehnoloskih uredaja. Zato je sve viSe opravdano upitati se o umjetnickom djelu u
doba njegove digitalizacije, i $to nam danas kazuje pojam ljepote. Pogotovo ako
se tu misli na dominantna nacela neposrednosti, hiper-posredovanja i sanacije
prema kojima nove tehnologije renoviraju estetske kategorije starih medija
upijajuci, medutim, njihove osnovne znacajke.

The Database as a Cultural Form. The Impact of New Media
on Artistic Creations: The Relationship with the Cinema

Up until now, a great amount of thought about the cinema in the digital era has
focused on the possibilities of an interactive narration in which the spectator
actively participates in the narration. For this reason, I have researched the
concept of aesthetics of the database and the novelty it may bring in other media.
More and more, advanced technologies generate new artistic products and new
forms of sensibility that develop in the artists in different ways: through the
exploration of the possibility to create new meanings, and through the research
of new “aesthetical-anthropological” behaviours that arise from the use of
technological devices. At this point one may wonder about what happened
to the art work in the age of its digitalisation and about today’s conception
of the term “beauty”. These questions also arise from the currently dominant
principles of immediacy, hypermediation and remediation, according to which
new technologies reinvent aesthetic categories from old media by reabsorbing
their fundamental aspects.
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BOBAN TOMIC

Inovativnost i kreativnost nastavnih programa medijskih
studija

Interdisciplinarna istrazivanja iz podrucja psihologije, neuroznanosti i medijskih
znanosti sve vise ukazuju na fizicke i fizioloSke promjene u ljudskom mozgu pod
utjecajem elektronskih medija i internetskih platformi posljednjih generacija.
Neke od tih promjena manifestiraju se u obliku smanjenih ili pogorSanih
performativnih funkcija u statisticki zna¢ajnom udjelu $kolske djece mlade
dobi, ali i losijih visih kognitivnih funkcija u tinejdZzera i mladih adolescenata.
Kako izgleda buduénost tih meduodnosa, §to su opcije i kako se djeca, roditelji,
Skola i struénjaci mogu postaviti prema harmonizaciji razvoja medija i najvecih
evolucijskih intelektualnih prednosti koje imamo?

Innovation and Creativity of Media Studies Curricula

Interdisciplinary research in psychology, neuroscience and media science reveals
more and more physical and physiological changes in human brain caused
by unrestrained use of electronic media and internet platforms of the latest
generation. Some of these changes are manifested in diminished or worsened
performative functions in a significant number of school children, and in
worsened higher cognitive functions in teenagers and younger adolescents. What
is the future of this human-media interaction, what are the options and how can
children, teachers and professionals act to harmonise the development of media
and the biggest evolutionary and intellectual assets that we humans have?
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IVANA UKROPINA

Drama kao instrument advertajzing i medijskog profita

Marketing se kao naucna oblast stalno razvija i §iri sa razvojem trzista, a za cilj
ima da postavi teorijsku osnovu za strategije poslovanja na trzistu. U teoriji
marketinga, uspeh na trziStu najcesce se dovodi u vezu sa razumevanjem i
zadovoljenjem trzi$nih potreba (potreba potrosaca), ali sve ¢esc¢e se javljaju
i novi, napredniji koncepti. lako je, kao nauka savremenog drustva, ponikao
iz ekonomije, i predstavlja sintezu aktivnosti koje su upotrebljene u cilju
usmeravanja tokova proizvoda i usluga od proizvodaca prema potrosacu
(korisniku, kupcu, klijentu) — uspeSan marketing se u praksi, u svom procesu,
oslanja presudno na aktivnosti kreativne provenijencije. Ovaj rad za cilj ima
da dokaze da kreativni marketinski proces, nakon formirane strategije brenda,
odnosno proizvoda ili usluge, u potpunosti crpi snagu dramskih elemenata, kako
bi se finalno uspostavio odnos identifikacije kupca sa brendom koji se pozicionira
na trzistu. Ispitujuci tok marketinga i njegov medijski zivot, kao i njegov odnos
sa dramskim elementima, cilj mi je da dokazem da dramatizacija istine o brendu
predstavlja prioritetnog pokretaca globlnog profita savremenog drustva.

