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Abstract: The issue of image, personal, organizational, brand, destination, is one of 
the most important issues that attracts the attention of the social, business and 
scientific public. This paper draws attention to the need for a comprehensive tre-
atment of the image, the mechanisms of its formation, and especially to the diffi-
culties of considering the image phenomenon in isolation, separated from its basis - 
identity. Numerous studies of the image of tourist destinations in the past decades, 
mostly of an empirical nature, remain on the surface of this phenomenon. Their 
results do not contribute to a deeper understanding of this phenomenon, primarily 
due to the absence of an appropriate conceptualization and theoretical framework. 
Regarding the image of the destination, the most important thing is, of course, its 
end result, but the analysis of the image phenomenon, the separation of one into its 
constituent factors, different, opposite and contradictory, reveals levers whose sha-
ping and use can influence the end result - the image. The role of mass media in this 
process, especially in the digital era, is very significant, but not decisive. 
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Introduction 

At the beginning of the 21st century, at the time of the fiercest market competition, 
issues of image and current reputation are in the increased focus of attention of 
modern man, the public, the world of business and politics. Their attitude towards 
you also depends on how people perceive you - what they think of you, how they 
treat you, whether and how they do business with you, whether they vote for you.
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If you leave the impression of a serious, credible, cultured and modern man with 
your speech, demeanor, manners, clothing, activities and overall culture, there is a 
great chance that you will be included in the circle of people who are accepted and 
respected, with whom you like to hang out, do business, spend free time... 

Concern for one's image, however, is not a newly formed concern of the third mille-
nnium, but can be traced deep into the past. Forming a positive self-image was a 
practical concern, the successful results of which facilitated the administration of 
rulers and the business of merchants. What others think of us, how they see us, is a 
significant determinant of our social, economic, cultural or political position, but also 
a determinant of our behavior. 

The need to gain the affection of others, which could only be obtained if they saw us 
in a positive light, almost started to develop with the development of personal 
identity and can be classified in the category of basic psychological needs. The mo-
ment we became aware of ourselves as a being separate from others, we began to 
make sure that the other saw us positively, as a friend, because their attitude to-
wards us depended on that. That caring, that activity of building one's own image 
used the media and techniques that were available to the era in question and did 
not end with interpersonal or group interaction. 

As a working definition of image, we will accept, due to its wide applicability, Philip 
Kotler's definition: "An image is a set of beliefs, ideas and impressions that a person 
has, which are related to a certain object. People's attitudes and activities towards a 
certain object are largely conditioned by the object's image" (Kotler 2001). 

Today, however, the significantly older, deeper and more comprehensive definition 
of image given by W. H. Reynolds in 1965 is often overlooked: image is "mental 
construct developed by the consumer on the basis of a few selected impressions 
among the flood of total impressions; it comes into being through a creative process 
in which these selected impressions are elaborated, embellished, and ordered." 
(Reynolds 1965, 69). Reynolds makes a distinction here between a mental construct 
and its basis; our construct is a simplified image, and emphasizes the active and 
creative role of the consumer: he (the consumer) selects only certain ones from the 
mass ("flood") of impressions and elaborates them through a process that has crea-
tive characteristics; he embellish them and puts them in a certain order. We can take 
this distinction as equivalent to the difference between belief and fact, what people 
believe about a person or institution (reputation) and what the person or institution 
and person really are (their character). 

Therefore, as valuable, because it points to the distinction between image and 
reality, we cite the definition of the world's most respected marketing institution - 
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AMA, the American Marketing Association: "Image is the consumer perception of a 
product, institution, brand, business or person, which may or may not correspond 
with reality" (https://marketing-dictionary.org/i/image/) 

By media in this paper we mean mass media, means of impersonal, mass commu-
nication, and due to the absence of disputes about the definition, we will accept the 
Collins dictionary definition as the working one: "Mass media - means of commu-
nication that reach a large number of people in a short time, such as television, 
newspapers, magazines and the radio." (https://www.collinsdictionary.com/ 
dictionary/english/mass-media)  

This paper is of a theoretical nature, and was created on the basis of insight into 
relevant sources and especially the author's practical experience in introducing the 
Montenegro Wild Beauty brand to the international tourist market. The aim of this 
paper is to point out the complexity of the formation of the image of tourist desti-
nations, the need to consider the image in connection with other phenomena (the 
essence of the matter is their connection), to realistically situate the position of the 
mass media in this process and to indicate the innovations in the image formation 
process brought about by the digital interaction of consumers. 

 

How does one form an image? 

The decisive power of the mass media in image creation is almost commonplace in 
mass knowledge today. Often, continuous and positive presence of a person, orga-
nization or community in the media, either in news communications - through news, 
reports, reportages, guest appearances in the studio, etc., or in market commu-
nications - through ads, spots, billboards - opinion is - forms favorable and positive 
image of a person, company, organization, community. According to the opinions of 
this type, the power of the media is unlimited: "He who holds power and authority, 
who controls the public media, who has privileged access to information and who 
knows persuasive techniques, he can convince anyone to think, believe and do any-
thing. He can say: 'I took it upon myself to set your head right" (Thomas Aquinas)" 
(Šušnjić, 2014) 

Without disputing the persuasive power of the media in the field of politics, espe-
cially not the media culture that they form and which, through the reduction of the 
ability for abstract thinking, generally leaves undesirable traces on the intellectual 
abilities of a large part of humanity, we must note that the phenomenon of forming 
and changing attitudes and opinions and creating impressions cannot be reduced to 
the manipulative power of the media, mediators, but necessarily includes at least 



Zolak, V. (2024). The role of the media in creating the image of a tourist destination, 
Sport media and business, 10(1) 25-44. 

www.smb.edu.rs 28 

two more parties - the one who "convinces" (subject - person, organization, commu-
nity) and the "convinced" (object - citizen, consumer, voter). 

Focusing on the presence and intensity of presence in the media, and the character 
of the media presentation (positively), focusing on the use of the media, the said 
opinion nevertheless almost completely abstracts the essential qualitative charac-
teristics of the subject, the object, that is, the reality about which ideas, beliefs and 
impressions are formed. 

The formula for achieving a successful image, an image that is not short-lived, does 
not lie - as history shows - in the mass media and communications, but in the object 
or subject of the image, not in the media evaluation and distribution of positive 
impressions, but in the object of evaluation - in high or socially desirable values that 
brings a person, a product, a brand, an organization, a place or a destination about 
which impressions are formed. We find this in the (positive) experience gained in 
interaction with the subject/object and which is determined by the qualities of the 
subject itself (person, product, organization, community). "That it is principally 
deeds which create public perceptions, not words and pictures” (Anholt 2010. p. 9). 
We must also not ignore Socrates who claims: "The way to gain a good reputation, is 
to endeavor to be what you desire to appear" (https://www.forbes.com/quotes/8710/) 

This shifting of the focus from the media, the intermediary, to the object, which, on 
the other hand, is also the subject, will be discussed later through the question of 
the role of the media in creating the image of a tourist destination. 

Definition of image by W.H. Reynolds and the American Marketing Association, 
through an indication of a possible discrepancy between perception and perceived 
reality, indicates the impossibility of considering the concept of image in isolation, 
without insight into its basis, without analyzing the object of perception. 

The object of perception, as we have already stated, can be a person, product, 
brand, company, organization, destination, community, nation... And each of these 
objects of perception is a subject in its own domain. An individual acquires an appro-
priate education and culture, sets his life goals, creates and practices an appropriate 
way of speaking and behaving, develops his visual identity and style. A company and 
organization build a strategy and structure to achieve their goals, form and practice 
the appropriate culture and behavior, create an appropriate value proposition, de-
sign and communications that match that supply. 

Both the individual and the organization - through the aforementioned elements - 
form their identity through which they want to be recognized and through which 
they enable other people to describe them, to remember them and relate to them. 
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The unique set of associations we strive to create is the essence of the identity 
creation process in the business sector. 

On the other hand, identity is a key element of an individual's personality, but also of 
every brand. It provides both man and brand with direction, purpose and meaning 
(Aaker 1996). Identity, however, is not given, but set task, we shape it through a long 
and painstaking process, "we constantly review and modify it, because identity is not 
a state but a process" (Golubović 1999). The philosopher Furio Ćeruti compares the 
process of identity formation to a wall: the construction of identity "necessarily must 
build a wall that will separate one's own property from the other’s, which will thus 
become someone else's... An open identity, an identity without a wall, contradicts 
itself. It recognizes itself only in that it differs from the other, that is, in what the wall 
symbolizes". (Cerutti 2009) Or, to put it another way, "the 'I' consists precisely in 
distinguishing it from the other" (Ricoeur, according to Golubović 1999). 

The principle of difference therefore appears as one of the most important deter-
minants of identity. 

Identity can be defined as a set of characteristics, attributes by which a person or 
organization is presented, positioned and differentiated - visually, verbally, by acti-
vity, behavior and it represents the foundation of the image. It is the ability to pre-
serve the internal identity and continuity of the subject. Unlike identity, however, 
image is in the mind, in the head of the audience (Melewar 2008, 9-11). 

The difference between image and reputation should be emphasized here. While 
image reflects recent experiences, beliefs, feelings, knowledge, associations and 
impressions about a person, product, company, reputation represents a perception 
formed over a long period of time and results from the reflection of historically 
accumulated impressions and experiences (Melewar 2008,  13). Image, despite its 
"stickiness", can change relatively quickly, reputation, however, requires a consis-
tent image over a long period of time and can be marked by a permanent per-
ception. 

Identity and activities on the formation, nurturing and maintenance of identity, 
specific values by which we are individualized, by which we are different, are those 
fundamental activities that in the long term contribute the most to image creation 
and represent its basis. 

In the world of economics, brand identity is defined as "a unique set of brand 
associations that brand strategists aspire to create or maintain. These associations 
represent what the brand stands for and imply a promise to customers from the 
organization members. Brand identity should help establish a relationship between 
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the brand and the customer by generating a value proposition involving functional, 
emotional or self-expressive benefits”. (Aaker 1996, 68). By breaking down brand 
identity into twelve dimensions organized into four perspectives, Aaker formed a 
deeper understanding of brand identity and brand building. 

In order to better understand the mechanism of image formation, it is necessary to 
understand the four key aspects of identity mentioned by Aker: product, organi-
zational, personal and symbolic. With (A) the product-related associations include 
(1) product scope, its connection with the product class, (2) product attributes (offe-
ring something extra or better than others), (3) quality and relationship with value, 
4) functional benefits, (4) associations with occasions in which the product is used, 
(5) associations with users and (6) links with the country of origin.      

