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Anomauia. /lobpe opeanizosarni Kananu 38'3Ky, AKi 3a0e3neyyomsv WeUOKUU i egheKmusHull nomix
iHghopmayii, € 0CHOB010 OJisl POZGUMKY NOZUMUBHUX GIOHOCUH HA PIZHUX PIGHAX YNPABLIHHSA 8 KOMNAHII.
Cnpoba banancysamHs 6 Kpu3oeux cumyayisx 3600umecs 0o epu 3i 3MI. 3MI epatoms i3 kpuzow uu
dopmyromo i susnauaroms ix? Ha ye 3anumanms 0ocmogipuy 6ionogios ne 3moenu 6 oamu y4acHuKu
3MI, a makodxc oxkpemi epynu, AKI MAlOmMb  MONCIUBICMb 3 HUMU cnignpaylosamu. Hemae
nionpuemcmea, K020 6 He MOpPKHyaacs kpusza. Tpusanicms kpuzosoi cumyayii 3anexcums 6i0
MeHeOdCMeHmy, cmeukxoaoepis, epomadcvkocmi, sionocun i3 3MI, 3aeanvnoco cmany ekonoMiKu,
HABKONUUHBb020 cepedosuya ma pady (akmopis, aKi enizo0udHo 8UHUKAIOMb | BUMA2AIOMb 3VCUTb
01151 nowtyky euxooy 3 kpuzu. I[lo cymi, kpuza — ye noois 3 NOMeHYIHO He2amMUSHUMU HACTIOKAMU, KL
BNIUBAIOMb HA OP2aHI3aAYiI0, KOMNAHIIO, 2AnY3b, 0epicasy, Yilbogy ayoumopilo, npooyKmu, nociyu
ma in. 3acobu macoeoi ingpopmayii 6ionosioaioms 3a nepeoavy 8axciusoi ingopmayii, momy ciio
npudinamu  0cooaugy yeazy KOMYHIKAYIl [HO3eMHUX CMOPIH, THCMPYMeHmam KoMyHiKayii ma
Gynxyiam xomynikayii. Tym mooicha npoeecmu napaneiv Mixnc KOMYHIKayiclo ma iHgopmayicio,
ockinbku 6ce y ¢hynxyii 3MI ideanvno nponuxkac i nHadysae YHIKanbHOI sikocmi. 3 iHuo020 60KY,
SHAMEHUMOCHI, NPUXOBAHA PEKAAMA MA COYIANbHI MepexCi € OOHUMU 3 HAUNOWUPEHIUUX CbO20OHI
Gopm iHGopmMysanHs WUPOKO2O 3A2any Npo NPOOYKM Ui NOCAYey, CYYacHy monoodb. Kpuzosa
KOMYHIKAYisi — ye [HMepakmusHuil npoyec, SIKUll MOJICHA GU3HAYUMU K 0OMiH iHopmayicio ma
dymKamu 00, nid wac i nicis cnanaxy Kpuzosux cumyayit. Meneosicepu 3 Mmapkemuney 4acmo eMiomy
CKOPUCMAMUCS HECAPUSAIMIUBUMU YMOBAMU 8 eKOHOMIYI, NPUPOOI, CYCHIIbCMEI, 3HAUULOBUIU PILUEHHS
0151 NOOONAHHS neeHux npooaem. Memow O00CHiONCeHHsT € CNOCMEPENCeHHS 3a BNAUBOM 3AC00I8
Macoeoi inghopmayii Ha PYHKYII YRPAGIIHHA 6 KPUZ0GUX CUMYAYISAX Ne6HUX KOMNAHIU HA mepumopii
Cepo6ii, Pecnyoniku Xopseamii ma bocuii ma I'epyezosunu, a makosic 3anponoHysamu 3axo0u ujooo
il y makux cumyayisx y maubymuvomy. Y pobomi euxopucmano pe3yibmamu Nonepeomix
00CHi0JHCenb Y Yitl 2any3i. ¥ 00CniodiceHHI NOCMAsIeHo 3a0aiy GUHAYUMU, KO MIPO HA Mepumopii
Pecnyonixu Xopeamii, Cepoii ma bochii ma I epyezosunu icHye ysi popma enausy, a maKodic sik 60HA
BUKOPUCTHOBYEMBCS SIK NOZUMUBHA YU HE2AMUBGHA CTNOPOHA NYOIIUHOCHI.

