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yCTpojCTBo BOjHE OpraHu3aumje, eHa ApyLuTBEeHa U HOpMaTuB-
HO-NpaBHa ynora, JOKTPWUHa, UCTopuja n Tpaguuuja, cneumdny-
He yHyTpawme Bese W ogHocu, BopbeHa cnocobHOCT, Haopyxare,
crnorballka obenexja, 0gHOC W NoHaLLake NpunagHuka npeMa HeHuM
TEMESbHUM BPEeAHOCTMA U, KOHAYHO, HAa4MH Ha KOju KOMyHMUMpa ca
jaBHowWwRy, YMHK ykynHOCT uaeHTuTeTa Bojcke Cpbuje. HaunH Ha koju
jaBHOCT OOXuBrbaBa MAEHTUTETCKA CBOjCTBA BOjCKe MpefcTaBiba Au-
HaMWYHy KaTeropujy Kojy Hasvsamo umuioMm. PenyTauuja je, Hanmuk
MMWLy, 3aCHOBaHa Ha CyOjeKTMBHOj nepuenuuju UoeHTUTETa, C TOM
Pas3fIMKOM LUTO je 3a M3rpadky penyTtaumje noTpebHO JIMYHO UCKYCTBO
Y OOHOCY Ha opraHv3aLujy 1 nepuos y KOMe ce TO UCKyCTBO NoTBphyje.

BpeHna v GpeHanpare ce NOBPEMEHO, TEOPUWjCKMU HeJoCneaHo, 4o-
Boae y Be3dy ca Bojckom Cpbuje kao opraHusauumjomM, Npu Yemy ce 3a-
HEMapyjy OCHOBHa CBOjCTBA OBMX NOjMOBA YCTAHOBILEHUX Y MAPKETUH-
ry. Y oBom pafly ce aHanusupajy pasnuuute gedpuHuuuje n getepmu-
HaHTe nojMa OpeHaa, Te HyaM OArOBOP Ha NWUTaHE: Aa MU U Y KOM chy-
yajy ce moxe rosopuTn o ,6peHay Bojcke Cpbuje” 1 3aluTO HEeH jaBHM
nuk npesacxofHo Tpeba Aa ce nocmaTpa v npoyvasa Kpo3 npuamy op-
raH13aLUMoHOr UAEHTUTETA, UMULIA U penyTauuje.

Y pagy ce npeanaxe Ja ce OpraHu3auMjcku UMUL K penyTauuja
Bojcke Cpbuje kopucTe Kao NojMOBHW OKBMPW 3a carnefaBarbe HeHOr
nuka y ornefany jaBHOCTM, AOK je nojam 6peHa ynoTpebrems y cMucny
HpeHaupara Bojcke kao nocnogasua.

KrbyuHe peun: Bojcka Cpbuje, 6peH0, bpeHOupare, udeHmumem,
umuy, pernymauuja

* YnpaBa 3a ogHoce ca jasHowhy, MuHuctapcTeo oabpaHe Peny6nuke Cpbuje, beorpag,
Penybnuka Cpbuja, aleksandar.petrovic@mod.gov. CTaBoBu ayTopa He NpeAcTaBrbajy 3BaHUYHE
CTaBOBE OpraHusauyje y Kojoj je 3anocneH.
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YBop,

a nm je Bojcka Cpbuje 6pena? MocToju nm Teopujcka OCHOBA U, KOHAYHO,
ﬂnpakquHa 3aCHOBAHOCT 3a pa3MaTpate jeHe OpyXXaHe Cune y TOM KOHTEK-
cTy? Hecymw1BO Ja BoOjcka MMa CBOje MECTO Y MH(OPMAaLMOHO-KOMYHUKALMOHOM
CUCTEMY jeQiHE ApxaBe, Te Aa APYLUTBO, OAHOCHO jaBHOCT, UCMOSbaBa 3aHUMaHe U
3ay3Ma CTaBOBe Y OQHOCY Ha HeHe (hyHOaMeHTarnHe, yCTaBoM U 3akoHUMa aedu-
HUCaHe ynore, Kao u npouece u goranaje Koju y Behoj unu mawoj Mepu yTudy Ha
HEeHy CNOCOBHOCT Ja TUM ynorama oaroopu. Jlpxasa ce MOXe cmaTtpaTty je4HUM
Of, OCHOBHMX areHca MHJOPMaLMOHO-KOMYHUKaLMOHOr cuctema (...) Ha npsom me-
CTY je CBaKaKko HeHa ynora y HOpMaTvBHO-NPaBHOM OOfMKOBawy ogHoca u3meny
MHCTUTYLMja U KaHana Koju YmHe MHDOPMAaLMOHO-KOMYHUKALMOHM cucTem”.

