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                    Based on Article 45, paragraph 1 of the Law on Government (Official 
Gazette of RS, No. 55/05, 71/05 – correction, 101/07, 65/08 and 16/11), the 
Government shall adopt the following  

 
COMMUNICATION STRATEGY 

FOR THE ACCESSION OF THE REPUBLIC OF SERBIA TO THE EUROPEAN 
UNION 

I. INTRODUCTION  

The Republic of Serbia’s accession to the European Union (hereinafter referred 
to as: EU) has been set as the top priority of all government institutions of the Republic 
of Serbia since the changes of October 2000. Considering the public policy processes 
and problems faced by the Federal Republic of Yugoslavia and the State Union of 
Serbia and Montenegro, relations between the Republic of Serbia and the EU during 
the period between 2000 and the drafting of this Strategy have developed at differing 
speeds and intensities. The creation of the Republic of Serbia’s institutional capacity 
for EU accession was initiated through the establishment of the Sector for the 
European Integration of the Government of the Republic of Serbia, which was 
competent for international economic relations in 2000. The European Integration 
Council of the Government of the Republic of Serbia was established in 2002 as a 
government advisory body (Official Gazette of RS, No. 14/2002, 42/2005 and 
52/2007) and in 2004 the National Parliament adopted the Resolution of EU Accession 
(Official Gazette of RS, No. 112/2004), confirming the fostering of the Republic of 
Serbia’s accession to the EU (full membership) as a strategic national goal. The 
Serbian European Integration Office was established on 14 March 2004, under the 
name “Office for the European Union Accession”, as a governmental service (Official 
Gazette of RS, No. 75/2005 and 63/2006). On 17 June 2005 the government adopted 
the National Strategy for the EU Accession of Serbia and Montenegro, marking the 
first time a long-term governmental policy with regard to the EU had been established.   

Negotiations on the Stabilisation and Association Agreement between Serbia 
and the EU (hereinafter referred to as: SAA) started on 10 October 2005. The EU 
accession process was decelerated on 3 May 2006 when the European Commission 
cancelled a round of technical negotiations following an assessment that the Republic 
of Serbia had insufficiently cooperated with the International Criminal Tribunal for the 
former Yugoslavia. This European Commission decision was supported by the EU 
Council of Ministers. Upon the dissolution of the State Union of Serbia and 
Montenegro, the EU Council of Ministers established a new, modified mandate for 
negotiations related to the Republic of Serbia’s entrance into an SAA on 24 July 2006. 
Progress achieved on cooperation with the International Criminal Tribunal for the 
former Yugoslavia enabled the continuation of negotiations on 13 June 2007. The 
SAA was initialled on 7 November 2007 and signed on 29 April 2008, when the 
Interim Trade Agreement (hereinafter referred to as ITA) was also signed. The most 
important political aspect of the SAA is that its signing created the first ever 
comprehensive contractual relationship between the Republic of Serbia and the EU, 
clearly defining the obligations of both parties. The SAA defined a transitional period 
of six years from the date of its enforcement, establishing a free trade zone between the 

http://www.propisi.net/DocumnetWebClient/ingpro.webclient.Main/FileContentServlet/propis/0045cc/4550.htm?encoding=Ћирилица#ZK14/02
http://www.propisi.net/DocumnetWebClient/ingpro.webclient.Main/FileContentServlet/propis/0045cc/4550.htm?encoding=Ћирилица#ZK42/05
http://www.propisi.net/DocumnetWebClient/ingpro.webclient.Main/FileContentServlet/propis/0045cc/4550.htm?encoding=Ћирилица#zk52/07
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parties and institutions for the SAA’s implementation, harmonizing national legislation 
with the EU Acquis.  

Although the SAA was signed, the Republic of Serbia again faced a 
deceleration of the EU accession process in both formal and legal terms. At the request 
of the Kingdom of the Netherlands and in accordance with a Council of Ministers 
Statement, the EU decided not to commence the ITA’s ratification and application 
until the Republic of Serbia reached full cooperation with the International Criminal 
Tribunal for the former Yugoslavia. Nonetheless, the Government of the Republic of 
Serbia made a Decision to Commence Application of the ITA from 1 January 2009. At 
the EU Council of Ministers meeting of 7 December 2009 the EU decided to unfreeze 
the ITA (which entered into force on 1 February 2010) then, at the meeting of the EU 
Council of Ministers of 14 June of the same year, the decision was made to start the 
application of the ITA established between the Republic of Serbia and the EU. One of 
the key decisions of the Republic of Serbia’s EU accession process was the cancelling 
of travel visa requirements for Serbian citizens to enter the EU’s Schengen member 
states, which was taken at a meeting of EU Home Affairs ministers on 30 November 
2009 (the decision came into force on 19 December 2009). 

The most intensive period of Serbia-EU relations, both in terms of government 
and state administration capacity building for EU accession and formal and legal 
relations, started in the second half of 2008. The Serbian government adopted its 
National Programme for Integration of the Republic of Serbia into the EU (hereinafter 
referred to as NPI) on 9 October 2008, establishing legislative and administrative 
measures to be undertaken in order to enable the country to meet the majority of 
obligations required for EU membership by the end of 2012. That document has so far 
been twice revised: once in December 2009 and again in April 2011.    

Since September 2008 the SEIO has submitted quarterly reports to the 
government on the NPI’s implementation. These reports provide a detailed overview 
of the fulfilled and unfulfilled obligations of ministries and other state authorities 
referred to in the NPI. The Government Decision of 28 January 2010 established the 
Coordination Body for the EU Accession Process, tasked with considering all issues 
related to European integration and coordinating the performance of the state 
administration. The Coordination Body has an Expert Group (Official Gazette of RS, 
No. 42/2011), which is managed by the SEIO Director.  