Knrwuosi cnosa: meneosicmenm, nionpuememeo, 3MI, komyuikayis, nponazanoa, kpusa.

JEL Classification: M00, L26, H12

Absztrakt. A jol szervezett kommunikacios csatorndk, amelyek biztositiak a gyors és hatékony
informacioaramlast, alapjat képezik a pozitiv kapcsolatok kialakitasanak a vallalat kiilonbozo vezetdi
szintjein. A valsaghelyzetekben az egyensulyra valo térekvés a médiaval valo jatékban meriil ki. A
média jatszik-e a valsaggal, vagy formalja és meghatarozza d6ket? Erre a kérdésre hiteles valaszt
tudnanak adni a média szereploi, illetve bizonyos csoportok, akiknek lehetdségiik van egyiittmiikodni
veliik. Nincs olyan cég, amelyet ne érintett volna a valsag. A valsaghelyzet meddig tart, az a
menedzsmenttol, az érintettektol, a nyilvanossagtol, a médiaval valo kapcsolatoktol, a gazdasag
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altalanos allapotatol, a kornyezettol és szamos olyan tényezotol fiigg, amelyek szorvanyosan
megkovetelik a valsagbol valo kiutat. . A valsag lényegében egy olyan esemény, amelynek potencidlis
negativ kovetkezményei lehetnek, amelyek érintik a szervezetet, vallalatot, iparagat, allamot,
célkozonseget, termékeket, szolgaltatasokat és nevet. A média felelos a fontos informdaciok
tovabbitasaert, és szigoruan oda kell figyelni a kiilfoldi felek kommunikaciojara, kommunikdacios
eszkozeire, kommunikacios funkcioira. Itt parhuzam vonhato a kommunikacio és az informdacio kozott,
mert a média funkciojaban minden tékéletesen dthatol és egyedi mindséget nyer. A tobbi part koziil a
celebek, az dlcazott reklamok és a kozosségi oldalak jelentik az egyik legelterjedtebb format a
nagykozonség, a mai fiatal lakossag tdjékoztatasanak egy termékrol vagy szolgaltatasrol. A
valsagkommunikdcio egy interaktiv folyamat, és ugy definialhato, mint a valsaghelyzetek kirobbandsa
elotti, alatti és utani informdcio- és véleménycsere. A marketingmenedzserek gyakran tudjak, hogyan
tudjak kihasznalni a gazdasag, a természet és a tarsadalom kedvezdtlen koriilményeit ugy, hogy
megoldast talalnak bizonyos problémak lekiizdésére. A kutatas célja, hogy megfigyelje a média
befolydasat a menedzsment szerepére egyes vallalatok valsaghelyzeteiben Szerbia, a Horvat
Koztarsasag, valamint Bosznia-Hercegovina teriiletén, valamint javaslatokat tegyen intézkedésekre a
jovo. A cikkben az ezen a teriileten végzett korabbi kutatisok eredményeit hasznaltuk fel. A kutatds
célja annak megdllapitasa volt, hogy a Horvat Koztarsasag, Szerbia és Bosznia-Hercegovina teriiletén
milyen mértékii a befolydas ilyen formdja, illetve azt, hogy ezt pozitiv vagy negativ publicitasként
hasznaljak fel.

Kulcsszavak: menedzsment, vallalkozds, média, kommunikacio, propaganda, valsag.