JacHo je, Takohe, 4a 0gHOC APYLUTBEHUX rpyna Uiu ApyLwiTBea y LeSiMHW, OGHOCHO
CerMeHTMPaHNX jaBHOCTM M CBEYKYMHE jaBHOCTW nNpema cuctemy oabpaHe n Bojcum
Kao HEeroBOM KIby4HOM ENEMEHTY, YTUYY Ha (PYHKLIMOHUCAHE TOT CUCTEMA.

Y 3aBWCHOCTM O TOra U3 KOr Hay4yHor nosrba ce npuctyna npobnematuum uHTep-
HUX U EKCTEPHUX KOMYHMKaLMja jedHe Bojcke, y 0BOM cny4ajy Bojcke Cpbuje, nocto-
je Teopujcke, a cCaMMM TUM W NMOjMOBHE pPasnuke y MOEHTUUKALM U TyMayety TUX
aKTUBHOCTM M NpoLeca, Kao 1 UXoBUX edekaTa.

bpeHa 1 werosa cBojcTBa

YBOAHO NuTame, ynpaso 36or cneLmcuiHOCTY NojMa, Hanaxe NpUCTyn ca acnekta
MapkeTuHra, 6yayhu aa je nojam 6peHga HacTao kao Npou3Boa MapKETUHLLKE npakce
[a ce, Kao Takas, JOMUHaHTHO Npoy4aBsa y Toj Hay4YHOj AnCUMNnHY. MapkeTuHr je, npe-
ma Nutepy benety (Peter D Bennet), ,npouec nnaHuparka 1 cnposofjetsa KoHUenuyje,
oppehuBarba LeHa, npomoumie 1 aucTpubyumje uaeja, pobe n ycnyra 3a cTBapatrse pas-
MeHe Koje 3a[10BOrbaBajy UHAMBMOYyanHe 1 opraHusaLmoHe Lmrbese”. HajHosuja yca-
rnaweHa gecmHunumja AMepudke MapkeTuHLLIKe acouujaumje (American Marketing Asso-
ciation) rmacv ga je MapKeTUHr ,aKTUBHOCT, CKyn MHCTUTyLMja (ycarmalueHWX 3akoHa
Mpakce — NpUM. ayT.) 1 Npoueca 3a Kpeupare, KOMyHUKaLmjy, UCNIOPYKY U pa3MeHy Mno-
HyZa Koje uMajy BPEAHOCT 3a KynLe, KnujeHTe, NapTHepe 1 APYLITBO Y LenuHn’.

! Muporsy6 Pagojkouh n Bpanumnp CtojkoBuh, MHopmMayuoHo-KoMyHUKauuoHU cucmemu,
Knwuo, Beorpag, 2004, ctp. 48-49.

2 yYemas Penybnuke Cpbuje, unaH 139.

3 [lpylLTBEHO-XyMaHUCTMUKE HayKe OBOM MpoBMeMy Mpunase ca COLMOSOLIKOT, MOMUTMKONO-
LLUKOT M KOMYHWKOMOLLKOT acnekTa, AOK OpraHu3alnoHe Hayke 3a noriasHe OCHOBE Y3uMajy MocTy-
nate MeHalMeHTa, MapKkeTuHra n ogHoca ca jaBHowhy (npum. ayT.).

4 Dictionary of Marketing Terms, second ed., edited by Peter D. Bennett, published in conjunction with
American Marketing Association, Chicago, IL, USA; and NTC Publishing Group: Lincolnwood, IL, USA, 1995.