The Republic of Serbia submitted its EU membership request on 22 December 
2009 and almost a year later, at a meeting on 25 October 2010, the EU Council of 
Ministers instructed the European Commission to start the procedure for issuing an 
official opinion regarding the Republic of Serbia’s request for EU membership. With 
this in mind, the European Commission developed a comprehensive questionnaire 
(information required by the European Commission from the government of the 
Republic of Serbia in order to prepare the Opinion regarding the Republic of Serbia’s 
request for EU membership) and delivered it to the Serbian government on 24 
November 2010. The Republic of Serbia submitted its answers to the questionnaire on 
30 January 2011. In response to the visits of expert missions from the European 
Commission, aimed at field testing questionnaire data, the government sent responses 
to additional questions and comments made by European Commission representatives.  

In addition to the aforementioned activities, in December 2010 the Serbian 
government developed its Action Plan for realization of recommendations from the 
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2010 annual report of the European Commission for the Republic of Serbia, in order to 
remove noted shortcomings and facilitate the process of acquiring candidate status.  

EU rules and procedures stipulate that the European Commission shall develop 
a draft opinion (i.e. “Avi” from the French “Avis”, meaning “opinion”). The European 
Commission’s opinion then serves as a proposal for the Council, recommending 
whether or not a certain country should be awarded EU membership candidate status 
and (in accordance with said country’s preparation level) proposing the 
commencement of EU accession negotiations with that country. Negotiations conclude 
with the signing of an Agreement on EU Accession. Upon ratification of this EU 
Accession Agreement, the new state becomes a member state, i.e. it acquires EU 
membership status.  

The clear orientation, dedication and ability of the government, state 
administration and national parliament to fulfil NPI obligations and successfully 
implement the necessary reforms enables the Republic of Serbia to achieve the 
standards required for EU membership, which is possible only with the support and 
understanding of Serbian citizens. Among the government’s priority tasks is the 
inclusion of all social segments in the process of change on the road to EU 
membership, which is also aimed at improving the quality of information through 
public consultations about EU accession.  

The government has used the Communication Strategy for the EU Stabilisation 
and Association Process of the State Union of Serbia and Montenegro, adopted on 16 
December 2004, as a framework for its communication activities.  

The new schedule of the Republic of Serbia’s approximation process has 
imposed the need for a new communication strategy to provide information to the 
national public. Since the start of the procedure for obtaining EU candidate status the 
government has been planning significant changes, to be made in the period following 
the signing of the Accession Agreement, in all areas of political, economic and social 
life, which will directly impact on the everyday lives of Serbian citizens, their rights 
and responsibilities. The new Communication Strategy for EU accession will enable 
the government to establish a strategic framework for providing information to the 
public related to EU accession and communication activities in the EU accession 
process.  

Development of this strategy saw us use the results of the opinion poll that is 
conducted and publicised twice a year by the Serbian European Integration Office in 
order to gain a better understanding of key communication issues and carry out in-
depth analysis of the public’s attitude and disposition, as well as their interest in 
communication regarding the EU accession process. Moreover, we have used the 
results of four published surveys that were conducted by applying focus groups 
methods, with groups composed of eight members each1, as well as the results of 
analyses of media coverage of EU accession-related topics and the manner of their 
presentation.  
 This strategy is to be adopted for the period between the conclusion of 
accession negotiations and the staging of a referendum that will see citizens express 

                                                      

1 The survey conducted by applying the focus group method was carried out for the SEIO by Ipsos Strategic Marketing as part of 
the project “Raising awareness about European values”, supported by the UK Embassy in the Republic of Serbia and UNDP. The 
survey included citizens who in principle support the accession of the Republic of Serbia to the EU, but still have dilemmas about 
the accession process, and besides the positive aspects they also note a number of negatives.             
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their opinion regarding Serbia’s EU membership. It shall be implemented in 
compliance with a detailed annual Action Plan, the implementation of which shall be 
the responsibility of Serbia’s European Integration Office, in conjunction with relevant 
state authorities.  
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II. EXISTING PROBLEMS 

SEIO communication activities based on the Communication Strategy of the 
Government of Serbia for the Stabilisation and EU Accession of the State Union of 
Serbia and Montenegro have had positive effects on Serbian citizens’ support 
regarding EU accession. Through a campaign dubbed “Europe is knocking at your 
door”, representatives of the state, European institutions and the embassies of EU 
Member States meet Serbian citizens in towns and municipalities throughout the 
country, and through the media, in order to inform them about the functioning of the 
EU and why it is important for the Republic of Serbia to accelerate its route to EU 
accession. The public forums organised within the campaign provided the first 
opportunity for many citizens to familiarize themselves with the work of EU 
institutions, the EU accession process and the advantages this process may bring to the 
Republic of Serbia.  

Since the development of the first strategy, Serbia’s European Integration 
Office has established a good relationship with the media, as well as with other 
partners, such as civil society organizations addressing European integration, with 
which the office initiated and signed a Memorandum of Cooperation in the European 
Integration Process in 2005. Numerous educational programmes implemented by SEIO 
throughout the Republic of Serbia have proven very important for raising awareness 
about Serbia’s EU accession process among journalists and representatives of civil 
society organizations. 

Political and media agendas have been affected by political instability and 
numerous problems faced by the Republic of Serbia in the areas of public and 
international policy since 2004. That instability and problems have resulted, inter alia, 
in the uneven dynamics and intensity of establishing relations between the Republic of 
Serbia and the EU. Not only did this social and political context affect the attitude of 
Serbian citizens regarding EU accession, but also the objective and detailed awareness 
of citizens about all aspects of the Republic of Serbia’s EU accession.  