Abstract. Well-organized channels of communication, which ensure a fast and efficient flow of
information, form the basis for the development of positive relations at different management levels in
the company. An attempt at balance in crisis situations boils down to playing with the media. Does the
media play with the crisis or does it shape and define them? On this, a credible answer to the question
could be given by participants in the media, as well as certain groups who have the opportunity to
cooperate with them. There is no company that was not affected by the crisis. How long the crisis
situation lasts depends on management, stakeholders, the public, relations with the media, the general
state of the economy, the environment, and a number of factors, which appear sporadically demanding
an effort to find a way out of the crisis. A crisis is essentially an event with potential negative
consequences that affect the organization, company, industry, state, target public, products, services,
and name. The media is responsible for the transmission of important information and strict attention
must be paid to foreign parties’ communication, communication instruments, and communication
functions. A parallel can be drawn here between communication and information because everything
in the function of the media permeates perfectly and acquires a unique quality. From the other parties,
celebrities, disguised advertising, and social networks represent one of the most common forms today
of informing the general public about a product or service, today’s younger population. Crisis
communication is an interactive process and can be defined as the exchange of information and
opinions before, during, and after the outbreak of crisis situations. Marketing managers often know
how to take advantage of unfavorable conditions in the economy, nature, and society by finding a
solution to overcome certain problems. The aim of the research is to observe the influence of the
media in the function of management in crisis situations of certain companies on the territories of
Serbia, the Republic of Croatia, and Bosnia and Herzegovina as well as proposing measures on how
to act in the future. The results of previous research in this area were used in the paper. The purpose
of this research was to determine to what extent in the areas of the Republic of Croatia, Serbia, and
Bosnia and Herzegovina, there is this form of influence as well as whether it is used as positive or
negative publicity.

Key words: management, enterprise, media, communication, propaganda, crisis.
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Problem statement. The results of previous information on crisis situations of
certain companies related to products sold in these areas were used in the work and
that do not meet the quality according to the current standards. The purpose of this
research was to determine to what extent this form of media influence exists in the
Republic of Serbia and Bosnia and Herzegovina, and whether it is used in the
competitive battle between companies as positive or negative publicity. The
observation period is 2021-2023 in the period during and after the COVID crisis.

According to the opinion of the citizens of BiH, the media is saturated with
untrue information, hate speech, and non-objective information, and the safety of
journalists is assessed as unsatisfactory. One reason for this is the great political
pressure on the media, and on the other hand, non-application or the absence of legal
frameworks that would regulate the field of media. [1].

Literature review. The company has its own formal structure, and formal
communication follows it. Communication enables exchange, understanding,
elimination of conflicts, and their reduction to a minimum. Communication traces the
future path for the achievement of set goals. Communication within a company among
employees is internal communication. A prerequisite for the functioning of each
organization is communication, and it forms its essence. A company without
communication does not exist. For successful communication, which will result in
good business success, it is primarily necessary to create a system that will allow the
free flow of information and ideas in all directions, and the most important is vertical
in both directions. [2].

Many authors and researchers of propaganda often state that after the end of the
First World War, world public opinion was taken aback by the scale and manner of
using propaganda techniques as powerful means of communication that contributed to
the successful end of the war. The reason for that is certainly the lack of previous
historical experience in understanding the potential of the strong combinations of
social, political, and economic potentials combined with newly established powers of
the mass media. Of course, it is necessary to keep in mind that not all techniques and
skills of persuasion in itself are also propaganda, and that in ancient times rhetoric was
not considered propaganda in today’s sense of the word. [3].

At the beginning of the last century, rumors and gossip were still an important
means of transmission for many specific messages, and in addition to the relatively
developed press, primarily newspapers, books, and publications that found their
readers. The role of increasingly present mass media in these changes from traditional
to modern human society was seen as a key moment in the downfall and disintegration
of the value of life in a certain human community.

It is important to note that initially, researchers measured the effects of
advertising whose primary indicator was consumer behavior. However, they could not
find out the psychological dimension of marketing and purchase decision-making
mechanisms. Short-term capacity limitations of memory - the brain is constantly busy
collecting and processing data, of which only some will be long-term stored and
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remembered and others will be forgotten - is a problem that marketing experts have
been striving to solve for a long time. [4].