® Definition of marketing” (approved 2017), 11. april 2022, American Marketing Association,
https://www.ama.org/the-definition-of-marketing-what-is-marketing/
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Wcta opranusauuja geduHuue 6peHa kao ,ume, TeEpMUH, AM3ajH, cumbon mnm
Ovno Kojy Apyry kapakTepucTuky Koja maeHTudumkyje poby wunu ycnyry jeaHor npo-
JaBua pa3nuuuty og pobe mnum ycnyre opyrux npogaeaua’.” Y nutepatypu aHrno-
CaKCOHCKOT NoApyYja YecTo ce Hamnasm 1 Ha popMynaumje Kao Wro je ,aAndepeHum-
jaumja y ogHocy Ha KOoHKypeHuujy”. MefyHapoaHa opraHusaumja 3a ctTangapamsaum-
iy (International Organization for Standardization — 1SO) koHcTaTyje Aa ,6peHa naeH-
TudrKyje poby, ycrnyre Unu cam eHTUTET Kao PasnuuuT Of OHOra LUTO Hyau Apyru
EHTUTET”, LUTO 3Hauu Aa Ce OH ,Ha Taj HAaYMH MOXE NoBe3aTu Ca EHTUTETOM, MPOU3-
BogoM/ycryrom, NnHujama/noptdonujom nponseoda, rpagom, pernjom, utg.”

BehuHa TeopeTuyapa 1 npaktuyapa MapKkeTUHra carnacHa je y nornegy HeKkomnmko
Krby4HUX ocobeHocTv 6peHaa: 1. noceayje oapeheHa Bu3yenHa unu sepbanHa obenex-
ja, 2. QMPEKTHO ce 0HOCK Ha NPOM3BOA UK yCnyry oapefheHe kKoMnaHwje/opraHu3aumie
UNK Ha by camy. 3. YMHK Ja ce poba, ycnyra unm Komnanuja andepeHumpa of KoHKy-
peHuuie 4. ka0 HemaTepwjariHo CBOJCTBO MoApasyMeBa MEHTAaNHO MM eMOLMOHANHO
aHraxoBar€, jep ce 3acHMBa Ha WCKYCTBMMA, YTUCLMMA M/ KOPUCTMMA MOTpoLUaYa,
OAHOCHO KnujeHTa. 5. ma MeprbiBy BPEAHOCT M JOHOCE (PUHAHCU|CKY KOPUCT.

JNlnyHocT opraHm3aumje

Cryounje o dheHoMeHy OpeHaa 3ay3uMajy WMPOKO MOAPYYje MapKeTMHra 1 Lwmpe
ce, NOBPEMEHO, W Ha MNoSba APYrMx Hayka — Ncuxosnoruje, Coumonoruje, aHTponono-
rmwje, ekoHomuje, uta. Mefytum, enactnyHoct nojva 6penaa n GpeHanpara, a Ha-
[acse KonokawjanHa ynotpeba Tux u3pasa, NOBPEMEHO HaBOaM ayTope Aa 3aHema-
pe pyHaaMeHTanHe Teopujcke NOCTaBke.

Y unaHky ,Bojcka Cpbuje kao 6peHa’ Mepuh nsHock cTae Aa je Bojcka Cpbuje jenaH
0 HajcTapujux cprnckux bpeHaoBa, Te Aa uma M3y3eTHy yTEMESbEeHOCT 1 uctopujy. ,Bojcka
je BpeHa Koju je YBPCTO YKOPEH-EH Y CBECTM H 8poua ) TO je 6peHn Koju n3a3mBa emMoLn-
je, a oHe cy KbyyHe y npotiecy BpeHamparsa”.” Y 0BOM MCKasy ayTop NpaBUIHO MOTEHLW-
pa emoLpMoHarnHo ¢BojcTeo ,opeHaa Bojcke Cpbuje”, ¢ TM LUTO Heka apyra, Takohe GyH-
JameHTanHa cBojcTea bpeHaa AoBoae Y NuTake LIeNCX0QHOCT ynoTpebe Tora nojma.