(B) The organizational aspect of the brand focuses on organizational attributes 
rather than product attributes ie services. These attributes (customer focus, care for 
the environment, commitment to technology, local orientation, etc.) are more 
durable and resistant to competition than product ones and can include emotional 
and self-expressive benefits such as admiration, respect and liking. 

(C) An identity that considers the brand as a person is richer and more interesting 
than one based on product attributes. A brand can look competent, impressive, 
youthful, intellectual, formal, classy, trustworthy, etc. In this way, space can be 
formed for the brand to become a tool through which the consumer, the user 
expresses his personality (self-expressive benefit) and the basis for forming a 
relationship between the brand and the user. Apple computer users have always 
perceived this brand as a sign of top professionalism and creativity and through it 
communicated and expressed an image of them.  

(D) A brand is also a symbol, and a strong symbol provides cohesion and structure to 
an identity and enables easy recognition and recall. Its absence can be a serious 
handicap. Anything that represents a brand can be a symbol: programs, a slogan, a 
visual metaphor, a character, a logo, a color, a musical note, a gesture, packaging or 
a unique pricing policy. Three types of symbols are most prominent: visual images, 
metaphors, and brand heritage. 

By completing the formation of these four groups of brand identity components 
(product, organizational, personal and symbolic), the brand identity should provide a 
value proposition to the customer - a statement about the functional, emotional and 
symbolic benefits provided by the brand. 

This projecting of the goals that the brand should achieve is also a key difference 
between IDENTITY AND IMAGE: identity is active and looks to the future; it outlines 
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how the brand wants to be perceived. Image is passive and looks to the past; it 
shows how the brand has been perceived (until) now. The value proposition that is 
actively communicated to the target audience represents the brand's position and is 
part of the brand's identity. 

 

Image in tourism 

In the field of tourism, image has an incomparably greater importance than in other 
areas of economy and society. Most tourism products are services rather than phy-
sical goods and can usually compete only through image. In the world of services, to 
which tourism belongs, what is bought is intangible and therefore risky, inseparable, 
variabile, perishable and easily substitutable. (Ratković at.al. 2023) 

Intangible - unlike a physical product, you cannot see, taste, feel, hear or smell a 
service before you buy it. The consequence of intangibility is the increased risk in 
deciding on a tourist purchase. Before boarding the plane, the passenger only has a 
ticket and a promise, and when he leaves the hotel he can only show the receipt. 
Therefore, in order to reduce the uncertainty and risk caused by the intangibility of 
the service, the customer looks for signs and tangible evidence of quality that will 
provide him with information and confidence in the service. 

Inseparability - the service is provided and received (used) at the same time. Both 
employees and guests are part of the product, which is why managers manage both 
employees and consumers. 

Variability - the quality of services depends on who, when and where provide them, 
so they are highly variable. The service is created and consumed simultaneously, 
which limits the possibility of quality control. Perishability - the service cannot be 
stored to be sold later during a period of high demand. "A 100-room hotel that only 
sells 60 rooms on particular night cannot inevntory the 40 unsold rooms sell 140 
rooms next night. Revenue lost from not selling the unsold 40 rooms is gone fore-
ver" (Kotler at.al. 1999, 43-44.). 

This intangibility of the destination, the impossibility of trial or testing before pur-
chase, brings the question of the importance of the destination's image to a "red-
heat". That is why destinations are differentiated through the creation of brands, 
through the construction of a competitive identity, what makes the destination dis-
tinctive and unforgettable. "The image that the product creates in consumer aware-
ness, how the product is positioned, however, for the ultimate success of the 
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destination is more important than its actual characteristics" (Morgan at. al. 2002,  
12, underlined by V.Z.).  

The image differentiates one destination from another and today it plays a crucial 
role in choosing a destination. “What, for instance, is the difference between hiking 
in Slovenia, the Czech Republic, Crete or Montenegro; or between sailing in Greece, 
Turkey or Croatia? And, when all other actors such as hiking terrain, offshore wind 
conditions for sailing and visitor facilities are equal, the answer usually lies some-
where in the potential visitor’s perception the destination and its emotional appeal. 
(UNWTO 2009, 52) 

However, image formation is not a simple, one-sided, or one-way process that can be 
successfully implemented using the mass media. It (formation) is intricately inter-
twined with the destination selection process whose starting point is the totality of all 
possible destinations - (1) initial opportunity set. (Goodall 1991,  58-77.) This initial set 
is - through discarding those that are not considered because they are not known and 
the elimination of other destinations that are not available due to money, time, etc. - 
quickly turns into (2) realizable opportunity set. Since this set is almost always too 
large, it is reduced to (3) consideration set. If this set is still large, additional evaluation 
is undertaken and the number of destinations is reduced to (4) choice set. In this 
phase, the attributes of each destination are evaluated separately and the destination 
is evaluated against the expected benefits, which determines the destination's poten-
tial for satisfaction. After evaluating the attributes of each destination, (5) decision set 
is formed (evoked set by other authors). The size of this decision set is small and usu-
ally consists of three or four destinations. The final evaluation of the destinations that 
are in the decision set results in the final selection of the destination. 

According to this model, the image of the destination becomes an important 
component of the selection as soon as the individual makes the decision to travel. 
Only destinations of which the decision maker is aware (awareness) can be included 
in the opportunity set, which assumes that the image of the destination exists in the 
mind of the decision maker. As more and more destinations are eliminated through 
the evaluation process, only those destinations that have a strong image for the type 
of activity that the decision-maker chooses remain for further selection. Thus, the 
image of the destination can be seen as a "pull" factor, and understanding the me-
chanism of image formation is crucial for developing the attraction potential of the 
destination. 

Numerous studies indicate that the main forces of image formation are stimulus 
(informative) and personal factors (Baloglu and McCleary 1999, Beerli and Martin 
2004). Stimulus factors include external stimuli, different amount and type of 
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information sources, which forms the secondary image, and the previous experience 
of visiting the destination - the primary image. (Phelps 1986). Personal factors inclu-
de social and psychological factors of the percipient (motivation, socio-demographic 
characteristics, above all age and education and vacation experience).  

The destination image is formed through three different and hierarchically connec-
ted structural components: cognitive, affective and conative and plays a key role in 
the destination selection process. (Gartner 1993, 191-215). Cognitive image repre-
sents the understanding of the product in an intellectual way and is derived from 
facts, and due to the impossibility of trying out the tourist product beforehand, the 
tourist image is often based more on perception than reality. But as consumer be-
havior research shows, perception is reality. ‘If men define situations as real, they 
are real in their consequences’ – Thomas’ theorem (https://en.wikipedia.org/wiki/Tho-
mas _theorem. According to other sources, S. Pike, S. Page 2014, p. 215: “What is 
defined or perceived by people is real in its consequences”)   

The affective component of the image refers to the motives that an individual has 
for selecting a destination. Motives determine what we want to get, the expected 
benefits from the object that we consider in the selection process and thus influence 
its evaluation. This component is activated in the choice set phase, the evaluation 
stage of destination selection, when the attributes of each destination are evaluated 
separately (after the consideration set phase is completed). 

The conative component is analogous to behavior because it is the action compo-
nent. The connection with the previous two components is direct and depends on 
the image developed during the cognitive and evaluated during the affective phase. 

Cognitive image, on the other hand, is formed in different ways. The mental con-
struct formed under the influence of the destination, its marketing efforts, through 
induced agents, produces an induced image, and the destination image is created 
organically, from sources that are not directly related to the destination and over 
which the destination has no control (newspaper articles, books, documentary pro-
grams, films, schooling, family and friends, and other unbiased sources) represents 
an organic image. (Gunn 1972).  

Gartner sets the process of image formation as a continuum along which there are 
separate formative agents (informational sources or stimulus factors in Baloglu and 
McCleary 1999) that act independently or in some combination to form an image 
unique to an individual. Here it is worth mentioning the agents in question, without 
their elaboration: 
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1. Overt induced I - direct attempts to form an appropriate image, through 
traditional forms of advertising, TV, radio, billboards, brochures, etc. The 
person receiving the message clearly identifies the sender of the message. 

2. Overt induced II formative image agents include information obtained from 
tour operators and other organizations that have an interest in the process of 
making tourist decisions. 

3. Covert induced I - use of recognizable spokespeople, celebrities. 

4. Covert induced II - the person being influenced is not aware that the promo-
ters of the destination are involved in the development of the projected 
image. Most often through familiarization trips for tourism journalists. 

5. Autonomous agents consist of independently produced newspaper articles, 
documentaries, feature films, etc., and there are two basic agents: (1) news-
papers and (2) popular culture that portrays people and places through films, 
documentaries, and non-news TV programs. Both agents have high credibility 
and market penetration. 

6. Unsolicited organic agents mean information from unsolicited individuals who 
have either visited a destination or believe they know it. 

7. Solicited organic agents - when the destination in the selection process beco-
mes part of the consideration set, then information is sought from knowledge-
able, well-informed sources, usually friends and relatives. This stage of seeking 
information is often called word of mouth. 

8. Organic - At the end of the continuum is the organic formation of the image 
and it consists of information about the destination acquired through the visit. 
It has the most credibility because it is based on personal experience. 

The selection of an appropriate mix of image-forming agents depends on a number 
of factors: the amount of money available, the characteristics of the target market, 
demographic characteristics, timing, the type of image projected and the type of 
product. 

At all stages of the destination selection process, image helps determine which des-
tinations remain for further evaluation and which are eliminated from further consi-
deration, so the image formation process is intertwined with the destination selec-
tion process. 

The knowledge of formative agents and hierarchical components does not seem to 
be sufficient for understanding the destination image. The key components of desti-
nation image elaborated by Echtner and Ritchie (Echtner and Ritchie 1991 and 1993) 
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are missing. Destination image, according to the authors, should be viewed through 
two main components, those that are based on (1) attributes and those that are (2) 
holistic. Drawing on Martineau's research in retailing (Martineau 1958), the authors 
state that each of these components contains functional, tangible and psychological 
or more abstract characteristics. Functional are those that are directly visible or 
measurable, while psychological characteristics (friendship, atmosphere) cannot be 
directly measured. Both, however, play a critical role in image formation. 

The perception of individual product attributes as well as the total, holistic impre-
ssion can be based on the functional or psychological characteristics of the product. 
By crossing these components, we get the perception of individual functional attri-
butes, the perception of individual psychological attributes, the functional holistic 
image and the psychological holistic image. 