Spinning is a term that is most often used as a metaphor for the technique of
manipulation that is characteristic for the needs of public relations as a specific type of
misinformation. Listeners often receive a radio message at work, while driving, and
concentrating on other tasks. Because the message must be interesting and memorable,
an overly aggressive approach can cause revulsion. Humor can play a positive role.
When conceiving the message, the advertiser should be identified at the very
beginning and repeated several times [5].

The Internet, which directly connects end users and producers, is diminishing the
importance of traditional intermediaries in marketing (agents and distributors). This is
because an increasing number of companies have the ability to do business directly
with their users. To survive, these middlemen start to offer a whole range of new
services, which adds new value to their offer. This value is often no longer in the
sector of physical distribution of goods, but in the activities of collection, processing,
interpretation, and distribution of large amounts of information. The main resource
possessed by this new breed of ‘cyber broker’ is information, not a product.
Information becomes the pivot of the economy. The Internet has exploded with
information and has become a powerful tool for supporting networks inside and
outside companies. [6].

In expressing an opinion about advertising, one can point to our personality, or
social and ideological position. Life in an economically advanced society is saturated
with marketing communications. Advertising, in all its forms, offers a wide and
dynamic cultural vocabulary of meaning from which to choose a personally tailored
overview of brands that reflects and communicates a sense of social positioning.

In order for communication in a crisis situation to be effective and efficient, it is
necessary to identify crisis noise, appoint a spokesperson, carry out spokesperson
training, determine a communication protocol, identify key publics, address the public
with clear and effective messages, and finally overcome the crisis. [7].

In order to resolve the crisis situation favorably, crisis and crisis communication
experts suggest the following: appropriate preparation includes the creation of a crisis
plan, the implementation of plans which are well done and regularly tested, contacts
with the media and authorities, which will constantly search for fresh news and
notifications, and paying attention to concerned relatives and friends, so that a special
telephone line will be intended only for their calls. [8].

Advertising is the most expensive part of the marketing plan and it is important
to be sure that the money will be spent where it will give the best results. The
advertisement must convey the reason why one should buy a product. [9].

Crisis communication is an interactive process, and it can be defined as the
exchange of information and opinions before, during, and after the outbreak of a crisis
situation. Crisis communication includes individuals, groups, and institutions
(organizations). Crisis communication aims at prevention or reducing the negative
outcome resulting from the crisis and usually has an informative function. [10].
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Universality, openness, availability of information, and its truth, above all, which
they strive for in theory and codes - it is certainly not respected in practice, nor are
they paying enough attention to business ethics. The intentions of commercial media
will always be focused on profit, rather than the desires of their “consumers”, and
commercialization only helps them in this, no matter how much some emphasize its
positive aspects. Whether it is worth it, should or, in general, can be fought against, is
a question, but is it worth trying - of course. Free media that would perform their
activities in the right way could thus contribute more to society, encourage good
changes, and raise awareness of important topics. [11].

Dramatic highlighting of the problem captures the public’s attention and if it is
accompanied by an answer to problem-solving, it leads to the maximum effect. For
example, environmental pollution is a problem at the global level. Constant pollution
of the environment from exhaust gases from cars at one moment became a “burning”
problem. The company “Toyota” made smart use of the situation and the “Toyota -
Prius” model with electric drive “kicked out” the market as an ideal solution for the
conservation of nature in 1997. [12] Today we have electric car models from almost
every company that engages in the production of the same.

Research aims and objectives. The aim of the research is to observe the
influence of the media on the function of management in crisis situations within
companies (as the media transmits information on the air) in the territories of Serbia,
the Republic of Croatia, and Bosnia and Herzegovina. The research also proposes
measures on how to act in the future.

Research results and discussions. The methods used in the realization of this
work are: descriptive, comparative and theoretical analysis. Descriptive and causal
methods were used to discover cause-and-effect relationships between media and the
products, i.e defective products. The comparative method of comparing and collecting
data, which determined data for writing this paper. The theoretical analysis included
the theoretical basis of the research, while the combination of all methods leads to the
data for the preparation of this work, relevance of media writing about a specific
problem, as well as the formation of the final opinion. Primary sources will be used,
such as various normative acts and secondary sources (articles, publications and
Journals, data from the Statistical Office of the Republic of Croatia, Serbia and Bosnia
and Herzegovina, etc.)