Csaka caBpemeHa KomnaHuja, opraHusauuja unm MHCTUTYLUMja TeXu ga KOHCTUTYK-
Le, opraHnayje 1 npodunuiie cuctem (KopnopaTuBHUX) KOMyHUKaLMja unm ogHoca ca
jaBHownhy. Pey je o ynpaBrbaykoj yHKUMju koja obyxBaTa Benvku 6poj pasnmumTix
nocnoBa v 3a4aTaka Ha PAsMINTIM HUBOVIMA OpraHi30Batba U YNPaBbatba, yemepe-
HUX Ha CTBapame A0Opor ummya opraHusaupie. ® dununosuh 1 Koctuh-CraHkosuh y
aKTMBHOCTW ofHOca ca jaBHowWhy ybpajajy: WHTEpHY KOMYHWKaLMjy, KOprnopaTuBHM

[
ibid.
! MehyHapooHa opraHusaumja 3a craHgapamusaumjy (Interational Organization for Standardization —
ISO), Brand evaluation — Principles and fundamentals,
https://www.iso.org/obp/uif#iso:std:is0:20671:ed-1:v1:en 13. april 2022.

8 HeHag Mepuh, ,Bojcka Cpbuje kao 6peHa’, BojHo deno, Bon. 60. 6poj 2, 2008, cTp. 127-135.
o [Op Bunka dununosuh, ap Munuua Koctuh Crankosuh, O0Hocu ¢ jasHowhy, Beorpaa, 2014.
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WOEHTUTET, MUL U penyTaumjy, OpraHu3oBare crneuumjanHux gorahaja, CnoH3opcTBa,
nobuvpatbe, 0gHOCe Ca Meaujuma 1 ogHoce ca jaBHOLLRY Y KPU3HUM cuTyauujama.
[ojMOBU UAEHTUTET, MWL 1 penyTaumja YecTo ce cpehy y nutepatypu y pasmarpa-
HMMa KOPNOPATMBHUX CTpaTervja, KopnopaTuBHE UNW OpraHW3auujcke KynType, Te UH-
TErprucaHMX MapKETUHLLIKUX KOMyHUKaLwja, Oyayhn oa ynpaBo Te kaTeropuje kopenvpajy
ca bpeHgom n GpeHamparseM. [le Mencmakep, M'vBeHc v BaH aep bepr (Patric de Pels-
macker, Maggie Geuens and Joeri van der Bergh) y3 kopriopaTBHy cTpaTerujy Hepac-
KUOMBO BEXY KyMNTypy, MUYHOCT (OpraHusaumje, NpuM. ayT.) U weH uaeHtutet.  Map-
vk n dun (Nigel Markwick, Chris Fill) cmatpajy fa opraHvsaumje, kao v fbyau, noceay-
Jy NNYHOCT Koja Mpou3unasu u3 cTpaTerwjckux npuopuTeTa, ¢ jedHe, U KoprnopaTuBHe
KynType, ¢ Apyre ctpaHe. < KopnopatusHa kyntypa npema LUajHy (Edgar H. Schein) mo-
rma 6w ce ogpeanTn Kao ,aybrom HMBO Ba3nyHMX NPETNOCTaBKM U yBepera Mehy una-
HOBMMa jedHe opraHu3aumje Koju yYHKUMOHMLIE HECBECHO M AeUHMLLIE HAYMH Ha KOoju
opraHu3aLyja, yaumajyh 3apaso 3a roToBo, nepLynvpa ceGe 1 CBOjy OKomuHy”. "
JnyHocT 1 opraHusaumjcka kyntypa Bojcke Cpbuje omeheHa je HU30M yCTaHOBIbe-
HWUX HOPMW KOje Cy BPEMEHOM YobIMunne HeH MOEHTUTET, C jeaHe CTpaHe, U BULLECTO)-
HOM jaBHOM NepLenuUujoM 1 Sy6rbuM, MCKYCTBEHUM U IMYHUM JOXKMBIbajeM TOr MOEHTU-
TeTa, C Apyre, LITO ce MaHUECTYje Y HeHOM OpraH13aLMiCKOM UMULYY 1 penyTaLmju.