Opinion poll results have shown that Serbian citizens still lack sufficient 
knowledge of key aspects of the EU accession process of the Republic of Serbia and a 
lack of knowledge about the facts ensures they are prone to second thoughts, which is 
why the percentage of citizens who would certainly support the country’s EU 
membership is decreasing. Additionally, citizens want to be informed about the 
advantages to everyday life that will result from EU membership.  

According to surveys conducted through application of the focus group 
method, use of the term “European integrations” and public awareness of the EU 
accession process of the Republic of Serbia were characterized by the political and 
professional elite in the media as a political, non-life topic. Those providing 
information regarding the country’s EU accession most commonly come from the 
political sphere and citizens have the most doubts about such statements. Focus group 
respondents most commonly criticize the fact that information regarding Serbia’s EU 
accession is primarily communicated in the form of news in information-political 
programmes and are communicated using confusing wording. Phrases such as 
“European standard” or “European integrations”, according to respondents, do not 
have an understandable meaning to them. 

The survey researching national media coverage of EU accession-related topics 
confirmed the results of the focus group survey that the problem is not the quantity of 
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information, but rather its quality. A third of information about the EU is provided 
among the first three items of prime national coverage informative programmes on TV 
and radio stations or on one of the first three pages of daily newspapers. This survey 
showed the main characteristics of informative programming regarding the EU 
accession of the Republic of Serbia: the impression of respondents is that they listen to 
the same information all the time, that information is focused on political aspects of 
EU accession and that there is a lack of practical examples that will help form the basis 
of their understanding of the consequences of that process to their life. 

Moreover, results gained from the survey about the assessment of respondents’ 
personal benefits to be gained from EU accession are worsening. During the period of 
the government’s establishment in July 2008, more than half of those surveyed 
believed that they would personally benefit from EU accession, while only a fourth 
believed they would be damaged. However, during the development of this strategy 
(2011), the percentage of citizens believing they would be personally damaged 
exceeded the number of respondents expecting to benefit. Citizens, however, still 
believe that the country and society will generally benefit from EU membership.  

Opinion polls also show a slight fall in support for EU accession, though such a 
fall should not be construed as a change in the trend of support for EU accession 
among Serbian citizens. The results of focus group method surveys have shown a 
certain fatigue element among respondents in terms of the manner in which politicians 
and experts present “European integrations” through the media, which respondents 
believe to be characterised by a lack of context with real, everyday life. This drop in 
public support for EU accession is also influenced by increasingly common media 
coverage of problems within the EU. 

The majority of citizens of the Republic of Serbia are not sufficiently informed 
about the specific assistance provided by EU funds. It is also not widely known that 
between the year 2000 and the development of this strategy the EU has provided the 
Republic of Serbia with 2.2 billion Euros in grants and 5.8 billion Euros in non-
commercial loans2.  

Two aspects of public opinion expressed in opinion polls’ results may 
positively affect the future framework for communication activities related to EU 
accession.  

The first positive aspect of public opinion expressed regarding the accession of 
the Republic of Serbia to the EU is that citizens understand the need for reform 
processes. The majority of those surveyed said that the reforms required for EU 
accession should be implemented even if they were not a condition of EU membership, 
because we should “make Serbia better for our own sake”3. This was the result of 
SEIO’s well-planned and executed communication activities. The other aspect is an 
increasingly realistic estimation of factors that mainly slow down and complicate EU 
accession. Surveys found that the greatest obstacle was the policy of permanent 
conditioning applied by the EU towards the Republic of Serbia, though respondents 
more commonly name other factors as well. 

The need for a new awareness platform related to the accession of the Republic 
of Serbia to the EU is evident in citizens’ opinions regarding the responsibility for 

                                                      

2The European Union Delegation in the Republic of Serbia: the EU and Serbia since 2000 – Key facts 
3Regular opinion poll conducted by SEIO, December 2010 
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insufficient information about the accession of the Republic of Serbia to the EU. 
Almost two-thirds of citizens believe they are personally responsible because they do 
not sufficiently follow information related to the topic. Such a response shows that the 
framework applied to date for communication activities related to the EU accession of 
the Republic of Serbia are not compatible to the speed and complexity of the accession 
process, nor to the recipient of such information.  

It can be concluded on the basis of data analysis referred to in the first and 
second chapters of this strategy that public awareness problems related to the EU 
accession process exist and should be solved by this strategy through the establishing 
of the following frameworks: 

1. A high level of intensity and dynamics for the establishment of the 
relationship between the Republic of Serbia and the EU since 2008 (SAA signing and 
implementation, NPI adoption, SAA ratification among EU member states, EU 
membership request, submitting responses to the European Commission 
Questionnaire, practical initiation of the process for obtaining candidate status, 
adoption of numerous laws in the national parliament), which were stressed by the 
European Commission in the two latest reports on the Republic of Serbia’s progress in 
the EU accession process4, is not reflected in positive public opinion through opinion 
polls nor in the surveys on EU accession that were conducted by applying the focus 
group method. Although prime informative broadcast and print media provide a lot of 
information regarding EU accession, citizens are not interested in information 
presented in such a manner and are not familiar with the manner in which the EU 
accession process impacts on their everyday lives.  

2. The efficiency of state administration’s capacity in fulfilling EU accession 
process obligations and the good coordination of activities performed by the bodies 
involved (the European Integration Council, Coordination Body for the EU Accession 
Process with its Expert Group and sub-groups, as well as their cooperation with the 
National Parliament and European Integration Board) are not fully mirrored by the 
results of communication activities regarding the accession of the Republic of Serbia 
to the EU. State officials’ statement lack any suitably defined and harmonized 
messages, while there is no coordination of communication activities and no unified 
platform for communication/public awareness of the EU accession process, which 
decreases the significance of the stated objectively positive picture of the state 
administration’s capacities to handle the EU accession process. The capacities exist, 
but their work should be coordinated in planning and implementation processes 
through the implementation of communication activities. 