Drama as the Instrument of Advertising and Media Profit

Marketing is the area that is constantly evolving and expanding with the market
development, and aims to lay the theoretical foundation for the strategy of
the business market. In marketing theory, success on the market is most often
associated with understanding and satisfying market needs (consumer needs),
but more and more often there occur new, more advanced concepts. Although it
originated in economics, as a science of the modern society, and is a synthesis
of the activities that are used to direct the flow of products and services from
the producer to the consumer (user, customer, client) - successful marketing in
practice, in its process, relies crucially on the activity of creative provenance.
This paper aims to prove that the creative marketing process, following an
established brand strategy, products or services, fully draws strength from
dramatic elements, in order to establish a final identification of the customer
relationship with the brand positioning in the market. In reviewing the course of
its marketing and media life, as well as its relationship with dramatic elements,
the goal is to prove that the dramatisation of the truth about the brand represents
the priority driver of the global profit of modern society.
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DUBRAVKA VALIC NEDELJKOVIC

Mogu li informativne emisije javnog servisa biti i
kreativnije?

Centralne informativne emisije javnih servisa bi trebalo prema novom Zakonu o
javnim medijskim servisima Srbije (2014) u poglavlju II Zadovoljavaje javnog
interesa moraju da obezbede ,,istinito, blagovremeno, potpuno, nepristrasno
i profesionalno informisanje gradana”; pri ¢emu bi trebalo da u emitovanim
sadrzajima obezbede “negovanje humanih, moralnih, umetnickih i kreativnih
vrednosti”. Dakle da bi javni servisi kao specificni mediji osnovani od gradana,
finansirani od gradana i kontrolisani od gradana uspeli sve receno da utkaju u
svoj informativni program i pri tome budu konkurentni korporativnim emiterima
moraju da neguju kreativni pristup u oblikovanju novih formata za prezentaciju
vesti kao i da podsti¢u medijsku inicijativu.

Istrazivanje ostavrivanja javnog interesa u RTV i RTS realizovano u martu
2015. ukazuje na zanrovsku raznovrsnost centralnih informativnih emisija, ali
ne i iskorake u kreativnijim formatima koji bi prezentovanim sadrzajima dali
dodatnu informativnu vrednost.

Can Public Service News Programs Be More Creative?

Central informative programs of public services should, under the new Law on
Public Service Media in Serbia (2014), in Chapter II, Settling Public Interest,
provide “truthful, timely, complete, impartial and professional information for
citizens”; at the same time, they should provide “nurturing human, moral, artistic
and creative values” in their news programs. In order for the public services as
specific media outlets established by citizens, funded by citizens and controlled
by citizens to be able to manage to weave all of the above in their news programs,
and at the same time to be competitors of corporate broadcasters, they must
foster a creative approach to the design of new formats for the presentation of
news, as well as encourage media initiatives.

The research of the implementation of public interest in broadcasting of RTV
and RTS conducted in March 2015 indicates a genre diversity of prime time
news programs, but does not indicate any breakthroughs in creative formats that
could provide the presented content with additional informative value.
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NENAD VERTOVSEK

Dronovi i lifelogging kao nova medijska percepcija stvarnosti
21. stolje¢a — povezivanje kreativnosti i vojnih ciljeva

Dronovi i male bespilotne letjelice koriSteni su dosad u stvarnosti i medijskim
opisima, nazalost, pretezno u ratnim situacijama kada su stradavali i neduzni
civili. Ljudska kreativnost, istrazivacki i umjetni¢ki duh pomaknuo je simboliku
posredovanja i koriStenja ove vrste tehnologije prema dosad nepoznatim
moguénostima. Premda koriStenje dronova u civilne - komercijalne ili
umjetnicke - svrhe jos uvijek nije do kraja definirano, medijske moguénosti
otkrivanja novih zra¢nih perspektiva, snimanja i fotografiranja $ire se u praksi
i na Internetu velikom brzinom. Uz nagli trend upoznavanja s tehnologijom
dronova i bespilotnih letjelica, kao i digitalnog zapisa i pohranjivanja memorije
svakodnevnih dogadanja (lifelogging), kao da ostaju zaboravljene i mogucnosti
daljnje zloupotrebe i opasnosti. Odgovaraju¢im promisljanjem o buducnosti
ovakve vrsti kreativnosti medija kojoj valja dati i ljudsku dimenziju, moramo
se zapitati se jesu li to normalni i oéekivani produzeci Covjeka ili njegovi novi
zatvorski okviri?