Opranusauujckun ngeHTuteT Bojcke Cpbuje

KopnopaTuBHY Urnn opraHusaLnjcku MOEHTUTET je HauYMH Ha Koju je ofpeheHun eH-
TWTET n3abpao da ce nNpeacTaBW PeneBaHTHUM LUIbHUM rpynama ogpefeHumM cum-
6onvma, KoMyHuKauujom u noHaLuarem. Bojcka ce, Takohe, jaBHO npeacTaBrba
ypefheHuM, anu u3y3eTHO CrIOXeHUM CUCTEMOM 3HakoBa 1 cumbona.

KopnopaTtvBHW ugeHTuTeT je, MefyTum, kaTeropuja MHOrO LuMper 3axeata of
CBOr BM3YeNnHOr acnekta 1 npeacTasrba ,NOPTPET jeaHe KomnaHuje” (unn opraHusa-
uvje, mpum. ayT.)," Kkoju ce nspaxasa Kpo3 weHy uro3oduiy, UCTopujy, KynTypy,
cTpaTervjy, HauuH ynpaBrbatba, yries, MOHalLakke 3anoCneHuX. ©

10
nowug.

" Patric de Pelsmacker, Maggie Geuens and Joeri van der Bergh, Marketing communications,
Pearson Education Limited, England, first edition 2001, p 11.

12 Nigel Markwick, Chris Fill, ,,Towards a framework for managing corporate identity”, Eu-
ropean Journal of Marketing, Vol. 31 No. 5/6, pp. 396-409.

'3 Edgar H. Schein, Coming to a New Awareness of Organizational Culture, Sloan Management
Review, 1984 https://sloanreview.mit.edu/article/coming-to-a-new-awareness-of-organizational-culture/

" Patric de Pelsmacker, Maggie Geuens and Joeri van der Bergh, Marketing communications,
Pearson Education Limited, England, first edition 2001, pp 12.

'3 John M. T. Balmer, Edmund R. Gray ,Corporate brands: what are they? What of them?”, Eu-
ropean Journal of Marketing, 2003, 40(7-8), pp 730-741.

'8 Munosan Bykosuh, AnekcaHgpa Bykosuh, MBaHa MnageHosuh PaHucasrbesuh, CHexaHa
Ypouwesuh, ,AHanu3a ogHoca u3mMehy kopnopaTMBHOT UAEHTUTETA, UMULa U penyTaumje”, TexHu-
ka, 2021, Bon. 76, 6p. 4, nn. 499-505.
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YCTpojCcTBO BOjHE OpraHu3almje, heHa ApyLUTBeHa U HOpMaTMBHO-NPaBHa ynora,
[OKTPUHa, UCTopuWja 1 Tpaguuuja, cneundmnyHe yHyTpalbe Be3e U ogHocu, bopbe-
Ha CMOCOGHOCT, HaopyxXake, CnosbHa obenexja, OQHOC U MOHallake npunagHuKa
npema teHUM TEMESbHUM BPEAHOCTMMA W, KOHAYHO, HAYMH Ha KOju KOMyHMLMpa ca
jaBHOLWWAY y LenuHW unu ogpeheHnM LUMIbHUM jaBHOCTMMA (rpynama), YMHW YKYNHOCT
HEHOT NAEHTUTETA.

OpraHusauujckun umuy Bojcke Cpbuje

KopnopatusHu/opraHm3aLuujcku UMuLl jecte nepuenumja KopnopaTuBHOr/opraHu-
3auujckor ngeHtuteta Mefly ogpefleHMM LuibHUM rpynama unu jagHoctuma. To je
,CTaB jaBHOCTU Npema opraHu3auuju — cybjekTuBHa 1 MynTUAMMEH3MOHamNHa umnpe-
cuja” o r0j."" CBe komnaHuje/opraHusaumje, na v Bojcka, HacToje Ja HIUXOBa OEH-
TWTETCKa CBOjCTBa Dyay jaBHO Npeno3HaTa Ha XerbeHW Ha4yuH, OQHOCHO Aa MUHWUMM-
3upajy pa3nuky usmefly opraHusaumjckor UaeHTUTeTa U MMuLia.