The dimensions of the destination image do not end with the 4 mentioned dimen-
sions, because the image can be based on common, general (functional and psy-
chological) features, but also on unique characteristics, events, feelings or aura. 

At one end of this continuum is the image, which is made up of characteristics on 
the basis of which all destinations are usually evaluated and compared, common 
functional ones, such as price level, type of accommodation, natural attractions and 
environment, transport infrastructure, climate, etc., and common psychological cha-
racteristics such as friendship, security, familiarity, etc. 

At the other end of the continuum, the image of a destination can include unique 
features and events (functional features) or aura (psychological features). Examples 
of unique features and events are numerous: Brazil is associated with the Amazon 
and Carnival in Rio, Paris with the Eiffel Tower and the Arc de Triomphe, Rome with 
the Colosseum and the Vatican, the Bavarian village of Oberamergau with the Pa-
ssion Play, Valencia with La Tomatina. A unique aura is more difficult to build, but a 
number of destinations differ in their special atmosphere. Around Paris floats the 
aura of the city of romance, around Nepal an aura of mysticism, around the Vatican 
of the holy place. 

The problems of research and understanding of the destination image are multi-
faceted. In a review of 262 studies of destination image, published between 1972 
and 2007, Pike (Pike 2002 and 2007) indicates that almost half of the studies (129) 
investigated destination image in isolation, without reference to competing places; 
that only a few studies were not limited to the conceptualization of image in terms 
of a list of common attributes, but also investigated holistic impressions; that only 
37 researches took into account the travel context (consumers look for different 
attributes and benefits in different contexts and therefore prefer different destinati-
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ons for different situations, for example business, conference or holiday trip); that 
most studies focused on cognitive attributes, and that only 6 out of 142 studies 
showed an explicit interest in affective image, etc. 

There is no doubt that the customer buys a holiday exclusively on the basis of sym-
bolic expectations initially created by communication through words, images, so-
unds... The experience of a holiday is literally constructed in the imagination through 
the communication of content and values, only partly through mass media, and the 
creation of mental images becomes strategic business of tourism producers. 

However, the fact that a number of destinations, despite the successfully created 
mental images widely mediated by the mass media and other communication cha-
nnels, failed to take a more serious position on the world tourist market and to 
create a favorable and attractive image, indicates that there are some forces that 
represent an obstruction for the openly and covertly induced agents of image for-
mation, i.e. effective commercial use of mass media in tourist communications. 

The media, of course, play an important role in mediating the tourist reality and 
forming an initial favorable image, but other factors affect the final success, and 
exposure to them is often more significant than the images created by commu-
nications. 

The customer buys the promise of a vacation formed by communications (overtly 
and covertly induced, autonomous, unsolicited and solicited organic agents) without 
experiencing the product itself, and after the end of the annual vacation, i.e. after 
the consumption of the product the customer summarizes his impressions and 
compares them with the promises and expectations, i.e. the projected image by the 
destination. The vacation experience, the experience with the destination (and also 
with the product, organization, community, person), comparing promises and expec-
tations with the experience, becomes the key, crucial factor that confirms, streng-
thens, weakens or destroys the previously formed image. This final impression is 
what Hankinson calls a complex image, which is the result of "the interaction of the 
actual experience of visiting the destination with the previously held images" and is 
the final stage of the continuum that starts with the organic image, goes to the 
induced one (destination marketing programs aimed at strengthening or changing 
the existing organic image) and ends with complex image. (Hankinson 2004,  7). 

A significant change into the process of forming a destination image is brought about 
by the entry into the digital era, the turning point of which is the emergence of the 
possibility of digitally mediated consumer interaction of Internet users, based on the 
development of Web 2.0. This development of interaction challenged the hierar-
chical structure of information in which information is broadcast from a few centers 
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to the masses of recipients and significantly reduced the social power of the mass 
media in the field of tourism (UNWTO 2009). Now Internet users and recipients of 
information gain the power to create content, and the development of social media 
opens up a completely new space in the creation of a destination image. A number 
of tourist and general social networks (Tripadvisor, Facebook, Instagram, etc.) are 
changing the way of gaining information and forming opinions about the destina-
tion. Those who until then were in a position to only receive information from offi-
cial sources, begin to create and distribute it, to comment on official, induced infor-
mation and to independently create informative content. The same means the 
strengthening of organic versus induced agents in the process of image formation. 
People increasingly rely on the opinions of others (consumers) and communicate 
directly, without the need to rely on business intermediaries or official sources, 
which, among other things, significantly accelerates the formation of impressions 
about the destination. The possibility of exchanging photos, video content and 
creating personal stories about destinations contributes to the same. 

The key characteristic of social media is the creation of content by users, user-
generated content that is not created by a professional team of creators/journalists, 
which characterizes mass media. Already a huge number of content creators and an 
enormous amount of information that is produced every minute creates commu-
nication anarchy and permanently creates a dilemma for all users and consumers 
regarding the question which source to trust and how to select information from the 
mass of ungraded information. 

The other, often neglected dimension of interactivity refers to the possibility of for-
ming a clear and vivid image of the destination without direct experience with it. 
Access to multimedia, numerous video contents posted on social networks, official 
destination sites or company commercial sites and live web video cameras that show 
the destination in real time enable a virtual visit and a virtual experience of the desti-
nation. The creation of virtual tours and their mediation to digital users can signifi-
cantly contribute to improving the image of each destination. (Govers and Go 2003) 

Marketing of tourist destinations, it is important to point out, very rarely starts from 
scratch. Destinations with a long political history, rich cultural heritage and art sce-
ne, strong economy, famous people and export brands, etc. they usually have a 
strong positive organic image. On the other hand, a long history of economic decline 
and poverty, political turbulence or cultural backwardness of a country can result in 
a negative organic image, and such an image cannot be changed by marketing co-
mmunications alone: “Changing a negative organic image requires a change in the 
destination product itself” (Hankinson,  12). 
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That is why (1) the organic image, formed by long-term exposure to information and 
impressions about the destination, through education, books, films, culture, daily 
information about the country that is a tourist destination and (2) the experience of 
the visit, interaction with the destination are the key forces on which depends a 
strong positive image of the tourist destination. 

The image of a place, therefore, in addition to the created media communications 
and the experience of the visit, is influenced by numerous other factors, which are 
not under the control of those who manage the place, and they are positive and 
negative, contemporary and historical: 

- newspaper articles, 
- movies and books, 
- works of art, 
- cultural events, 
- fashion and design, 
- spoken communication (viva voce), 
- wars and significant historical events (seen in the emitting country), 
- export products and services, 
- jewels of architecture, 
- exceptional natural beauty, 
- religion, 
- diplomacy, 
- government policy, 
- international sports triumphs, 
- character of national cuisine, 
- language and folklore, 
- iconic leaders, 
- movie and rock stars, 
- historical figures, inventors, etc. 

Certainly, citizens and potential guests are introduced to the largest number of 
image-creating factors listed here through mass media. About wars, crime, corrup-
tion, sports successes, cultural and artistic achievements, natural beauty, diplomacy, 
films and film stars, architecture and other things, citizens of foreign countries get to 
know through the process of education and (their own) domiciled media, but the 
media do not play an active role here, they do not form value attitudes under the 
influence and control of the identity bearers. It is more the transmission and dis-
tribution of informative content - of course through the optics of that country, which 
is not free from prejudices and stereotypes - the mediation of what is, the reality of 
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a country. Especially, because the bearer of the identity is in a completely different, 
distant country and without real opportunities to control the media in the country 
where the content is transmitted. Therefore, the influence of the mass media in 
creating the image of a place or destination in the international framework encoun-
ters objective limits set by the nature of tourism and the international order. 

Attitudes about the omnipotence of the media in creating an image, on the one hand, 
find their basis in the character of contemporary culture, which precisely thanks to the 
commercial existence of the mass media has acquired the character of a mass culture 
whose basic feature is the homogenization of the cultural product. In order to be a 
profitable product, it must be standardized and acceptable to the majority of the au-
dience. This commercial need for cost-effective production forces producers to esta-
blish the lowest common denominator in content creation, and it corresponds to the 
recipient of the lowest elementary education. "In search of a means of communica-
tion, more universal and simpler than the poorest language, mass culture often turns 
to the image. Outside of film and television, where it is a natural element, the image 
competes with words in the press as well." (Kloskovska 1985,  262). 

"If once the word was a mediator between people, now it becomes an image, so the 
whole culture is increasingly understood as the production, exchange, reproduction 
and consumption of images, which means that the perception and understanding of 
reality descends to a lower spiritual level, which leads to uniformity, homoge-
nization". (Šušnjić 2014,  406)  

The second point of support for the position regarding the omnipotence of the 
media may be found in mass culture, but in the segment of media culture that, thro-
ugh an industrial process, artificially creates fame through the media. This rapid 
creation of media stars and celebrities, mostly personalities from the world of enter-
tainment and sports, who are "famous for being famous", with the separation of 
fame and achievements and the suppression of those persons who were famous for 
great deeds, is possible to form the impression that the same it can be done so easily 
with the same techniques with products, organizations, communities, places and 
destinations. 

Here, however, we are talking about the continuous "interest of the media industry 
to continuously produce new media personalities, whose fame is of an ephemeral 
character" (Vukadinović 2013, p. 19). The approach that can be achieved with 
people, the overnight formation of fame and fame on the local or domestic market, 
is difficult to achieve with products, brands, organizations and destinations on the 
international market. 
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Conclusion 

The phenomenon of image creation will increasingly attract the attention of the 
audience as well as professional, business and scientific public. Since with techno-
logical and market development, products and services have become more nume-
rous and more similar in their characteristics, and as it is more and more difficult to 
create products that are physically different, the processes of occupying a place on 
the market and market competition will turn more and more to people's mind. 
Brands, not products, have already become the main weapon of market competition 
and the stars of market communications. 

Achieving success in such circumstances is not easy. No matter how much access to 
the media and its intensive use seems to be the solution to the problem, history 
shows that the customer, guest, citizen, is not dull and is not ready for "unconditi-
onal obedience". Talking positively about yourself and bragging about your qualities 
every day will not bring success. Talking about oneself, as communication experts 
warn, is actually the least effective and most expensive method. Mass media, espe-
cially in highly developed western markets which are also the most important tourist 
target markets, are very expensive, breaking through media congestion (saliency) 
and the flood of commercial information is extremely difficult, and the degree of 
credibility of market communications is usually relatively low. The customer is aware 
that the information is paid for and highly controlled. 