The decision to analyze the period from 2021 to 2023 stems from the global
pandemic, known as SARS-CoV-2 (COVID-19), which struck the world, including the
Republic of Srpska/B&H, Serbia, and Croatia, at the end of 2019. This pandemic
brought about a shift in the business landscape, significantly affecting the operations
of companies as they navigated through the changed environment.

The operation and reach of the mass media in the conditions of an emergency
situation are determined by their communication features, that is, technological and
technical assumptions that determine the type of communication channel of a
particular mass media and its availability (possibility of use).

The initial information on the basis of which the reports for the public are made
is obtained by the media from the official agencies that deal with product safety issues,

25



Acta Academiae Beregsasiensis. Economics
Bunyck 5. (2024) 5. szam (2024) Volume 5. (2024)

these agencies are: Bureau of Statistics, Sanitary Inspection of the Ministry of Health,
Market Surveillance Agency, State Inspectorate.

Area of Bosnia and Herzegovina. The Market Surveillance Agency in BiH
informed the public at the end of 2021 that 186 inspection controls were carried out
where 164 different product models were controlled, of which 90 models (55%) did
not meet the prescribed safety requirements, which makes 28,652 unsafe products,
where 8,015 pieces were destroyed. products, while 1,201 pieces of products are in
compliance with the requirements of the inspectorate, at the end of 2022, the agency
informed the public that 210 inspections were carried out, 183 different product
models were inspected, and it was determined that 55% of the 100 models did not
meet the safety requirements, and 2,814 were withdrawn from the market. pieces of
products, of which 2,261 pieces of products were destroyed, while 6,361 products
complied with the requirements of the inspectorate, 2023 year that: 232 inspections
were carried out, 171 different product models were inspected, it was determined that
53% of the products of 104 models did not meet the safety requirements, and 3,709
products were withdrawn from the market, of which 3,004 were destroyed, while
24,638. The Agency reminds that proactive surveillance of non-food products on the
BiH market is carried out in cooperation with the competent inspection bodies of the
Republic Srpska, Federation of Bosnia and Herzegovina, and Brcko District, in
accordance with the established annual plan of supervision of the market. As in all
previous years, the annual supervision plan for 2023 has been determined. The market,
according to which children’s products, toys, household electrical appliances, power
tools, sports and recreation products, pressure vessels, solid fuel grills, personal
protective equipment, and construction products are included. [19].

The state of the observed period is presented - the inspection supervision of the
Agency in the period 2021-2023 in the following table. [22].

30000
25000
20000
13000
5000 o 48

modelsdoes not meet the
requirements

Axis Title

inspection No. models unsafe destroyed harmonized
control products products products
m 2021 186 164 90 28,652 8,015 2,101
W 2022 210 183 100 2,814 2,261 6,361
2023 232 171 104 3,709 3,004 24,638

Fig. 1. The inspection supervision of the Market Surveillance Agency
in the period 2021-2023*

*Sources: systematized by the author based on The Market Surveillance Agency in BiH [22]
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By analyzing the results of proactive and reactive market surveillance from 2021,
2022 and 2023, it was established that most unsafe products with a serious risk for
consumers originate from China. The countries of origin of unsafe products with a
serious risk are shown below: [22].

50
2 40
i= 30
; 20

China Turkey Italy @ Japan | France | Serbia  BiH |Austria SAD = Other

m 2021 32 1 2 3 1 4
W 2022 42 7 1 1 1 3

2023 45 5 1 1 1 1

Fig. 2. Origin by country - of unsafe products with a serious risk to
consumers®

*Sources: systematized by the author based on The Market Surveillance Agency in BiH [22]

These results confirm the trend from previous years, where it is evident that
goods manufactured in China constitute a significant share of dangerous products in
Bosnia and Herzegovina.