Bojcka Cpbuje, kao 1 caka apmuja cBeTa, Uma ambuumjy ga y jaBHocTv Byae nepum-
npaHa Kao CHaxHa, obyyeHa, onpeMrbeHa W ofnyyHa, Jakrne cnpemHa u crocobHa fa
3aLLUTUTY OpxaBy U rpahaHe of CrorbHOr yrpoXaBaka U Y3 TO M3BPLUM W Apyre MUcHje 1
3apartke. [opep Tora, Bojcka HacToju fa ce npeacTasy Kao anonnuTUyHa, BUCOKO ypeheHa
opraHusaumja Koja PyHKLMOHMLLE CTPOrO Y OKBMPMMA 3aKOHA, a HEeHW MPUNagHALUM Kao
Y30pHM YNaHoBM APYLUTBA, NAaTPMOTe CnpemHe Ha Hajsehe xpTBe pagu oabpaHe 3emrbe.

Cwmarberse unu noTrnyHO NOHWLITaBare PasfiMke y HauMHy Kako opraHusauuja Buam
camy cebe M HauMHa KaKo je jaBHOCT nepumnupa jecte uaean u morao 6u ce cMaTpaTu
jedHVM 0O OCHOBHWX LMbEBA HEHWUX KOMYHUKAaLMOHUX aKTMBHOCTW. HesaobunasaH
(hakTop M3rpagre MMULIa BESNMKMX OpraHusauuja, kakea je 1 Bojcka, jecte JOXUBIbLA]
COMNCTBEHOT UAEHTUTETa Mef)y CBOjM 3anocheHnMa, YnaHoB1Ma Unum npunagHuLmMmMa.

[MpyMEHOM MapKeTUHLLKMX U KOMYHMKaLMCKUX anaTa, KoMnaHuje n opraHusauuje
BULLE UMW Make YCMELLHO NMOCTUXKY XEMbeHW UMM, LITO ce pednekTyje, y komepLu-
janHom cmucny, Ha npodajy wMxoBux poba u ycnyra, OQHOCHO MOBEPEHE LUIBHUX
rpyna unu jasHoctu. Carba ByunHuh ykasyje Ha TO Aa y npakcu 4ecTo fonasu Ao He-
nogypapama UMMa HEKe KOMMNaHWje ca keHuMm uaeHTuteToM. OHa HaBogu aa
,,IMWL] KOjW HUje YTEMEIbEH HA peariHUM YuHeHMLLIAMa U Ha NPaBoM CTaky CTBapu y
OpraHusaumju Huje LyropoyHO OAPXMB. TO 3HaYM Aa cuTyaumja Kaga je MMM 3HaTHO
6orbu o4 uaeHTUTETa NPeacTaBrba NpeTky U HE MOXE Ayro Aa Tpaje. Hacynpor To-
Me, cuTyaumja kaga je ugeHtuTeT 6orbm o4 MMMLIa NokasaTers je HeuckopuwheHmx
noTeHumjana. M3 Tor pasnora, opraHusaumje Tpeba fa Texe u3rpagmy MMmuLia Koju
je yTeMerbeH Ha UOEHTUTETY, a TO 3aXTeBa CTpaTelLKy KOMyHuKaLujy”. '

' Patric de Pelsmacker, Maggie Geuens and Joeri van der Bergh, Marketing communications,
Pearson Education Limited, England, first edition 2001, pp 15.

18 Op Carwa Byumnuh, CTpaternje KomyHuKauuje y Kpu3HuM cuTyauujama, Yuroja wramna,
Beorpap, 2015.
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[lok je naeHTMTET penaTneHO cTaburiHa kateropuja, MUY OpraHu3aumje je npo-
MEHIBbUB U AnHammyaH. lNpomeHe y N03MTMBHOM CMUCTTY Orfeaajy ce y npubnuxasa-
HYy KOpnopaTtusHOr nMuila npeacrtasm KopnopaTtuBHOr MASHTUTETA, OOK Ce HeraTuB-
He NpoMeHe ounTaBajy y nosehaHoj HeycknaheHoCcT Te ABe KaTeropuje.