That is why it is important to understand that people's perception of a certain place 
is formed depending on what is happening in that country, the products of that 
country, what others say about that country and, lastly, on the way a certain country 
talks about itself. 

Although mass media is an important channel of communication of what a certain 
brand, place, destination or country is doing, image and reputation are not built by 
mass media and communications, nor can it be changed by them. The destination 
must be intriguing, inspiring, innovative, dynamic, full of events and must show in-
ternal quality (by which it satisfies the needs of its users), the interaction between 
the destination and the user must meet expectations, so that the promised becomes 
and is realized and continuously creates high satisfaction of users, consumers, in 
order to they could eventually form strong positive impressions."The way to gain a 
good reputation, is to endeavor to be what you desire to appear". 

The analysis presented in this overview article has its limitations, which arise primarily 
from the fact that it represents a theoretical research, an overview of the conceptual 
framework in which the role of the mass media in the formation of the image of 
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tourist destinations is realized. Future qualitative empirical research in the form of 
case studies of the role of the mass media in creating the image of specific tourist 
destinations will make a significant contribution to the illumination of this issue. 

Based on the overall analysis, it can be concluded that the aim of this paper has 
been fulfilled. The complex, multifaceted, relative and dynamic nature of the image 
has been presented, the need to consider it in connection with other phenomena 
has been confirmed, as well as the realistically situated position of the mass media in 
the process of formation and the new position of the consumer, i.e. visitors in the 
communication brought about by the digital era and social media. 
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	THE ROLE OF THE MEDIA IN CREATING THE IMAGE OF A TOURIST DESTINATION
	Velibor Zolak 3F
	Abstract: The issue of image, personal, organizational, brand, destination, is one of the most important issues that attracts the attention of the social, business and scientific public. This paper draws attention to the need for a comprehensive tre-...
	Keywords: Media, image, identity, brand, marketing, tourist destination
	Introduction
	At the beginning of the 21st century, at the time of the fiercest market competition, issues of image and current reputation are in the increased focus of attention of modern man, the public, the world of business and politics. Their attitude towards...
	If you leave the impression of a serious, credible, cultured and modern man with your speech, demeanor, manners, clothing, activities and overall culture, there is a great chance that you will be included in the circle of people who are accepted and ...
	Concern for one's image, however, is not a newly formed concern of the third mille-nnium, but can be traced deep into the past. Forming a positive self-image was a practical concern, the successful results of which facilitated the administration of r...
	The need to gain the affection of others, which could only be obtained if they saw us in a positive light, almost started to develop with the development of personal identity and can be classified in the category of basic psychological needs. The mo-...
	As a working definition of image, we will accept, due to its wide applicability, Philip Kotler's definition: "An image is a set of beliefs, ideas and impressions that a person has, which are related to a certain object. People's attitudes and activit...
	Today, however, the significantly older, deeper and more comprehensive definition of image given by W. H. Reynolds in 1965 is often overlooked: image is "mental construct developed by the consumer on the basis of a few selected impressions among the ...
	Therefore, as valuable, because it points to the distinction between image and reality, we cite the definition of the world's most respected marketing institution - AMA, the American Marketing Association: "Image is the consumer perception of a produ...
	By media in this paper we mean mass media, means of impersonal, mass commu-nication, and due to the absence of disputes about the definition, we will accept the Collins dictionary definition as the working one: "Mass media - means of commu-nication t...
	This paper is of a theoretical nature, and was created on the basis of insight into relevant sources and especially the author's practical experience in introducing the Montenegro Wild Beauty brand to the international tourist market. The aim of this...
	How does one form an image?
	The decisive power of the mass media in image creation is almost commonplace in mass knowledge today. Often, continuous and positive presence of a person, orga-nization or community in the media, either in news communications - through news, reports,...
	Without disputing the persuasive power of the media in the field of politics, espe-cially not the media culture that they form and which, through the reduction of the ability for abstract thinking, generally leaves undesirable traces on the intellect...
	Focusing on the presence and intensity of presence in the media, and the character of the media presentation (positively), focusing on the use of the media, the said opinion nevertheless almost completely abstracts the essential qualitative charac-te...
	The formula for achieving a successful image, an image that is not short-lived, does not lie - as history shows - in the mass media and communications, but in the object or subject of the image, not in the media evaluation and distribution of positiv...
	This shifting of the focus from the media, the intermediary, to the object, which, on the other hand, is also the subject, will be discussed later through the question of the role of the media in creating the image of a tourist destination.
	Definition of image by W.H. Reynolds and the American Marketing Association, through an indication of a possible discrepancy between perception and perceived reality, indicates the impossibility of considering the concept of image in isolation, witho...
	The object of perception, as we have already stated, can be a person, product, brand, company, organization, destination, community, nation... And each of these objects of perception is a subject in its own domain. An individual acquires an appro-pri...
	Both the individual and the organization - through the aforementioned elements - form their identity through which they want to be recognized and through which they enable other people to describe them, to remember them and relate to them. The unique...
	On the other hand, identity is a key element of an individual's personality, but also of every brand. It provides both man and brand with direction, purpose and meaning (Aaker 1996). Identity, however, is not given, but set task, we shape it through ...
	The principle of difference therefore appears as one of the most important deter-minants of identity.
	Identity can be defined as a set of characteristics, attributes by which a person or organization is presented, positioned and differentiated - visually, verbally, by acti-vity, behavior and it represents the foundation of the image. It is the abilit...
	The difference between image and reputation should be emphasized here. While image reflects recent experiences, beliefs, feelings, knowledge, associations and impressions about a person, product, company, reputation represents a perception formed ove...
	Identity and activities on the formation, nurturing and maintenance of identity, specific values by which we are individualized, by which we are different, are those fundamental activities that in the long term contribute the most to image creation a...
	In the world of economics, brand identity is defined as "a unique set of brand associations that brand strategists aspire to create or maintain. These associations represent what the brand stands for and imply a promise to customers from the organiza...
	In order to better understand the mechanism of image formation, it is necessary to understand the four key aspects of identity mentioned by Aker: product, organi-zational, personal and symbolic. With (A) the product-related associations include (1) p...
	(B) The organizational aspect of the brand focuses on organizational attributes rather than product attributes ie services. These attributes (customer focus, care for the environment, commitment to technology, local orientation, etc.) are more durabl...
	(C) An identity that considers the brand as a person is richer and more interesting than one based on product attributes. A brand can look competent, impressive, youthful, intellectual, formal, classy, trustworthy, etc. In this way, space can be form...
	(D) A brand is also a symbol, and a strong symbol provides cohesion and structure to an identity and enables easy recognition and recall. Its absence can be a serious handicap. Anything that represents a brand can be a symbol: programs, a slogan, a v...
	By completing the formation of these four groups of brand identity components (product, organizational, personal and symbolic), the brand identity should provide a value proposition to the customer - a statement about the functional, emotional and sy...
	This projecting of the goals that the brand should achieve is also a key difference between IDENTITY AND IMAGE: identity is active and looks to the future; it outlines how the brand wants to be perceived. Image is passive and looks to the past; it sh...
	Image in tourism
	In the field of tourism, image has an incomparably greater importance than in other areas of economy and society. Most tourism products are services rather than phy-sical goods and can usually compete only through image. In the world of services, to ...
	Intangible - unlike a physical product, you cannot see, taste, feel, hear or smell a service before you buy it. The consequence of intangibility is the increased risk in deciding on a tourist purchase. Before boarding the plane, the passenger only ha...
	Inseparability - the service is provided and received (used) at the same time. Both employees and guests are part of the product, which is why managers manage both employees and consumers.
	Variability - the quality of services depends on who, when and where provide them, so they are highly variable. The service is created and consumed simultaneously, which limits the possibility of quality control. Perishability - the service cannot be...
	This intangibility of the destination, the impossibility of trial or testing before pur-chase, brings the question of the importance of the destination's image to a "red-heat". That is why destinations are differentiated through the creation of brand...
	The image differentiates one destination from another and today it plays a crucial role in choosing a destination. “What, for instance, is the difference between hiking in Slovenia, the Czech Republic, Crete or Montenegro; or between sailing in Greec...
	However, image formation is not a simple, one-sided, or one-way process that can be successfully implemented using the mass media. It (formation) is intricately inter-twined with the destination selection process whose starting point is the totality ...
	According to this model, the image of the destination becomes an important component of the selection as soon as the individual makes the decision to travel. Only destinations of which the decision maker is aware (awareness) can be included in the op...
	Numerous studies indicate that the main forces of image formation are stimulus (informative) and personal factors (Baloglu and McCleary 1999, Beerli and Martin 2004). Stimulus factors include external stimuli, different amount and type of information...
	The destination image is formed through three different and hierarchically connec-ted structural components: cognitive, affective and conative and plays a key role in the destination selection process. (Gartner 1993, 191-215). Cognitive image repre-s...
	The affective component of the image refers to the motives that an individual has for selecting a destination. Motives determine what we want to get, the expected benefits from the object that we consider in the selection process and thus influence i...
	The conative component is analogous to behavior because it is the action compo-nent. The connection with the previous two components is direct and depends on the image developed during the cognitive and evaluated during the affective phase.
	Cognitive image, on the other hand, is formed in different ways. The mental con-struct formed under the influence of the destination, its marketing efforts, through induced agents, produces an induced image, and the destination image is created organ...
	Gartner sets the process of image formation as a continuum along which there are separate formative agents (informational sources or stimulus factors in Baloglu and McCleary 1999) that act independently or in some combination to form an image unique ...
	1. Overt induced I - direct attempts to form an appropriate image, through traditional forms of advertising, TV, radio, billboards, brochures, etc. The person receiving the message clearly identifies the sender of the message.
	2. Overt induced II formative image agents include information obtained from tour operators and other organizations that have an interest in the process of making tourist decisions.
	3. Covert induced I - use of recognizable spokespeople, celebrities.
	4. Covert induced II - the person being influenced is not aware that the promo-ters of the destination are involved in the development of the projected image. Most often through familiarization trips for tourism journalists.