Area of Serbia. As stated in the report on the audit of business feasibility Food
safety in the Republic of Serbia from 2023, the situation in the observed period is
given in the following table.

600
500
400
300
200
100
0
2021 2022
ldepartme.nt of phytosanltary 373 527
inspection
B department of border phytosanitary 169 291

inspection

Fig. 3. Audit of business feasibility Food safety*

*Sources: systematized by the author based on Letter from the Directorate for National Reference Laboratories
dated [16]

The table shows that in 2021, 542 inspections were carried out, while in 2022
there were 813 inspections in the area of food safety, data for 2023 were not published

until the writing of the paper.
In the continuation of the paper, an example of media reporting on unsafe

products for the health of the population is given.
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In Serbia, the media are monitored - they are trusted completely and what they
publish is blindly followed. They accept the attitudes and changes they propagate.
Most of the population doesn’t even think about what they watch, read, or listen to
every day. They do not think about the accuracy and relevance of the information that
they adopt. [13].

In Serbia, there are a small number of companies whose management realizes
that communication is the key to success. With that, most companies base their PR
activities on external communications, primarily with the media, and they neglect or
omit work on internal communication.

An example of a crisis situation as the media reports in a company from Serbia is
the company “Swislion - Takovo”, the company “Swisslion” (company was founded
in 1997, and now it represents one of the leading multinational companies in Balkan
region, containing manufacturing business units in Serbia, Macedonia, Bosnia and
Herzegovina, trading branches in Montenegro, Bulgaria, Romania, Slovenia and
Switzerland and with over 7000 employees), which the media in 2016 at one point
received negative publicity where the media presented details related to the toxic
substances that were found in “Juvitana” baby food. Electronic and print media wrote
about this situation and consulted the Ministry of Health in Serbia. The company
denied the allegations that appeared in the media that after a certain period baby food,
which was produced under certain conditions, was withdrawn from sale. When the
situation calmed down, the company “Swislion - Takovo” continued with product
advertising, not avoiding “Juvitana” baby food. “Juvitana” porridge for babies from
the factory “Swislion - Takovo” was withdrawn from the market, because a larger
number of certain types of pesticides were actually found in them than is allowed. [14]
Sanitary inspectors of the Ministry of Health oversaw the withdrawal of this product in
the plant operation “Swislion - Takovo” in Indjija. In the meantime, before the arrival
of the Ministry, the price of baby food was further reduced by the company and placed
to the parents, which is the basis for initiating criminal liability. [15]

The situation with the Swisslion company was repeated in the following period
where, as stated from the Ministry of Health, product sampling of the “Juvitana”
children’s food factory from India, which was carried out with the City Institute for
Public Health Belgrade, showed that the vials are defective.

The baby food factory ‘Juvitana’ in Indija stopped production after the Ministry
of Health found pesticides in its products, which are not suitable according to legal
regulation. [16].

Today, in 2023, the company Swision applies, reviews, and improves the food
safety policy system according to the requirements of the FSSC standard, SRPS ISO
22000:2018, ISO/TS 22002-1:2010, and HACCP. The media no longer reports on
product defects.

Area of Craoatia

In the last three years, according to the State Inspectorate (DIRH), 304 products
were withdrawn from store shelves in Croatia due to non-compliance and health
defects. Most of them were withdrawn in 2021, 118 of them, and interestingly, mostly
those coming from the European Union market (53 products). [17]
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Overview of the State Inspectorate of the Republic of Croatia, annual reports
2021-2023, shown in the following table.

14,000
12,000
10,000
8,000
6,000
4,000
2,000
0

2021 2022 2023
M inspection control 12,687 11,987 12,900
W unhealthy products 118 88 98

Fig. 4. Inspection control of unhealthy products*

*Sources: systematized by the author based on the State Inspectorate of the Republic of Croatia [17]

It should be noted that the Annual Report of the State Inspectorate of the
Republic of Croatia states that out of a total of 12,900 planned official controls in
2023, 6,573 official controls were carried out, i.e. 56% of the planned number.

In the continuation of the paper, an example of media reporting on unsafe
products for the health of the population is given.