                                                      

4The European Commission progress report for the Republic of Serbia for 2009; the European Commission progress report for 
2010 
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III. THE GOALS OF COMMUNICATION IN THE EU ACCESSION AND ACCESS 
TO INFORMATION 

The main goals of this strategy shall be to ensure the public’s understanding and 
widest possible support for all aspects of EU accession. Therefore, it will be necessary 
to provide target groups with easily accessible, timely and understandable information 
about EU accession. In practice, this means the following:  

1. Raising public awareness highlighting that the EU accession process is of 
vital interest to individuals, society and the state. This implies familiarizing the public 
with the necessary reforms to be implemented as part of EU accession, including the 
advantages brought to citizens by EU membership, but also the obligations 
membership brings. 

2. Raising the level of preparedness and motivation of target groups for 
participation in the EU accession process, especially by preparing decision- and 
policy-makers for the role they have in the accession of the Republic of Serbia to the 
EU and in raising public awareness with regard to that process. 

In order to achieve these goals, it will be necessary to improve cross-sector 
coordination of public awareness-raising regarding EU accession and shall be 
necessary to create a new framework for the general approach to such communication:  

1. The possibility of creating a new approach to communications is opened by 
the generally accepted necessity to implement reforms for the nation’s own sake, as 
expressed in opinion polls, as well as the results of surveys conducted by applying the 
focus groups method about the needs of citizens for different types of information 
regarding the accession of the Republic of Serbia to the EU. Citizens react differently 
when the topic of the EU accession process is placed in a different context to that used 
by the political elite and professional public. The process of EU accession becomes the 
process of necessary changes. The nature of the process, i.e. its complexity, requires 
more precise information about certain sector-based topics/policies. 

2. As part of the new approach to communication regarding EU accession, the 
dominant phrase “EU membership as a key strategic goal of the Republic of Serbia” 
should be placed into a new context whereby the EU membership of the Republic of 
Serbia is primarily domestic policy and an economic goal of the Republic of Serbia. In 
this regard, legal and institutional frameworks and standards in communication 
activities should be transformed from a context of highly politicized topics into topics 
that address the specific interests of citizens and groups (farmers, students, 
entrepreneurs, employers, employees and consumers). 

3. The new approach to communication regarding EU accession implies 
explicitly explaining to citizens that the domestic policy of a process of change within 
the Republic of Serbia on its road to the EU (reduced corruption, launch of healthy 
economy, responsible social policy, suppression of crime, creation of new jobs, legal 
security, consumer protection, better healthcare, business start-ups, environmental 
protection, better education, prequalification process etc.) will become their main 
reliance in the realization of their interests, as well as being to their personal benefit. 

Changes to the general approach to communication regarding EU accession will 
require the establishing of target groups and communication methods, the creation of 
messages and their adaptation to target groups, as well as the determining of tools for 
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the implementation of communication activities and coordination of their 
implementation. These are addressed in the following chapters of this strategy.  
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IV. THE CONTENT AND LANGUAGE OF THE MESSAGE  

In accordance with the noted goals, the content of the message regarding the 
EU accession process should reflect realistic optimism. Messages sent to target groups 
through communication activities should be aimed at providing information to citizens 
in a way that will present EU accession as being in their personal and family interests. 

 
The key communication message related to the accession of the Republic of 

Serbia to the EU shall be the following:  
CHANGES ON THE ROAD TO THE EUROPEAN UNION, WITH ALL THE 
DIFFICULT DECISIONS THEY BRING, ARE A UNIQUE OPPORTUNITY FOR 
EACH AND ALL OF US TO IMPROVE OUR LIVES AND THE LIVES OF OUR 
FAMILIES IN A REGULATED COUNTRY AND A FAIR SOCIETY.  

 
The key message should result from each communication activity, i.e. it should 

be unique and harmonized, and be followed by all EU accession process participants. 
The key message shall provide the basis for planning communication activities 
according to the needs of target groups and in accordance with their criteria and 
specific interests. Specific messages that will be defined in communication activities 
and working plans should be harmonized with the key message, but also adjusted to 
the speed of the accession process and to sector specific and local needs.   

The language used in communication activities should be appropriate to the 
key message and understandable to all those addressed by the information regarding 
EU accession; the information should be simple and convincing, creating the feeling 
among the recipients that it is important for them.   
 In order to make the EU accession process recognizable and bring it closer to 
all target groups, SEIO has developed a preliminary solution of a logo and slogan for 
the EU accession process, provided in Appendix 1, that represents an inseparable part 
of this document. 
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V. DIALOGUE GROUPS 

Unlike the earlier orientation of communication activities towards target 
groups, strategic communications are today primarily realized in dialogue groups. The 
opinions, standpoints and preferences of interest groups are formed within these 
dialogue groups or dialogue fields, while group members share similar beliefs and 
behavioural models, thus enabling joint actions.5 Dialogue groups can gather people of 
differing socio-demographic and behavioural characteristics (women and men, rich 
and poor, single and families) who have one shared characteristic that is a common 
interest and view of a certain topic.  

Each dialogue group has its communication network, its method of acquiring 
information, forming its opinion and using its own specific language. Determining the 
elements of dialogue networks is crucial for establishing communication activities. 
One example of such groups is the group of those opposed to EU accession, which can 
gather people of completely contrasting socio-demographic and behavioural 
characteristics, to whom specific attention should be paid in communication.  