	5. Autonomous agents consist of independently produced newspaper articles, documentaries, feature films, etc., and there are two basic agents: (1) news-papers and (2) popular culture that portrays people and places through films, documentaries, and n...
	6. Unsolicited organic agents mean information from unsolicited individuals who have either visited a destination or believe they know it.
	7. Solicited organic agents - when the destination in the selection process beco-mes part of the consideration set, then information is sought from knowledge-able, well-informed sources, usually friends and relatives. This stage of seeking informatio...
	8. Organic - At the end of the continuum is the organic formation of the image and it consists of information about the destination acquired through the visit. It has the most credibility because it is based on personal experience.
	The selection of an appropriate mix of image-forming agents depends on a number of factors: the amount of money available, the characteristics of the target market, demographic characteristics, timing, the type of image projected and the type of prod...
	At all stages of the destination selection process, image helps determine which des-tinations remain for further evaluation and which are eliminated from further consi-deration, so the image formation process is intertwined with the destination selec...
	The knowledge of formative agents and hierarchical components does not seem to be sufficient for understanding the destination image. The key components of desti-nation image elaborated by Echtner and Ritchie (Echtner and Ritchie 1991 and 1993) are m...
	The perception of individual product attributes as well as the total, holistic impre-ssion can be based on the functional or psychological characteristics of the product. By crossing these components, we get the perception of individual functional at...
	The dimensions of the destination image do not end with the 4 mentioned dimen-sions, because the image can be based on common, general (functional and psy-chological) features, but also on unique characteristics, events, feelings or aura.
	At one end of this continuum is the image, which is made up of characteristics on the basis of which all destinations are usually evaluated and compared, common functional ones, such as price level, type of accommodation, natural attractions and envi...
	At the other end of the continuum, the image of a destination can include unique features and events (functional features) or aura (psychological features). Examples of unique features and events are numerous: Brazil is associated with the Amazon and...
	The problems of research and understanding of the destination image are multi-faceted. In a review of 262 studies of destination image, published between 1972 and 2007, Pike (Pike 2002 and 2007) indicates that almost half of the studies (129) investi...
	There is no doubt that the customer buys a holiday exclusively on the basis of sym-bolic expectations initially created by communication through words, images, so-unds... The experience of a holiday is literally constructed in the imagination through...
	However, the fact that a number of destinations, despite the successfully created mental images widely mediated by the mass media and other communication cha-nnels, failed to take a more serious position on the world tourist market and to create a fa...
	The media, of course, play an important role in mediating the tourist reality and forming an initial favorable image, but other factors affect the final success, and exposure to them is often more significant than the images created by commu-nications.
	The customer buys the promise of a vacation formed by communications (overtly and covertly induced, autonomous, unsolicited and solicited organic agents) without experiencing the product itself, and after the end of the annual vacation, i.e. after th...
	A significant change into the process of forming a destination image is brought about by the entry into the digital era, the turning point of which is the emergence of the possibility of digitally mediated consumer interaction of Internet users, base...
	The key characteristic of social media is the creation of content by users, user-generated content that is not created by a professional team of creators/journalists, which characterizes mass media. Already a huge number of content creators and an en...
	The other, often neglected dimension of interactivity refers to the possibility of for-ming a clear and vivid image of the destination without direct experience with it. Access to multimedia, numerous video contents posted on social networks, officia...
	Marketing of tourist destinations, it is important to point out, very rarely starts from scratch. Destinations with a long political history, rich cultural heritage and art sce-ne, strong economy, famous people and export brands, etc. they usually ha...
	That is why (1) the organic image, formed by long-term exposure to information and impressions about the destination, through education, books, films, culture, daily information about the country that is a tourist destination and (2) the experience o...
	The image of a place, therefore, in addition to the created media communications and the experience of the visit, is influenced by numerous other factors, which are not under the control of those who manage the place, and they are positive and negati...
	- newspaper articles,
	- movies and books,
	- works of art,
	- cultural events,
	- fashion and design,
	- spoken communication (viva voce),
	- wars and significant historical events (seen in the emitting country),
	- export products and services,
	- jewels of architecture,
	- exceptional natural beauty,
	- religion,
	- diplomacy,
	- government policy,
	- international sports triumphs,
	- character of national cuisine,
	- language and folklore,
	- iconic leaders,
	- movie and rock stars,
	- historical figures, inventors, etc.
	Certainly, citizens and potential guests are introduced to the largest number of image-creating factors listed here through mass media. About wars, crime, corrup-tion, sports successes, cultural and artistic achievements, natural beauty, diplomacy, f...
	Attitudes about the omnipotence of the media in creating an image, on the one hand, find their basis in the character of contemporary culture, which precisely thanks to the commercial existence of the mass media has acquired the character of a mass c...
	"If once the word was a mediator between people, now it becomes an image, so the whole culture is increasingly understood as the production, exchange, reproduction and consumption of images, which means that the perception and understanding of realit...
	The second point of support for the position regarding the omnipotence of the media may be found in mass culture, but in the segment of media culture that, thro-ugh an industrial process, artificially creates fame through the media. This rapid creati...
	Here, however, we are talking about the continuous "interest of the media industry to continuously produce new media personalities, whose fame is of an ephemeral character" (Vukadinović 2013, p. 19). The approach that can be achieved with people, the...
	Conclusion
	The phenomenon of image creation will increasingly attract the attention of the audience as well as professional, business and scientific public. Since with techno-logical and market development, products and services have become more nume-rous and m...
	Achieving success in such circumstances is not easy. No matter how much access to the media and its intensive use seems to be the solution to the problem, history shows that the customer, guest, citizen, is not dull and is not ready for "unconditi-on...
	That is why it is important to understand that people's perception of a certain place is formed depending on what is happening in that country, the products of that country, what others say about that country and, lastly, on the way a certain country...
	Although mass media is an important channel of communication of what a certain brand, place, destination or country is doing, image and reputation are not built by mass media and communications, nor can it be changed by them. The destination must be ...
	The analysis presented in this overview article has its limitations, which arise primarily from the fact that it represents a theoretical research, an overview of the conceptual framework in which the role of the mass media in the formation of the im...
	Based on the overall analysis, it can be concluded that the aim of this paper has been fulfilled. The complex, multifaceted, relative and dynamic nature of the image has been presented, the need to consider it in connection with other phenomena has b...
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	COMMUNICATION BETWEEN COACH AND ATHLETE
	Ivana Zubić4F
	Abstract: The coach and athlete relationship is interaction in which the thoughts, feelings and behavior of the coach and athlete are causally linked. The quality of the relationship between coach and athlete affects the achievement and psychological...
	Keywords: communication, conflicts, coach-athlete relationship
	Introduction
	Sport is a significant factor in personality development (Zubić, 2023). Sports activi-ties can help in building a positive self-image (Mitrović, et al., 2013), good work habits, developing communication skills (Nenadić, et al., 2021) and emotional co...
	The subject of this paper is a comprehensive presentation about topic of relationship and communication between coaches and athletes. The aim of this paper is to describe importance and elements of relationship and communication between co-ach and at...
	Relationship between coach and athlete
	Over the past two decades, the quality and functions of the coach-athlete relation-ship have been studied (Jowett, Meek, 2000). A significant contribution to this topic was made within the 3+1C model (Jowett, 2007). In this model, the coach-athlete r...
	1. The closeness of the coach and the athlete (an emotional connection reflected in trust and respect),
	2. commitment (motivation to maintain closeness)
	3. complementarity (responsiveness and cooperation) i
	4. co-orientation (refers first to the athlete's perception of the coach and then the coach's perception of the athlete). Co-orientation contains two perspectives: the direct perspective reflects how the athlete/coach feels, thinks and behaves toward...
	The coach-athlete relationship is the essence of the entire coaching job (Jowett, 2017). Research has shown that the quality of the coach-athlete relationship is related to athlete performance and satisfaction with their relationship (Lorimer, Jowett...
	Communication between coach and athlete
	Interpersonal communication is a key factor in the quality of the coach-athlete rela-tionship (Jowett, 2007). Communication is a mechanism that transfers the effects of the quality of the coach-athlete relationship to interpersonal (eg, relationship ...
	There is a difference between verbal and non-verbal communication. Verbal co-mmunication takes place through words used to convey messages, and non-verbal communication takes place in parallel with verbal communication. Non-verbal co-mmunication does...
	This type of communication is important in transmitting and receiving information. Usually, people are unaware of their non-verbal cues. Psychologist Albert Mehrabian (Mehrabian, 1981) studied the importance of non-verbal communication. Namely, he es...
	Communication is the basic tool through which coaches show athletes skills, convey significant information about technique and tactics, and provide feedback on the success of their performances. Communication is a significant source of satisfaction, ...
	The communication process contains basic steps. First, a person decides to send a message to someone. Then, the sender converts (encodes) their thoughts into a message. Third, a verbal or non-verbal message is channeled to the recipient. Then, the re...
	Communication is a process that depends on both parties. Namely, the athlete's behavior affects the coach's behavior, and then the coach's behavior in turn affects the athlete's behavior. And so a circular process of influence is created. In order fo...
	The COMPASS model (Rhind, Jowett, 2012) brings together communication stra-tegies that coaches and athletes use to maintain a relationship in a certain state. This COMPASS model (Rhind, Jowett, 2012) contains seven key communication strategies:
	1. Conflict management reflects the efforts of coaches and athletes to identify, discuss, resolve and monitor potential areas of disagreement;
	2. Openness includes efforts to communicate openly and clearly;
	3. Motivation emphasizes the efforts of both coach and athlete to develop a partnership that is rewarding for both parties and provides reasons for each member to stay in the relationship;
	4. Preventative emphasizes efforts to discuss expectations, rules, roles and consequences if they are not met;
	5. Advice is defined as giving one’s opinions on problems encountered by the coach or the athlete, as well as giving and receiving feedback in a positive and open way. Advice consists of three themes: sport communication, reward feedback and construct...
	6. Support is reflected in the fact that coaches and athletes help each other in difficult and challenging times; and
	7. Social networks reflect communication strategies that create opportunities to develop strong relationships with significant others (eg parents, friends, club management, managers).
	Coach-athlete communication is a complex, dynamic process that depends on context (Lyle, 2005; Jones, Turner, 2006; Nash, Collins, 2006). In particular, commu-nication between coach and athlete can be educational, emotional, verbal or non-verbal and ...