Drones and Lifelogging as a New Media Perception of
Reality in the 21st Century — Bringing Together Creativity
and Military Objectives

Unfortunately, drones or small pilotless aircraft have previously been used in
reality and media descriptions mostly in war situations when innocent civilians
were killed. However, human creativity, research and artistic spirit have changed
the use of this type of technology for future unknown possibilities. Although the
use of drones in civilian - commercial or artistic - purposes is still not completely
defined, media opportunities to discover new art of creativity through the aerial
perspective and by recording and photographing with the drone technology are
spreading in practice and on the Internet at high speed. With a sudden trend
towards introducing the technology of drones and pilotless aircraft, as well as
the digital recording and storing of memory of everyday events (lifelogging),
it seems that further possibilities of misuse and danger might be forgotten. We
must contemplate the future of this kind of media creativity and give it a certain
human dimension, and ask ourselves if it is a normal and expected extension of
humanity, or merely its new prison.
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MIROSLAV VICENTIJEVIC
Kreativnost reklame = stvaranje potrosackog drustva

Reklamiranje ne sluzi toliko oglasavanju proizvoda koliko promovisanju
potros$nje kao nacina Zivota. Ono ,,preodgaja“ mase, stvarajuci im neizdrzivu
pozudu ne samo za robom ve¢ i za novim iskustvima i licnim ispunjenjem.
Treba istac¢i da postoji razlika izmedu tradicionalnog i savremenog hedonizma.
Dok je prvi trazio kontrolu nad predmetima i dogadajima u svetu kako bi iz
njih dobio uzizak, drugi pronalazi uzitak u kontroli nad znacenjem stvari.
Savremeni hedonizam karakterise preokupacija ,,uzivanjem* koji je zamisljen
kao potencijalni kvalitet svakog iskustva. Cini se da je to kljudan element u
funkcionisanju sveta potrosackih dobara kao hedonistickog igralista, kako ga
danas dozivljavamo. Ono §to je zajednicko modernoj proizvodnji i potrosnji jeste
da oboje predstavljaju raskid sa tradicijom. Tradicionalna potrosnja je priliéno
fiksna: postoji ograni¢en broj potreba koje treba zadovoljiti, a jedina Zelja i
potreba koje je bilo ko mogao imati odnosile su se na tu priliéno usku sferu.

Commercial Creativity — Creating Consumer Society

Advertising does not serve so much to product advertising as much as it serves
to the promotion of consumption as a lifestyle. It ‘re-raises’ the masses, creating
an unbearable desire within, not only for goods but also for new experiences
and personal fulfilment. It should be noted that there is a difference between
traditional and modern hedonism. While the first sought the control over objects
and events in the world in order to obtain pleasure from them, the second
finds pleasure in control over the meaning of things. The modern hedonism is
characterised by the preoccupation with ‘enjoyment’ which is envisioned as the
potential quality of each experience. It seems that it is the key element in the
functioning of the consumer goods’ world as a hedonistic playground, as we
experience it today. What is common to the modern production and consumption
is that both represent a break from tradition. Traditional consumption is quite
fixed: there is a limited number of needs which are to be pleased, and the only
desire and need which anyone could have refers to that pretty narrow sphere.
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TIJANA VUKIC
Konceptualizacija novinarske kreativnosti

Rad teorijski problematizira pomanjkanje koncepata novinarske kreativnosti u
komunikoloskoj literaturi. Stoga je njegov sredi$nji cilj konceptualno pristupiti
tome pojmu, odnosno definirati ga i odrediti odnose s njemu nadredenim
(novinarska sposobnost) i srodnim (novinarska darovitost i novinarski talent)
pojmovima. Buduéi da je novinarska kreativnost ono po ¢emu se rad jednoga
novinara izdvaja od ostalih, polazi se od perspektive novinarske kreativnosti
kao temeljne novinarske sposobnosti nuzne za razvoj novinarske djelatnosti od
javnoga znacaja. Predmet istrazivanja su komunikoloske spoznaje o novinarskoj
kreativnosti te psihologijska odredenja pojma kreativnost. Rezultati analize
sadrzaja komunikoloske i psihologijske literature omogucili su jednozna¢no
definiranje te sloZzene novinarske sposobnosti.