OpraHusauujcka penyTauuja Bojcke Cpbuje

Penytauuja Heke opraHusauuje je, HamMK MMULY, 3acHOBaHa Ha CyOjeKTUBHO]
nepuenumju jaBHOCTU UK jeHOr keHor aena. Pasnuka je y ToMe WTo je 3a uarpag-
HY penyTaumje NoTpebHO NUYHO UCKYCTBO Y OAHOCY Ha OpraHusaLmjy 1 nepuog y ko-
jem ce T0 uckyctBo notephyje. Penytauuja je ,,peHome, onwTe yBepete 0 opraHu-
3aumju, HAKOH BM3YEITHOT 1 MCKyCTBEHOT nommsrbaja jaBHOCTH, KoOje ce CTUYe TOKOM
BpemeHa ° Mpema Bykoswhy, penyTauma BPEMEHOM npepacTa y ,,penyTaunoHu
kanutan” u npeacTaB/ba HeMaTepujanHy UMOBUHY OpraHusaumje.

KopnopatusHa penyTauuja, npema bypky n MaptuHy (Ronald J. Burke, Greame
Martin), 3acHOBaHa je Ha ,,eMOLMOHaHOj NPUBNAYHOCTM, BU3WjU, TUOEPCTBY U UHTE-
rpuUTETY, OPYLUTBEHO] OATOBOPHOCTU M PafHOM OKPYXEeHy Koje nogpxasa YyuuHak.
PenyTauuja nponctuye M3 QUPEKTHOr UCKYCTBA Ca OpraHu3aumjoM, o ycra Ao ycTa,
peknama u Meaujckor nokpueama. NoTpebHo je gocta BpemeHa aa ce pasavue n3-
BaHpeZdHa penyTauuja; unak penyTauuja moxe 6utu owTteheHa y TpeHy.” Wctu
ayTopu ce no3uBajy Ha ucTpaxueake pesusopcke kyhe ,Ecpt wu Jawr
(Ernst&Young) y kojem ce Kaxe Aa HeonunrbuBa (HemaTtepujanHa) BpegHOCT KoMna-
Huje umHn nsmehy 30 n 50 oacTo HEHE yKynHe BPeAHOCTH, AOK ApYru, Takohe Kpe-
[MBUIHI M3BOPU, Ty HEMaTEpUjanHy BPEAHOCT NpoLeksyjy 1 o 70%.%

PenyTauuja Bojcke Ha OBMM MpocTopuMa nma aybrbe n gpyraunje KOpeHe y of-
HoCy Ha Buno Kojy KOMNaHujy nnm opraHusauujy u opmmpaHa je TOKOM BULLEBEKOB-
He, paToBMa BpeMeHNTE UCTOpMje Haller HapoAa Ha OBUMM npocTopuMa. Nospeme-
Ha UCTPaXuBaka jaBHOM MieHba 0 NoBepetby Y MHCTUTYLUMje cepcTasajy Bojoky Cp-
Ouwje Ha BPX UNM y cam BPX OHUX Kojuma rpahaHu C96vue HajBuLLE Bepyjy, LITO ce
MOXe NpunMcaT BENUKOM penyTaLyuoHOM KanuTtany.

VckycTBEeHM JOXMBIba] BOjCKe je AeLieHunjama O1o BaxaH hakTop HeHe penyTauuje,
6yoyhu ga cy go 2011. roguHe cBM NYHONETHW, 30PaBCTBEHO CMOCOOHM MyLLKapLM UMa-

19 [Op Bunka dununosuh, ap Munuua Koctuh Crankosuh, O0Hocu ¢ jagHowhy, Beorpag, 2014.

% MunoeaH Bykouh 1 rpyna ayTopa, AHanusa 00Hoca uamelly KopropamusHoz udeHmume-
ma, umuya u penymauuje, TexHuka, Bon. 76, 6p. 4, nn. 499-505, 2021.

! Ronald J. Burke, Graeme Martin, Corporate Reputation: Managing Opportunities and Threats,
Burlington, VT, 2011, pp 1-120.

2 nowna.