	Studies conducted on successful Olympic athletes have found that trust, friendship between coaches and players, and constructive feedback are factors that positively influence athlete performance (Greenleaf, Gould, Dieffenbach, 2001). Lack of trust b...
	Effective communication
	Effective communication is key to a positive relationship between two people. Effec-tive verbal communication involves the characteristics of  sender and receiver of the message. Characteristics related to sender of the message include the way the me...
	It is recommended that messages should be directly expressed and formulated in the "I" format ("me", "my" instead of "you"). Also, messages should be complete, specific, clear and consistent, directly spoken and coordinated with non-verbal co-mmunica...
	Characteristics related to recipient of a message include the skill of active listening. Active listening is one of the key elements of successful communication. The goal of active listening is for listener to understand what the sender wanted to say...
	Recommendations for effective communication between coach and athlete:
	1. The messages sent by the coach should be clear, concise without unnece-ssary details, accurate and true, complete and complete, kind, constructive, that is, positive while avoiding unconstructive criticism and negativity.
	2. The exchange of views and suggestions between the coach and the athlete should be constant, especially when designing training programs. This leads to better mutual understanding, greater appreciation, and enrichment of knowledge about sports and ...
	3. A way to improve communication (especially in a group or team) is to orga-nize team meetings. These meetings should be scheduled regularly (you sho-uld not wait for a problem to happen and then make an appointment), focus on the difficulties in th...
	a) Everyone in the team should be open to the opinions of others re-gardless of how much they disagree with them (ie team members sho-uld not be defensive or hostile towards a different opinion than theirs).
	b) Team members should be constructive, not destructive (eg behavior is criticized, not the person).
	c) Everything discussed in the meeting stays there (ie the information is confidential).
	d) Everyone should have the opportunity to speak.
	e) Each team member should have at least one positive thing to say about everyone else.
	4. Conversations with the athlete must not take form of threats, punishments, blackmail, or aggressive behavior. A coach with authority can have a great influence on the psychological state of an athlete through suggestive acti-ons. The conversation ...
	5. The conversation about the reasons for success and failure should have a constructive and evaluative character. This kind of conversation should not contain fault-finding, blaming, finger-pointing, and giving reasons for justi-fication. Reasons fo...
	6. In order for athlete to progress in his performance, in situations where he makes mistakes, it is necessary for the coach to give constructive negative feedback or criticism. Many people perceive criticism as a threat to their self-esteem and focu...
	a) a positive statement about a person or his behavior,
	b) a clear future-oriented instruction on how to implement a certain element and
	c) praising a person or his behavior.
	7. Developing empathy can improve team communication (Beauchamp, Mac-lachlan, Lothian, 2005). Empathy is developed by teaching athletes to appro-ach interactions from another person's point of view, including through role-playing exercises. The exerc...
	​Effective communication requires skills and investment of all participants. Unfor-tunately, certain difficulties can arise in communication due to non-acceptance of responsibility and lack of trust. Often people do not see that they themselves bear ...
	Conflicts in sport
	Conflicts are inevitable because coaches spend a lot of time with athletes both du-ring the training process and during competition period when athletes are addi-tionally exposed to stress. Timely reaction and adequate response to conflict can greatl...
	A three-component model for understanding interpersonal conflict in sport provides a framework for understanding and resolving conflict in sport (Wachsmuth et al., 2017). According to this model, conflict represents a situation in which people per-ce...
	1. Antecedents or determinants of conflict. It includes intrapersonal factors (e.g., self-esteem, ego vs. task orientation), interpersonal factors (e.g., poor communication patterns such as avoidance versus open discussion of di-fficult issues), and ...
	2. The nature of a conflict itself. It includes the cognitive, emotional, and beha-vioral content of conflict, as well as its descriptive characteristics (eg, dura-tion, frequency, and intensity).
	3. Consequences of interpersonal conflicts. It includes intrapersonal outcomes (eg, lost self-confidence), interpersonal outcomes (eg, poor team cohesion), and performance outcomes (eg, reduced individual and team performance).
	Understanding the causes of conflict (component 1) and the nature of conflict (com-ponent 2) can help athlete or coach develop conflict management strategies to resolve conflicts or prevent them from occurring. For example, ice dance partners who are...
	Coach-athlete conflicts lead to reduced team cohesion, increased levels of com-petitive anxiety and other negative emotional outcomes (Partridge, Knapp. 2016), reduced athlete performance (Jowett, Cramer, 2010; Leo, González-PonceSánchez-Miguel, Ivar...
	In study (Mellalieu, Shearer, Shearer, 2013) were examined strategies used to re-solve conflicts in sports. The most used strategy is to withdraw. And second used strategy is to resolve a conflict independently or with the help of others. Also, the l...
	Guidelines and recommendations for preventing and managing conflict in the context of sports are (Wachsmuth, Jowett, Harwood, 2017): a coach should foster an open door policy, set common goals with athletes, develop team cohesion, establish common ex...
	The following are the assumptions on which constructive conflict resolution rests (Gerstein, Reagan, 1986):
	1. All needs are legitimate, important and should be respected. When all needs are considered equally important, a focus becomes meeting all needs instead of meeting a needs of one party.
	2. There are enough resources to meet all needs. The human potential for crea-ting new ideas and resources has no limits. By working together, people can reach a constructive solution that satisfies both parties.
	3. In every individual lies untapped power and capacity. Each person in conflict knows what they need. Coaches should not impose solutions based on their own ideas about what is wrong with the athlete. Imposing solutions without recognizing individua...
	4. Process is as important as content because it provides direction and focus. A process is a flow of feelings, thoughts and events. Many times the listener gets caught up in the specifics of the content (and often rehearses the attack) while missing...
	5. Dealing with a situation is different from solving a problem. Coping with a situation focuses on the symptom, and solving a particular problem on the ca-use. For example, punishing someone for persistent tardiness may alleviate the problem, but th...
	6. Everyone is right from their own perspective. It is important to see the situ-ation from the other person's perspective. In conflicts, people spend a lot of time defending their point of view. There are always two sides to every story, and people ...
	7. Solutions and decisions are temporary states of equilibrium and are not absolute or timeless. Circumstances may change and therefore solutions may need to be modified and renegotiated to keep up with changing times. Many times it is important to e...
	Conclusion
	The coach-athlete relationship implies an interaction in which the thoughts, feelings and behavior of coach and athlete are causally connected. And a quality of the coach-athlete relationship is related to e athlete's success and psychological well-b...
	Conflicts are inevitable in the coach-athlete dyad due to unequal distribution of po-wer, time spent together, pressures and stress. Coach-athlete conflicts lead to de-creased team cohesion, increased levels of competitive anxiety, and decreased athl...
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	THE ANALYSIS OF FURNISHING AND DESIGNING OF DIAGNOSTIC CENTERS WITHIN SPORTS OBJECTS5F
	Sanja Krsmanović Veličković6F
	Abstract: The increasing development of mankind can be seen in the progress in the design of sports facilities which must satisfy certain high standards of construction and equipment and which need to offer a maximum number of services in their envi-...
	Key words: sports objects, diagnostic centers, interior design, furnishing the interior
	Introduction
	One of the most fundamental preconditions for implementing sports activities and their professional  monitoring is the existence of the appropriate sports facility. It is impossible to organize any individual or group activities without the adequate ...
	Kaminsky (2013) states that physical fitness is a set of characteristics of an individual, the level of which is directly related to taking part in some kind of physical activity and that quality training process is of utmost importance for physical ...
	Besides employing qualified staff which will deal with the training process and exa-minations, there is also the staff that will do some other tasks, such as maintaining the diagnostic center. The potentially  increased flow of people through the spa...
	Interior Furnishing and Design
	Functional diagnostics has advanced and with each day it brings more precise and better results, consequently it requires new technologies and adapting the space to its needs, too. Functionality plays a great role in furnishing and designing the inte...
	It is necessary to fulfill a whole range of factors in order to give any space a feeling of warmth and comfort, and certainly one of these factors are the colours that will be used in the space in project. We could call colours the “forces” that affe...
	A good choice of floor covering affects the overall impression about the space, main-tenance costs and the value of the space itself. The floor is a constructional part of the building which bears the greatest load and at the beginning of the constru...
	Lighting is very important in a space, it can be a sort of decoration and it can be cate-gorized as: narrow beam, medium beam and wide beam lighting, but also as sy-mmetrical and asymmetrical lighting. For interior lighting, incandescent light bulbs ...
	Medical Section within a Diagnostic Center
	When designing an interior, it is most popular to arrange separate offices, such as those for general practitioners and certain specialists. The main problems that interior designers encounter when arranging such spaces are: insufficient waiting room...
	The examination area should have at least six square meters, it should be optically and acoustically  closed, and its purpose is to have anamneses, counseling, result analysis, therapy plans and protocols conducted in it. These spaces are designed di...
	Figure 2 shows the appearance of the examination space for lying patients which should have at least six square meters, an examination table and a chair, and if possible, a side table for placing certain instruments. It is always advised that these s...
	Figure 2:  The appearance of the examination area for lying patients
	Source: Nojfert, E. (2004). Architectural Design, 37th revised and expanded edition. Belgrade: Građevinska knjiga, Stylos, pg. 558.
	Laboratory within the Diagnostic Center
	The spaces designated for laboratories mainly serve for the analysis of blood, urine and stool samples of athletes. In modern diagnostic centers today, they are man-datory, whereas earlier it was not the case. In order to diagnose certain conditions ...
	Laboratories can be divided according to their use into educational laboratories which are very simply equipped, and research laboratories which are smaller in dimensions, but have special equipment  (measuring instruments, etc.). When we take their ...
	On Figure 3 we can see the minimum space required for an electrocardiogram, which would be around 6.5 square meters because the room must contain a bed for the examinee, as well as a chair and a table with the instrument for the doctor per-forming th...
	Figure 3: Room for ECG                          Figure 4: Room for taking blood samples
	Source: Nojfert, E. (2004). Architectural Design, 37th revised and expanded edition. Belgrade: Građevinska knjiga, Stylos, pg. 558.
	If the plan and purpose of a diagnostic center includes an adaptable multi-purpose laboratory, it needs to be constructed according to certain standards which are le-gally and architecturally prescribed. In Figure 5 we can see an example of a typical...
	Figure 5: Multi-pupose laboratory
	Source: Nojfert, E. (2004). Architectural Design, 37th revised and expanded edition. Belgrade: Građevinska knjiga, Stylos, pg. 336.
	Figure 6 illustrates the minimum width of the passages beside workstations in labo-ratory conditions and it is 140 centimeters for two people (if each person works at their own table) and 355 centimeters for three people (if two people work at the ta...
	Figure 6: Passage between workstations
	Source: Nojfert, E. (2004). Architectural Design, 37th revised and expanded edition. Belgrade: Građevinska knjiga, Stylos, pg. 333.
	Figure 7 shows the so-called cross-section of the laboratory with an appropriately positioned corridor where we can see the ground floor, basement and utility corri-dor for specific needs.
	Figure 7: Cross-section of the laboratory with a representation of the ground floor and basement