The Conceptualisation of Journalistic Creativity

The paper discusses the lack of the theoretical concept of journalistic creativity
in communicological literature. Therefore, its central objective is to approach the
term conceptually or define it and determine the relationships with its superiors
(journalistic ability) and related terms (journalistic talent and journalistic gift).
Since journalistic creativity makes one’s work stand out from others’, this
research is based on the perspective of journalistic creativity as a core journalistic
ability necessary for the development of journalism as the occupation of public
concern. The subjects of this study are the communicational knowledge of
journalistic creativity and psychological definitions of creativity. The content
analysis results of communication and psychological literature have allowed us
to unambiguously define this complex journalistic ability.
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DIVNA VUKSANOVIC

Filozofija medija i kreativne industrije

Tekst saopstenja tretira odnos kreativnosti i medija, s posebnim akcentom na
delatnosti tzv. kreativnih industrija koje, u danasnje vreme, u sve vecoj meri
potiskuju i marginalizuju autentiéne kulturne i umetnicke forme i prakse,
supstituiSuci ih, najcesce, pseudokulturnim sadrzajima komercijalnog, odnosno
zabavnog karaktera. Takode, u ¢lanku ¢e biti govora i o formulisanju adekvatne
kriticke pozicije, u smislu kreiranja jedne narocite platforme - a u okvirima
filozofije medija - koja ¢e biti tako definisana da omoguc¢ava konstantno i
sistematsko problematizovanje, te pruZanje otpora sveopStem anesteziranju
javnosti i njenom jednodimenzionalnom usmeravanju na puki konzumerizam,
odnosno na tzv. “kulturu” potrosnje.

The Philosophy of Media and Creative Industries

The text deals with the relationship of creativity and the media, with special
emphasis on the activities of the so-called creative industries, which currently
increasingly repress and marginalise authentic cultural and artistic forms
and practices, often replacing them with pseudo-cultural events which are
commercial or entertaining in their character. The article also deals with
formulating an adequate critical position in terms of creating a special platform
— within the framework of the philosophy of media — which will be defined in
such a way that it allows for constant and systematic rethinking and resisting
the universal anesthetizing of the public and its one-dimensional focusing on
mere consumerism, i.e. the so-called “culture” of consumption.
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VELJKO ZVAN

Kreativnost i trziSte

Filozofsko nasljede cjelokupne zapadnjacke filozofije ljudsku kreativnost
promis$lja na razli¢ite nacine. Ipak, evidentna je konstanta - promisljanje
kreativnosti u podrucju umjetnicki lijepog kao duhovno uzvisenog i cjelovitog,
odnos spram znanstvenog i moralnog i, posebice, razumijevanje kreativnosti
kao najviseg stupnja slobodnog ljudskog izricaja.

Promisljanje kreativnosti u sklopu medijski oblikovanog svijeta bilo bi prekratko
ako bismo medij razumjeli samo kao prostor kreativnog izricaja. Valja razumjeti
povijesni kontekst medija. Danas su mediji u cijelosti oblikovani u suglasju s
logikom kapitala i trzista. I sama kreativnost pojavljuje se u sklopu kreativnih
industrija sa zadacom stvaranja profita. Srednjovjekovnu dogmu koja je definira
umjetnicki vrijedno preuzelo je trziste. No, kao Sto je srednjovjekovna umjetnost
nadmasila dogmu u kojoj je nastajala, tako se i u okviru trzista autenticni
kreativni izricaj pokazuje moguéim. Sporednim, ali moguéim.

Creativity and the Market

Every western philosophy understands human creativity in different ways at
different times. But even so, there is a noticeable constant — the heritage of
western philosophy understands creativity in the area of the artistically beautiful,
as spiritually elevated and wholesome, with its relationship towards the scientific
and the moral, and as the highest instance of free human expression.

Understanding creativity as a part of the world designed by the media would
be too simple if we were to consider a medium as simply a field of creative
expression. We need to understand the historical context of the media. Today
the media as a whole are designed according to the logics of the capital and
market. Even creativity itself, if part of the creative industry, has a duty of
making profit. The medieval doctrine that once defined artistic value has been
taken over by the market. However, in the same way that medieval art outgrew
the dogma in which it took form, so does authentic creative expression prove
possible in spite of market limitations. Authentic creative expression is possible.
Secondary, but possible.
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