As seen by this strategy, the most effective way of providing information to the 
public and various interest groups is through communication with people who have an 
impact on public awareness (hereinafter referred to as: multiplicators/initiators of 
public awareness), presenting a great potential for the creation of standpoints among 
various social groups and influencing them. 

Taking into account the goals determined in Chapter 3, this strategy will focus 
on four main dialogue groups.  

 

1. Decision makers and multiplicators/initiators of public awareness 

Decision makers and multiplicators/initiators of public awareness shall play a key 
role (partially as participants or partners) in applying this strategy, as well as in 
planning and implementing communication activities. Their main role will be to 
encourage information exchange and initiate processes of creating and changing 
standpoints within their specific area of influence, in accordance with the strategy’s 
communication goals, approach and key message.  

Subgroups: 
1) State officials; 
2) Civil servants; 
3) Members of Parliament; 
4) Representatives of political parties; 
5) Media (editors and journalists); 
6) Commercial sector/commercial associations; 
7) Trade unions;  
8) Civil society organizations;  

                                                      

5 Jan J. Lies, 2003 
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9) Local self-government officials and members of local assemblies;  
10) Experts, university professors and teachers; 
11) Ecclesiastical communities and ecclesiastical tutors;  
12) Diplomats from EU member states;  
13) The EU Delegation in the Republic of Serbia;   
14) Celebrities (actors, athletes, artists). 

2. Youth  

A dialogue group comprising young people sees the EU accession process of the 
Republic of Serbia as a process of crucial importance and believe that in the long run 
they will benefit the most from EU accession. According to the results of an opinion 
poll, younger respondents (between 18 and 29 years of age) expressed the greatest 
interest in Serbia becoming an EU member state, which is where they see their future 
and opportunities. That dialogue group is important in terms of future voters in the EU 
accession referendum. It should be stressed in particular that younger citizens have 
great potential to inspire their family members regarding the EU accession process and 
can directly influence their attitude on the advantages of the Republic of Serbia’s EU 
membership. 

Subgroups: 
1) Primary school pupils; 
2) Secondary school pupils;  
3) University students; 
4) Employed youth; 
5) Unemployed youth. 

3. Groups sensitive to change 

Special attention should be paid to communication with a dialogue group whose 
members are sensitive to change, through the implementing of appropriate activities 
and the selection of communication tools. Specific focus should be placed on the 
provision of unbiased information about the direct impact of the EU accession process 
on Serbian citizens’ lives and the lives of their families. To this end, special attention 
should be paid to providing this dialogue group with information about the realistic 
positive changes felt by members of similar population segments in new EU member 
states (e.g. farmers in Poland strongly opposed EU accession prior to membership but 
are now the greatest supporters of EU membership). 

Subgroups:  
1) Unemployed;  
2) Housewives; 
3) Pensioners; 
4) Farmers; 
5) Persons with disabilities. 

 
 
 
 

4. Opponents of the Republic of Serbia’s EU accession 
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A dialogue group composed of opponents of the Republic of Serbia’s EU 

accession is the most difficult one to provide a framework for in terms of social-
demographic and behavioural characteristics. Members of this group come from 
diverse segments of society and have different motives for their negative attitude 
towards EU accession. Part of that population is simply not sufficiently informed about 
the EU accession process, while another part is against EU accession because of 
individuals’ sense that they have already lost a lot of their personal identity in the 
process of change to date (transition). The negative attitude of a third part of this 
segment of the population mainly arose due to stereotypes and fears of EU accession 
resulting from a misinterpretation of national interests and due to religious beliefs (loss 
of national sovereignty, identity and culture).  

In terms of communication with the group of opponents of EU accession, the 
advantages of this strategy and new communication approach are in noting the 
contradictions in the division of “Eurosupporters” and “Eurosceptics”. Namely, 
according to the opinion poll, one-fifth of respondents claim that the EU membership 
of the Republic of Serbia would generally be a bad thing, while the potential for 
increasing this dialogue group is evident in the fact that more than one-third of 
respondents have second thoughts about the accession of the Republic of Serbia to the 
EU, believing that EU membership would be neither good nor bad for the country. On 
the other hand, the majority of respondents (thus including the majority of those 
opposed to accession) deem that reforms necessary for EU accession should be 
implemented for the creation of “a better Serbia” (more than two-thirds). The shift of 
context for communication regarding EU accession, as proposed by this strategy, 
creates the possibility to influence this dialogue group. 

 

VI. PARTICIPANTS AND PARTNERS IN COMMUNICATION  

EU accession influences all aspects of life. The comprehensiveness of changes 
in the country and society resulting from the process requires the responsibilities of all 
state authorities to raise public awareness about the significance of the EU accession 
process, but also to gain broad support for the implementation of necessary reforms. 
Specific responsibility in this process rests upon the government, national parliament 
and other state and local authorities. 

Specific attention in the implementation of this Strategy must be paid to the 
improvement of cross-sector cooperation within existing working bodies (Coordination 
Body for the EU Accession Process, Expert Group and its subgroups), as well as to the 
improvement of the coordination of services responsible for public relations within 
state administration bodies, so as to enable better planning and coordination of 
activities aimed at achieving the strategy’s goals. Improving the communication 
system with the National Parliament and its European Integration Board, as well as 
with local self-government (through cooperation with Standing Conference of Towns 
and Municipalities, as well as directly with the representatives of local self-
government) is of great importance to the successful implementation of this strategy. 
The main support to improving communication and strengthening the dialogue should 
be provided by SEIO (specific mechanisms for improvement are presented in Chapter 
7: Activities and Communication Tools). 
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In addition to the government, one key participant in raising public awareness 
regarding the EU accession process is the European Union Delegation in the Republic 
of Serbia. It is necessary to make joint efforts to harmonize and implement 
communication action plans. 