	Source: Nojfert, E. (2004). Architectural Design, 37th revised and expanded edition. Belgrade: Građevinska knjiga, Stylos, pg. 336.
	Diagnostics and Training Area of the Diagnostic Center
	The essence of sports diagnostics is the use of special procedures and tools nece-ssary for the proper control of an athletes training process. This refers to the assess-ment of an athlete’s body’s reaction to training stimuli, i.e. measuring trainin...
	Scientists dealing with computer sciences and engineers working with biomechanics, physiologists, engineers, sports psychologists and coaches, are involved in interdis-ciplinary development systems, so coaches and athletes are offered innovative and ...
	Here are some approaches that can be used in testing: symmetry and functional asymmetry, dynamic module of motor skills, measuring muscle strength, measuring peak strength, peak power and lactate concentration, the kinematics of running, as well as m...
	Nowadays there are multiple different methods and instruments for measurement, that is, analysis of body composition (e.g. InBody720-Biospace Co.; Tanita-BC 545, etc.) that can be used in diagnostic centers as quite useful machines. Such machines wor...
	Figure 8:  InBody720
	Source: https://inbodyusa.com/products/inbody770/
	It is vital to list some of the equipment that is obligatory in the training areas of diagnostic centers, and these are free weights, props, as well as training machines.
	Training machines are an especially important group because they are beneficial in multiple ways, according to Petronijević, 2023. They can be grouped into:
	In order to have enough room for 40 to 45 people to train in, the size of the space needs to be at least 200 square meters, and ceiling height needs to be at least three meters. In the following figure, we can see two-cell setups of equipment, and th...
	Figure 9: An example of furnishing the room for conditional training of the size of around 200 square meters
	Source: Nojfert, E. (2004). Architectural Design, 37th revised and expanded edition. Belgrade: Građevinska knjiga, Stylos, pg. 515.
	In Figure 10, we can see an example of an exercising room of 200 square meters in dimensions. A large part equipment is doubled in number, there are hand rollers, biceps and triceps stations, “pull/over” machines, machines for strengthening the back ...
	Figure 10: An example of an exercising space of 200 square meters
	Source: Nojfert, E. (2004). Architectural Design, 37th revised and expanded edition. Belgrade: Građevinska knjiga, Stylos, pg. 514.
	When it comes to making the arrangement for all of the above-mentioned equip-ment, one should pay attention to the dimensions of each piece of equipment that we want in a space, its weight, width, but also height. For example, a rowing machi-ne and a...
	In Figure 11, we can see an abdominal bench with an adjustable inclined board and wall bars, which takes up around two square meters. A specific area which most often occupies the most space is the so-called multi-exercise center (Figure 12), and it ...
	Figure 10: A rowing machine                   Figure 11: Abdominal bench              and a stationary bike
	Source of Figures 10 and 11: Nojfert, E. (2004). Architectural Design, 37th revised and expanded edition. Belgrade: Građevinska knjiga, Stylos, pg. 514.
	Figure 12: Space for the multi-exercise center
	Source: Nojfert, E. (2004). Architectural Design, 37th revised and expanded edition. Belgrade: Građevinska knjiga, Stylos, pg. 514.
	Conclusion
	In order to continue with the development of sports in the Republic of Serbia, a complete revision and then a planned reconstruction and building of sports objects is imperative. The strategic plan has always been to revitalize the existing sports ob...
	Sports diagnostics is a comprehensive scientific concept that encompasses the as-pect of training monitoring and/or sports medicine. In many cases, that is quite challenging in the real world of sports especially in the professional sphere (Mercer et...
	Sports diagnostics is closely connected to training monitoring (external and internal loads). Therefore, it can be an interesting addition and it can contribute to know-ledge about athletes and their adaptations to training. Scientist should be able ...
	Taking everything into consideration, it is extremely important how diagnostic cen-ters will be equipped and designed so as to completely fit the measures of a properly developed person, as well as the space required for different positions and move-...
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	INITIAL STEPS IN PREPARING A SCIENTIFIC CONCEPT OUTLINE – FORMULATING THE PROBLEM AND DETERMINING THE RESEARCH SUBJECT
	Milan Vuković7F , Dejan Dašić8F , Aleksandra Vuković9F
	Abstract: This paper focuses on the initial steps in preparing a scientific concept out-line, with a particular emphasis on the process of formulating the problem and de-termining the research subject. The aim of the research is to analyze the key st...
	Key words: research, methodology, draft of a scientific idea.
	Introduction
	The research process is typically divided into a specific number of components or phases, with the number varying from author to author. From a formal perspective of scientific research, it can be discussed in terms of four phases, namely (1) collec-...
	Most authors in contemporary methodological literature identify several phases in scientific research. Kumar (2011), for example, extensively examines the structure of the research process involving three phases and eight steps that need to be taken....
	Within this work, based primarily on Kumar's model of the research process struc-ture, activities within the planning and implementation of scientific research are bri-efly identified. The quality of research planning is largely influenced by the aut...
	The majority of the work focuses on the first two activities in preparing a scientific concept outline. Although the first phase of the research process involves only one step – formulating the research problem (or subject) – this task, as emphasized...
	Research Design
	Research design is "the idea of organizing, planning, and conducting research thro-ugh all its developmental stages," meaning it integrates elements of "epistemo-logical, logical, and technical nature" (Nikolić, 2010: 41). Due to its complexity, rese...
	Preparing a draft of the scientific concept is a necessary activity to lay valid foun-dations for research at the outset. It is widely believed that the draft of the scientific concept is developed for the purpose of "initiating, motivating, and attr...
	The draft of the scientific concept comprises six parts: (1) problem formulation; (2) determination of the research subject; (3) research objectives; (4) hypothetical framework of the research - hypotheses; (5) research methods; and (6) scientific an...
	Formulation of the Problem
	Every research begins with the initial determination of the research problem to establish a relationship between the theoretical foundation and the specific research project. Based on this, later steps involve determining the most favorable ways to c...
	From the perspective of potential scientific contribution, personal reasons are neither necessary nor sufficient to confirm the choice of a specific research subject. In other words, it is not important what a particular researcher thinks, but "the a...
	During the initial stage of research design, it is necessary to formulate the research problem in as precise a manner as possible. The precisely defined research problem, as well as the research subject (in the next stage), are arrived at through a p...
	The formulation problem of the research subject manifests to varying degrees among different categories of scientific workers. It is certainly more pronounced among younger individuals starting their scientific careers with a bachelor's thesis, maste...
	Beginners in scientific work are considered scientific workers until the completion of the doctoral dissertation. Hence, topics for scientific work are mostly proposed by experienced scientists, in consultation with candidates. Sometimes, "the candid...
	Table 1. The path from the problem to the subject of research
	____________________________________________________________________________
	Research topic   Poor student performance in public schools
	A research problem  Poor academic performance of students from
	marginalized social groups
	The purpose of the research  Identifying factors influencing poor academic
	performance of students from marginalized groups
	Research question  Do dysfunctional families affect the poor academic
	performance of students from marginalized groups ? ____________________________________________________________________________
	Source: authors
	Regardless of their type and scope, research "never" captures a phenomenon in its entirety, that is, "all factors of its structure, function, relationships, and connections" (Milosavljević and Radosavljević, 2006: 422). Accordingly, knowledge about a...
	During the formulation of the problem, three phases occur successively: (1) clearly identifying the phenomenon or process to be investigated (for example, organiza-tional culture); (2) relating the identified phenomenon to other phenomena or processe...
	Hypothetical Statements about the Problem
	Hypothetical statements are part of the problem formulation that: (1) defines the process or phenomenon to which the research relates; (2) "identifies parts (factors), dimensions, and properties that can be considered the research problem"; and the i...
	Hypothetical statements should not be equated with hypotheses. Hypothetical statements are largely true statements, while hypotheses are based on assumptions. In later stages of drafting the scientific concept – after addressing the research subject ...
	Defining the Significance of the Research
	Determining the significance of the research, as the second part of the problem for-mulation, is a necessary and complex activity. Essentially, research is viewed through social and scientific significance. The first criterion pertains to the problem...
	In determining the scientific significance, the research project should make a con-crete contribution to scientific knowledge by enhancing the ability to construct veri-fied scientific explanations of some aspect of objective reality. The scientific ...
	1. Take a hypothesis that is prominently present in the literature but has not been systematically studied. If evidence is found in favor of or against the hypo-thesis, a scientific contribution is made.
	2. Choose an accepted hypothesis in the literature that is suspected to be untestable (or believed to be inadequately confirmed) and investigate whether it cannot be refuted or if another theory is correct.
	3. Attempt to resolve or provide new evidence for existing controversial issues, or perhaps prove that the controversy was unfounded from the beginning.
	4. Shape the methodological approach to illuminate or evaluate unresolved assumptions in the literature.
	5. Argue that a significant problem is overlooked in the literature and then con-tribute by systematically studying that problem.
	6. Demonstrate that theories or data from the literature developed for one purpose can be applied in other scientific disciplines for entirely different prob-lems.
	The results of previous research
	The results of previous research on the problem being investigated are presented in the last part of the problem formulation. This sort of "snapshot" of basic theories and research results is, in terms of volume, the "most significant" part of most p...
	In this part of the problem formulation, the "level of knowledge" from which the re-search process starts should be emphasized, highlighting the "most significant results" of previous research, and, if possible, identifying authors and works that hav...
	It is of great importance to familiarize oneself with relevant literary sources from a methodological perspective, especially when researchers decide to apply a methodological approach, method, technique, or instrument for the first time. Drawing on ...
	A good understanding of literary sources, especially relevant theories, allows the researcher to define the initial conceptual-categorical apparatus and hypothetical framework of the research project well. Thus, studying scientific and professional l...
	The role of theory in research
	In many sciences, there are multiple equally acceptable general approaches to inves-tigating a phenomenon or process. This is especially true in social sciences, where three positions (or ontologies) are predominantly represented – culturalism (or in...
	The problem of determining the most general approach to research is present not only in the study of social phenomena but also in certain natural processes and phe-nomena. Sometimes, there is a dilemma of whether to approach the research subject from...
	Once a basic standpoint is taken, or a combination of them (which is less common), detailed study of theories is undertaken, including their selection, from which the research subject and the entire subsequent research work will later emerge. There a...
	Theories about social phenomena are usually expressed by a smaller number of specific descriptive and causal hypotheses. A theory must be consistent with previously gathered evidence about a specific research question, and if a theory ignores existin...
	Table 2. Differences among the main paradigms
	________________________________________________________________________
	Paradigm
	Dimension   Rationalism       Culturalism     Structuralism
	________________________________________________________________________
	Interests:   Individual preferences       Social      Structural
	and beliefs       identities     position
	Identities:   Autonomous preferences    Composed of     Derived from