An example of a crisis situation occurred in a company from the Republic of
Croatia in 2021. The Ministry of Agriculture of the Republic of Croatia informed
consumers about the withdrawal of the beverage ‘Jana Vitamin orange happy’ from
the company Jamnica, due to the possible content of ethylene oxide. The Croatian
Agency for Agriculture and Food states that these products do not comply with
European regulations on maximum levels of pesticide residues in food. Ethylene oxide
is banned in the EU, but it can still be found in food due to the import of products from
third countries. Ethylene oxide is poisonous and carcinogenic, and can cause
infertility. This information had a great resonance in the media of neighboring Bosnia
and Herzegovina, where a lower demand for these products was recorded.

At the end of 2023, the Republic of Croatia was shaken by media information
related to Romerquelle mineral water. The media reported as follows: “Croatia has
been shaken by a big affair since morning. ‘Poisonous water’ in which at least one
person in Rijeka was seriously poisoned after drinking a bottle of Romerquelle mineral
water in a cafe. As a result, her esophagus was badly burned and she is under the
observation of doctors at KBC Rijeka, who told us that she is stable, but with a
chemical injury of the esophagus. After several hours, Coca-Cola HBC Hrvatska,
which is a beverage manufacturer, also called. Let us remind you that numerous
services were involved in the case - the police, DORH, Sanitary Inspection, Institute of
Public Health®. [18] The media in Serbia and Bosnia and Herzegovina reported the
same news, the publicity was negative and demand for these products declined in the
coming period.
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However, there are also examples of companies that were not affected by the
crisis. One of them is a company from Bosnia and Herzegovina that has been doing
well since the very beginning of its operations. This company has a developed
awareness of the presentation of its products on the market. An example of promotion
and success in times of crisis is the Herzegovinian winery “Vukoje”, which uses
numerous opportunities to promote wine from its own production and achieve great
success in conquering the domestic and European market. The fact that it is the winner
of a large number of awards is proof that a quality product can be sold both on the
regional and international markets, regardless of market fluctuations. They have won
over 80 gold medals at all fairs in the region, as well as in Milan, Brussels, Paris,
Geneva, and Prague for the quality of their products. They are also the winners of the
“Golden Charter” for wine tourism, which was awarded to them at the 43rd Novi Sad
Tourism Fair. Participation in domestic and foreign wine fairs also influenced
propaganda and development. [20]

As stated on the official website of the European Union: National bodies of the
EU can take action (by recalling the product or banning its sale) to fix the problem
with products that pose a serious risk to the health and safety of consumers. And the
producers themselves can recall their products. In any case, all measures taken are
recorded in the database of Safety Gate data. Safety Gate does not monitor measures
taken in relation to agricultural products or pharmaceutical and medical devices. [21]

Conclusions and prospects for further research. The arms race is exacerbating
the global crisis, which is further deepened by the economic crisis. The refugee crisis
and terrorism are pushing the situation to its limits. In Bosnia and Herzegovina, an
extremely conflicted environment at home leads to very complex inter-ethnic relations.
The situation in Serbia is similar, while the Republic of Croatia is in a more favorable
position, being territorially within the borders of the European Union.

The economy is reeling under the impact of emerging global economic risks.
Investments are sporadic and even rare. Individual companies are going through the
biggest crisis since their establishment. Communication between the media and
companies is becoming more complicated day by day. Only intelligent reasoning,
coupled with a large dose of patience, can bring about an improvement in relations and
help overcome the crisis. Communication skills hold extraordinary importance in such
circumstances.

In the future, it is necessary to conduct research that would attempt to explain the
relationship between citizens’ trust in the media and the perception of their credibility
and functions, from both the communication and communicative aspects. It is evident
that there is a need among citizens for timely information in crisis situations, as well as
a degree of trust in media that could ensure timely notification for the sake of
preserving security, protection, and timely action in an emergency/crisis situation of
the company.

Improvement is necessary in legal frameworks, and there needs to be a more
consistent application of existing legal measures that regulate fraudulent and malicious
information.
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