Considering the media’s impact on the establishment of public awareness, the 
government’s key partners in the implementation of communication activities and the 
transfer of information regarding the EU and the accession process are electronic, 
broadcast and print media (national, regional and local media). As a form of further 
improving relations between SEIO and the media, specific attention has to be paid to 
further developing trust between the partners through the introduction of regular 
dialogue with the responsible editors and directors of media companies. In order to 
achieve the goals defined by this strategy, it will be particularly necessary to encourage 
the media to apply a sector based approach to providing information about issues from 
certain areas important for the EU accession of the Republic of Serbia, as well as to 
implement programmes, reports and reportages that will relate the everyday life of EU 
citizens to those of the Republic of Serbia, with particular attention paid to successful 
examples of newer member states (farmers in Poland, SMEs in Slovakia, students and 
youngsters in the Czech Republic and Slovenia etc.). 

While communicating with the public, the government will pay specific 
attention to the commercial sector, as its partner, cooperation with chambers of 
commerce, the Association of Employers, as well as with trade unions and commercial 
entities through the creation of media programmes, the organizing of public debates 
and conferences, the development of publications and the use of other operational 
tools. 

Civil society organizations (hereinafter referred to as: CSOs), as an important 
partner in the strategy’s implementation, are expected to provide for feedback about 
the effects of government reforms (public control), as well as to provide for 
constructive criticism and focus on the EU’s sectoral policies. CSOs should actively 
participate in public consultations in the process of developing regulations and in 
communication activities, especially at the local level, and should cooperate with local 
media. The effects of improved partnership relations between the government and 
CSOs are improved education and a higher level of public awareness about sector 
based policies, with a particular focus on eliminating prejudices among dialogue 
groups’ members.  

The academic community and teachers are also very important partners of the 
government in communications regarding EU accession, primarily due to their 
influence over the establishing of youngsters’ value systems.  

Taking into account that a large part of the population is composed of believers 
and members of ecclesiastical communities, developing partnership relations with 
traditional ecclesiastical communities is very important to public communications.  

The government’s most important partners in public communications are: 
1) Media; 
2) CSOs; 
3) Commercial sector; 
4) Academic community and teachers; 
5) Local self-government; 
6) Ecclesiastical communities; 
7) The EU Delegation in the Republic of Serbia;  
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8) EU member states’ embassies. 

 

VII. ACTIVITIES AND COMMUNICATION TOOLS   

 
Based on insight into the organization of state authorities and organizations, it 

has been determined that key problems, as defined in Chapter 2 of this strategy, are not 
caused by the lack of institutions and mechanisms and that it is possible to remove 
them through continual improvement of planning and coordination of communication 
activities in the work of competent state authorities and organizations. As such, the 
first effective way is to introduce proposals and planning of communication activities 
into the regular activities of competent state authorities, whereby such proposals and 
planning would be derived from their specific areas of competence. 

1. This activity implies that members of the Coordination Body for the EU 
Accession Process of the Republic of Serbia and the Expert Group and its 
subgroups, in cooperation with public relations services in the ministries and in 
accordance with the goals, approaches, defined key message and language, also 
provide for informative context and content with the topic they address (What 
specific impact on everyday life does the adoption of certain regulations or the 
establishment of institutions have? Which specific messages tailored to the key 
message may be defined in communication activities? Are there possible costs 
and how will they be explained?). 

2. In coordination with SEIO, it is necessary to define communication tools and 
ways relevant for certain dialogue groups.  
It will be necessary to develop internal communication maps for the 

“Arguments for Europe in Serbia”, transferring tasks and obligations of the EU 
accession process into the proposed communication framework, all in compliance 
with the defined goals and the key message. The aim of the maps is primarily to 
facilitate the definition of communication activities and transfer benefits resulting 
from changes and harmonization with EU standards to everyday life. In the EU 
accession process and the continual updating of maps, a database is practically 
formed and contains the obligations of the EU accession process, presenting a new 
approach to communications identified in this strategy (e.g. what personal benefits 
to dialogue groups results from the implementation of the Law on Food Safety, 
introduction of European standards on veterinary control, application of the Law 
on the Protection of Consumers etc.).  

A regular consultation process is another important activity: 
1) conducted between SEIO, the Public Relations Office of the Government, 

heads of services for public relations and members of the Coordination Body for 
the EU Accession Process, in order to develop communication planning and 
management skills with regard to the EU accession process; 

2) conducted between SEIO and the EU Delegation in the Republic of Serbia, 
with the aim of planning joint communication activities and creating synergy in 
public relations (in presenting specific results of EU-funded projects, the 
importance of legislative implementation to citizens’ everyday lives, the removal 
of prejudice and fears relating to the EU accession process, the provision of 
information about positive examples from newer member states etc.); 
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3) conducted between SEIO and the European Integration Board of the 
National Parliament in order to provide for better harmonization of communication 
activities.  

The third area of activity in improved communication management shall be the 
establishment of an expert network (multiplicators/messengers) from all sectoral 
policies, which would provide professional and credible answers to numerous and 
diverse questions, whether those answers are given by representative of the media 
or in direct communication at public debates, conferences, roundtables etc. 
Responsibility for establishing and coordinating such a network shall be assumed 
by representatives of Expert Groups’ subgroups, supported by the Communication 
Centre and trained by SEIO.  

 

ACTIVITIES FOR THE IMPROVEMENT OF COMMUNICATION 
 
It shall be necessary to continue use of existing communication tools 

and activities implemented by SEIO, such as: opinion polls (and surveys 
conducted by applying the focus group method, as necessary), publishing (of 
books and periodic specialized publications, bulletins), web page 
www.seio.gov.rs, specific projects (Europe Day, Open Door at SEIO etc.), 
conferences, roundtables, seminars, lectures, workshops, quiz shows, 
advertisements, special inserts in daily and weekly newspapers, debates and 
visit tours, press conferences.  