	and beliefs       individuals     structure
	Institutions:  Equilibrium of strategic      Expression of     A reflection of
	interactions       norms     power relations
	________________________________________________________________________
	(Source: Lichbach, 2003: 132)
	Which theories should a researcher pay attention to as a source of possible hypo-theses for their research? Firstly, these are theories that could turn out to be inco-rrect. The philosophy of science has long shown that much more is learned from inco...
	Finally, there are researchers who advocate the principle of parsimony, according to which simpler theories are more likely to be confirmed. Parsimony is therefore a judgment, or even an assumption, about the simple nature of the world. This stance i...
	Younger researchers in choosing a theory can rely on comprehensive evaluations of existing theories in a specific scientific discipline (Dašić, et al., 2023). These compre-hensive analyses of current theories are periodically published in the form of...
	Definition of the Research Subject
	The research subject, considering its role, place, and significance, represents the "co-re" part of the research proposal (Bazić, 2013: 72). This part of the research proposal is the "central and pivotal part of every project" (Mihailović, 1999: 88)....
	Unlike formulating the research problem, "it is much more difficult and complex to define the research subject well because, in addition to knowledge and experience, it also requires a good understanding of the scientific field and methodology rele-v...
	The research subject more concretely expresses the title of the research project itself. For example, if the title of the research project is "The Role of Communication Satisfaction in Enhancing Employee Organizational Commitment," then that is also ...
	Theoretical Definition of the Research Subject
	The theoretical definition of the research subject aims to clearly define the content of what is to be investigated. This content is most commonly derived through deduc-tion from established scientific knowledge, primarily relevant theories related t...
	When presenting theoretical foundations, it is not enough to simply identify and bri-efly outline selected theories; it is more significant to justify such choices. Similarly, stating that deductive or inductive approaches will be applied in the rese...
	As sources for the theoretical definition of the subject, the following are used: (1) scientifically researched and verified facts; (2) unverified scientific knowledge; (3) empirical-experiential, non-scientific knowledge (although they may not be de...
	The last two sources are exclusive to heuristic research. These investigations, mostly related to processes and phenomena concerning human behavior, face several challenges. Human behavior is primarily conditioned by specific economic, political, mor...
	A significant part of the theoretical determination of the research subject involves the categorical-conceptual system and language. During the development of the categorical-conceptual system, scientifically verified knowledge is used (based on the ...
	Operational Definition of the Research Subject
	The operational definition of the research subject represents the final concretization of the phenomenon to be investigated. Firstly, all factors of the subject (pheno-menon or process) are clearly stated, and then the research is dimensioned in term...
	The content factors of the research subject must be developed from general con-cepts to specific and individual concepts starting from general concepts. The basis of analysis in this sense are the interconnections and relationships of elements within...
	In the first part of defining the research subject, which refers to the content factors of the subject, it is necessary to accurately list the factors that will be directly investigated during the project's implementation. Using the previously mentio...
	For instance, the first basic concept – "communication satisfaction" – can be broken down into specific factors such as: (1.1) "communication with superiors," (1.2) "communication with colleagues," and (1.3) "communication channels." Similarly, the s...
	The same process should be applied when dissecting the other two specific factors of the first concept, or all three specific factors of the second concept. It is expected that during the research, structural and functional relationships and connecti...
	In the second part of the operational definition of the research subject, temporal determination is approached, which relates to the period covered by the research subject; for example, hour, day, week, month, year, decade, or century. This time does...
	In the third part of the operational definition of the research subject, the space to be included in the research is determined. Space, like time, is also one of the factors of the phenomenon. The research space, for example, encompasses the space of...
	Finally, in the fourth part, the subject is determined disciplinarily. The researcher opts for one (intradisciplinary approach) or multiple scientific disciplines (interdisciplinary approach) within which to investigate a particular phenomenon.
	Conclusion
	The preparation of a scientific proposal is a crucial phase in the research process. The first step is identifying the research topic, which involves reviewing the literature and identifying gaps or deficiencies that your study can address. Next, it'...
	Once the data is collected, the analysis of results and interpretation of findings in the context of the set objectives follow. Finally, drafting a scientific paper that includes an introduction, methodology, results, discussion, and conclusion is ne...
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	APPLICATION OF MARKETING PROCESSES AND TOOLS AS AN IMPERATIVE OF THE MODERN MARKET
	Svetlana Mihić10F
	Abstract: The book Marketing, authored by Bozidar Milenovic and Milijanka Ratkovic, covers all important topics in this field. Marketing is a comprehensive textbook that dispels illusions about marketing as an "omnipotent force" of con-sumer society ...
	Key words: Research, segmentation, positioning, marketing mix, promotion.
	Introduction
	Regardless of the large number of publications in the field of marketing, there is still no agreement or understanding regarding certain concepts and terms that have ari-sen in this area. Part of that misunderstanding stems from insufficient commitme...
	A serious study of marketing in all the topics that make up this area implies the possession of knowledge from many other disciplines and sciences. For example, it is management, scientific research methodology, communications, human resources, micro...
	The current marketing practice has created certain criticisms of this area, which must be corrected. (Milenović & Ratković, 2012; Wu, & Geylani, 2020; Darke, et al., 2010; ; Stoeckl, & Luedicke, 2015) Therefore, any book that deals with all topics in...
	Bearing in mind the above, as well as the book Marketing, which is the subject of analysis in this article, I believe that the authors of this book have presented all the topics that are relevant in this area in an appropriate manner in each of the m...
	The book Marketing is the second edition of the book of the same name from 2012. It is intended for undergraduate students of the faculty who have economics mo-dules. It is also intended for master's degree students, especially with the content prese...
	The book was created as a result of the author's experience with topics of a micro-economic nature, which the authors, especially the first, dealt with for most of their academic life. The authors of the book have several joint publications, which, l...
	Description of the contents of the book Marketing by chapters
	The content of the book begins with a description of the role of marketing in modern business with a focus on the basic purpose of the marketing concept. In this chapter, the authors present the basic aspects of the importance of applying the marketi...
	The first chapter provides an insight into the basic concept of marketing, which is the well-known marketing mix, which the authors of this book expand to five pes, inclu-ding as a mandatory element people, i.e. employees. The marketing mix as a mark...
	The first chapter ends with the key perspectives of marketing, which are presented as potentials if the participants in today's market follow them in accordance with the nature of their business. In this sense, the authors single out global orientati...
	The second chapter shows the actors in the market in the context of the analysis of the marketing environment. The division used by the authors is based on the divi-sion given by the well-known author of many marketing books, Philip Kotler. The inter...
	By explaining the research process through the phases that make it up, and based on the activities that must be implemented within them, the authors present a basic framework that can serve decision makers in proactive action. It is known that resear...
	The following chapter deals with segmentation and positioning, as a logical sequ-ence of the market research process. In this chapter, the authors provide an over-view of the known criteria for segmentation, within which they also mention belon-ging ...
	The contents of the previous chapters indicate the importance of customer relation-ship management. Customer relationship management strategy is part of the mo-dern marketing concept, which most often has to include the potential of modern technologi...
	In accordance with the topic of segmentation and positioning, and taking into acco-unt the strategic determination of the goals of studying the complete basis of marketing principles, in the following chapter, the authors provide the framework of the...
	The second part of the fifth chapter deals with marketing strategies, and as already mentioned, insight into them begins with the presentation of the process of their creation. That process begins with the definition of the mission, followed by a mar...
	Based on the content of the fourth and fifth chapters, one can define another addi-tional value of this book, which is precisely in the correctly chosen titles and the participation of the content in each of them, to the extent that is sufficient to ...
	From Chapter 6 to Chapter 9, the authors return to the tactical variables of marke-ting, that is, to the micro level of the use of marketing instruments. It is about the already mentioned set of marketing circumstances, or the popularly known marke-t...
	In chapter five, the authors deal with basic price strategies, of which they emphasize cost-based, competitively oriented and marketing-defined pricing. By explaining how customers evaluate value versus price, they enter in more detail into the marke...
	By analyzing individual promotion techniques, such as advertising, then personal selling, as well as sales promotion and public relations, as well as publicity and other techniques, the authors look at broader aspects of the manifestation of their ad...
	This is followed by chapter 9, which deals with distribution, and which the authors consider to be the most complex both from the marketing point of view and from other angles of viewing the topics that make it up. The reasons are multiple, starting ...
	The last chapter deals with the current challenges of competitive marketing, which is partly found in modern information and communication technologies, but, on the other hand, also in the greater importance of the human factor and building long-term...
	As already mentioned, each of the ten chapters ends with an appropriate example that illustrates the whole chapter or a part of it. To that end, in the order of the chapters, the authors presented the following examples in this book: 1) Toyota Motor ...
	Conclusion
	The content of the Marketing book meets the needs of studying the basics of marke-ting in undergraduate studies at all faculties where this subject is part of the prog-ram. In addition, this book can be used as supplementary reading for the subject o...
	The high frequency of citations of the authors of the Marketing book indicates their wide experience, which gives an additional impression of their competence and the relevance of the presented content. The choice of chapter topics, as well as the re...
	Each chapter ends with a list of key concepts, questions for reflection and discussion, and examples. Terms are carefully selected according to their importance, regardless of the number of occurrences. From this it can be concluded that the authors ...
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	THE INTERSECTION OF SCIENCE AND POLICY IN SPORTS SAFETY
	In relation to the book ' SECURITY CHALLENGES OF MODERN SOCIETY' (2022) by Dejan Dašić (ed.), publisher: Faculty of Law, Security and Management "Konstantin the Great", University„UNION – Nikola Tesla“  Belgrade, Serbia
	Radislav Jović11F , Biljana Vitković12F , Andrijana Nešić13F
	Abstract: The growing and deepening geopolitical differences suggest a growing threat to international security. People often ask us if there is still a cold war. With the involvement of regional and international forces, crises are becoming more wid...
	Key words: Security, sport, Covid 19, athletes.
	Introduction
	These days, the term "security" is used in a wide range of quite diverse social con-texts and is found in practically all languages and cultures. Whether we are reading about politics, sports, computer science, ecology, psychology, economics, finance...
	According to Baudrillard, cinema, for instance, is utilized not just to recreate the past but also to predict and predestine the future. Put another way, everything is "enacted" on screen first to prepare the audience, and then the proposed building ...
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