Activities aimed at improving existing communication tools:  

1. Training courses and study visits for journalists 
Here it will be necessary to shift the focus of education from providing information 

regarding EU accession to the process’s impact on everyday life (e.g. how to recognize 
specific real life situations from the application of the Law on the Protection of 
Consumers or the Law on Waste Management). On the other hand, journalists should 
be familiarized with positive examples of member states – how the process of change 
influenced individuals and certain social groups. 

The thematic focus of study visits should be partially separated from the 
framework of the familiarization with EU institutions or from familiarization with state 
institutions, while participants in such study tours should be offered programmes 
showing the specific results of change (visits to representatives of small and medium-
sized enterprises, schools, faculties, hospitals, agricultural husbandries). 

2. Regular communication with the media 
Even in regular communication with the media it will be necessary to try to 

provide journalists with information about specific examples from the EU accession 
process and about life aspects of the topic, which is of interest to certain journalists. 
The mentioned network of experts should facilitate selection and offer a number of 
possible expert counterparts. 

In order to improve relations with the media, it will be necessary to organize 
consultations once every annual quarter (immediately prior to publication of the 
progress report on NPI implementation) between the Director of SEIO and journalists, 
responsible editors and media directors. The primary aim of these consultations is to 

http://www.seio.gov.rs/
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ensure the timely exchange of information, in accordance with the established goals 
and new communication approaches. 

As a continuation of regular relations with the media, it will be necessary to 
establish and systematize specialized media formats and content in correlation with 
dialogue groups (“Knowledge as a gift”, “The Householder”, “Explosive”, 
“Exclusive”, “The Eye”, www.b92.rs/BIZ, www.infostud.com). Such a database 
should facilitate the creation of proposals for possible co-creation of programmes 
(coproduction of TV programmes and reportages, newspaper articles and internet 
articles). 

3. Exhibitions  
The organization of exhibitions under the heading “My Europe”, with photos and 

messages from typical representatives of certain dialogue groups about the impact of 
the EU accession of the Republic of Serbia on everyday life. Such exhibitions may be 
easily organised throughout the Republic of Serbia and their opening can be used as a 
public address with the participation of celebrities (athletes, actors, different artists). 

 
Extension of communication activities 
 
1. Strengthening cooperation with local communities (it is necessary for local 

self-governments to establish so-called EU teams within their capacities, which 
would be tasked with developing plans for communication activities in their 
municipalities/towns in cooperation with SEIO). 

2. Creating larger and smaller campaigns and media events related to specific 
dates and dialogue groups (such as 21 February, Mother Language Day; 15 
March, Consumer Rights Day; 24 May, Day of the Cyrillic Alphabet; 12 
August, International Youth Day; 8 September, International Literacy Day; 26 
September, European Day of Languages; 14 November, World Diabetes Day, 3 
December, International Day of Persons with Disabilities; 5 December, 
International Volunteer Day). 

3. Inclusion of celebrities as messengers through campaigns, at public addresses 
and media events. 

4. Strengthening cooperation with the national and local media (continual 
consultations with responsible editors, development of joint programmes, 
specific appendixes and reportages). 

5. Cooperation with ecclesiastical communities (participation of traditional 
ecclesiastical communities in media events, development of media 
programmes). 

6. Encouraging various activities dedicated to youth (study tours for university 
and secondary school students, school partnerships). 

7. Study tours and cooperation programmes for relevant interest groups (farmers, 
entrepreneurs, industry). 

8. Informative campaigns for specific dialogue groups. 
      9.  Annual competition for EU-related projects from the civil sector.  

 

 

New communication tools 

http://www.b92.rs/BIZ
http://www.infostud.com/
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1. An internet portal about the EU (with the active use of social media by SEIO as an 
institution and by SEIO Director and Deputy Prime Minister for European Integrations 
– Twitter/Facebook).  
2. Specifically prepared “online content” programmes for the internet portals of other 
entities (online specials in cooperation with relevant media). 
3. EU helpdesks throughout the Republic of Serbia.  
4. Free EU information hotline. 
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VIII. COMMUNICATION METHODS AND TOOLS AND DIALOGUE 
GROUPS 

TABLES 

 

M
U

LTIPLIC
A

TO
R

S 

Dialogue groups Communication methods and tools 

 

State officials 

Improved working methodology of the 
Coordination Body for the EU Accession 
Process (communication activities) and 
coordination with SEIO; coordination of 
the development and continual updating 
of maps “Arguments for Europe in 
Serbia”: seminars, conferences, public 
addresses, roundtables, media events, 
publications, internet portal, online social 
networks 

Civil servants 

Seminars, workshops, media relations, 
training courses, publications, mapping of 
an expert network, development and 
updating of maps “Arguments for 
Europe”, publications, public addresses, 
roundtables, internet portal, improved 
working methodology of working bodies 
for negotiations through the introduction 
of communication activities as a regular 
agenda 

Members of Parliament 

 

Seminars, conferences, public addresses, 
publications, media events, roundtables, 
dedicated campaigns, internet portal, 
online social networks 

Representatives of 
political parties 

Seminars, media events, roundtables, 
public addresses, publications, 
information campaigns 
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Media (editors and 
journalists) 

Regular media relations, proposals for 
topics and guests, joint development of 
programmes (online specials, appendixes, 
reportages...), seminars, study visits, 
public addresses. Regular consultations, 
internet portal, online social media, 
training courses, results of opinion polls 
and surveys conducted by applying the 
focus group method, visit tours (visiting 
specific projects) 

Commercial sector 

Publications, seminars, thematic media 
events, public addresses, info hotline, 
study tours, internet portal, lectures 

Trade unions 

Dedicated media events, publications, 
seminars, public addresses, info hotline, 
internet portal, roundtables, lectures 

Civil society 
organizations 

Provision of funds for CSO projects, 
public addresses, campaigns, thematic 
and other media events, publications, 
roundtables, coordination of joint 
activities 

Officials and local civil 
servants and members of 

local assemblies 

Cooperation with the “EU 
officers/teams”, seminars, publications, 
roundtables, media events, info hotline, 
EU helpdesks, cooperation in the 
organization of joint media events 
(exhibitions, street actions etc.) 
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Experts, university 
professors and teachers 

Conferences, seminars, workshops, 
dedicated media events, EU helpdesks, 
internet portal, study tours, publications, 
training courses, cooperation within the 
“expert network”, online social networks, 
encouraging school partnerships 

Ecclesiastical 
communities and 

ecclesiastical tutors 

Conferences, public addresses, lectures, 
publications, dedicated media events, 
internet portal, cooperation in public 
events, informative campaigns 

Representatives of EU 
member states 

(diplomats) 

Conferences, public addresses, media 
events, coordination of joint activities, 
internet portal, publications 

 

The EU Delegation in the 
Republic of Serbia 

Regular consultations and coordination of 
activities, visits to EU-funded projects, 
media events, public addresses, 
conferences, roundtables, joint 
informative campaigns 

Celebrities  

Seminars, encouraging joint activities, 
public addresses, exhibitions, quiz shows 
and competitions, internet portal, online 
social networks 

Y
O

U
TH

  

Primary school pupils 

Competitions, quiz shows, EU helpdesks, 
media events, public addresses, lectures, 
seminars, info hotline, internet portal, 
online social networks, exhibitions, 
encouraging school partnerships 
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Secondary school pupils 

Publications, media events, public 
consultations, seminars, workshops, quiz 
shows, info hotlines, EU helpdesks, 
public addresses, study tours, internet 
portal, online social networks, 
exhibitions, informative campaigns, 
encouraging participation in exchange 
programmes, encouraging participation in 
youth programmes at the European level 

University students  

Publications, media programmes, 
lectures, conferences, public addresses, 
media events,  EU helpdesks, info hotline, 
exhibitions, informative campaigns, study 
tours and encouraging participation in 
students exchange programmes, 
encouraging participation in youth 
programmes at the European level, 
training courses for project drafting 

Employed youth  

Publications, media programmes, public 
addresses, seminars, internet portal, info 
hotline, EU helpdesks, study tours, online 
social networks 

Unemployed youth 

Media programmes, publications, 
lectures, public addresses, informative 
campaigns, internet portal, EU helpdesks, 
info hotline, online social networks, 
professional practice 
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G
R
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U

PS SEN
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E TO
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H
A

N
G
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Unemployed  

Media programmes, info hotline, 
publications, public addresses, media 
events, seminars, informative campaigns, 
actions with CSOs, encouraging 
participation in the “Youth in Action” 
programme (with particular emphasis on 
the European Volunteering Service) 

 

Housewives  

Media programmes, seminars, 
exhibitions, info hotline, public addresses, 
internet portal, informative campaigns, 
media events with celebrities 

Pensioners  

Media programmes,  public addresses, 
publications, EU helpdesks, informative 
campaigns, media events with celebrities  

Persons with disabilities  

Publications, media programmes, actions 
with CSOs, internet portal, EU helpdesks, 
seminars 

Farmers  

Media programmes, visits to 
municipalities, improvement of 
cooperation with local media, 
improvement of cooperation with local 
self-governments, exhibitions, info 
hotline, EU helpdesks, lectures, media 
events with celebrities 
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O
PPO

N
EN

TS O
F TH

E EU
 

A
C

C
ESSIO

N
 PR

O
C

ESS 

 

 

Media programmes, public addresses, 
seminars, training courses, lectures, 
publications, info hotline, EU helpdesks, 
informative campaigns, media events 
with celebrities, joint activities with 
CSOs 
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IX. COMMUNICATION WITH INTERNATIONAL ENTITIES 

Great importance should be given to communication with international entities, 
such as EU institutions, governments and parliaments of EU member states, 
international media, institutes and the relevant expert public in the international 
community, international financial institutions and other important international 
entities. Communication with them is crucial to the further EU accession process. 

Due to the specificities of communication problems, other definitions of 
communication goals, approaches, programmes and messages, as well as the 
contrasting characteristics of dialogue groups, it will be necessary to develop a specific 
communication strategy and action plan for communication with international entities. 
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X. MONITORING AND EVALUATION 

By systematically implementing the guidelines defined by the strategy, SEIO 
will work in consultation with other ministries to develop annual communication 
action plans with clearly defined activities, deadlines and funds necessary for their 
implementation. Annual communication action plans shall be adopted by the 
government. The results of this strategy’s implementation and the achieving of its 
goals will be evaluated on the basis of the results of regular opinion polls, surveys 
conducted by applying the focus group method, as well as through regular 
consultations with CSOs. 

Since communication management has a cyclical structure, SEIO should adjust 
the strategy to possibly amended goals, new situations, problems and resources, based 
on evaluation of the achievement of defined goals and through the continual 
monitoring of the strategy’s implementation and implementation framework. 

XI. ACTION PLAN 

 The Government shall adopt the initial Action Plan for the implementation of 
the Communication Strategy for the Accession of the Republic of Serbia to the 
European Union within six months of obtaining EU membership candidate status.     

XII. FINAL PROVISION  

 This strategy shall be published in the “Official Gazette of the Republic of 
Serbia”. 