B Wctpaxmsamwe LIECUO-a (LlenTap 3a cnobogHe n3bope v gemokpatujy) y3 nogpuky USA-
ID-a, ,JaBHO Miere — Monutnykn aktneusam rpafana Cpbuje”, n3 2017. roguHe, nokasano je ga
Buwwe of 30% rpafaHa Cpbuje uma noeepewe y camo net nHctutyuymja . Bojcka Cpbuje 3aysena j-
€ NPBO MECTO, a NoBeperse joj je ykasano 57% ucnutaHuka.
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Ny 3aKOHCKY 0DaBesy 4a OACHyXe BOjHW POK. [locne okoHYara CryKera, KOHTUHYUTET
je ocTBapmBaH yBofeweM nuua y pe3epBHu cactas, NOBPEMEHUM BOjHUM Bexxbama, Te
OpraHM30BareM pasnnuUTUX Aorahaja u MaHudectaumja ,,0TBOpeHOr Tuna” — Bexou,
napaga, TaKTUYKO-TEXHWYKMX 300pOBa, MpuKasa, aepo-MUTMHra W akuuja ,,0TBOPEHM
JaH’". MehyTum, kibyuHM hakTop ofpxaBarba BUCOKe penyTauyje Bojcke Cpbuje buno je
aHraxxoBarbe Yy OKBUpY HeHe Tpehe mucuje ,,nomoh LMBUNHUM BRacTumMa y cynpoTcTa-
BIbakby npeTama 6e30eqHoCTU’, OOQHOCHO ,,MOMON LMBMIHMM Bractuma y crnydajy
MPUPOOHMX HENoroga, TEXHNYKO-TEXHOMOLLIKUX kaTacTpoda v apyrux Hecpeha”.

Cumosuh HaBoay: ,YnmeHuua je aa je Guno Buwe kaTactTpoda n enemeHTapHux
HernoroAa kaga cy BOjHULM U CTapeLluMHe UManu rnasHy yrory 1 nokasanu fa cy op-
raHu30BaHUju of NpunagHuka octanux cybjekata 3awTute u cnacasawa. OTyaa ce
y Hapogy ofomahura uspeka — ‘1o he Bojcka’™ 2

Bojcka — Buwwe of bpeHaa

YKonuko ce CBOjCTBO OpeHaa nocMatpa y Beau ca NocefoBaHem CreLMgUIHNX BU3Y-
erHux u BepbanHux obenexja, Moxe ce KoHCTaToBaTth Aa ux Bojcka Cpbuje kao opraHm-
3aumja uma, Te aa bu ce, y TOM CMUCITY, O H0j MO0 FOBOPMTM Kao 0 BpeHay. [pyro cBoj-
cTBO OpeHaa Koje Ou joj ce, AOHeKNe, MOrMOo MpUNCaTH jecTe NOCTOjake HeMaTepujan-
HOT CBOjCTBA, OAHOCHO EMOLIMOHAMHOr aHraxxoBarba byau NpeMa Hoj, npeMaa ce He Mo-
e roOBOPUTK, KaKo TO MapKeTWHLLKa Hayka BUaM — O NOTPOLLaYMMa, KjeHTMMa unun, ao-
CMOBHO, O KopucHWLmMa ycnyra. CnnMyHo je 1 ca cBojcTBOM BpeHaa fa ce OH AMPEKTHO
OQHOCKM Ha NPOW3BOA MM yCryry ogpefeHe KoMnaHuje/opraHu3aLyje unv Ha ky camy.

Mehytum, noctoje ase oapeaHuLe bpeHaa Koje ce BeoOMa Maso Uin HUKako He Mory
[OBECTU y BE3Y Ca BOjCKOM Kao opraHu3aumjom. [pea je ocobuHa MeprbMBoCTU BPEAHO-
CTv OpeHaa u YnbeHNLa Aa CBOME BIIACHMKY, UM HOCKOLYY NpaBa, BpeHa HenocpeaHo
“nM NocpeaHo AOHOCK MaTepujaniHy kopucT. Npemaa nocToje npuMepwn da Heke apMuje
cBeTa Komepumjanuayjy oapefeHe eneMeHTe CBOM BU3YEMNHOM UAEHTUTETA, He NOCTOojuW
OCHOBa Ja ce BpeaHocT ,,6peHaa Bojcke Cpbuje” uckaxe y MOHETApHOM OBMNMKy.

Tusapw (Richa S. Tiwary) BpegHocT 6peHaa fedmHuLLE Kao ,,BPeAHOCT Kojy BpeHa
[oaaje yHyTpallHs0j BPEOHOCTWU NpoW3BO4a WNW YCryre, UMK YKYMHOj (OMHAHCKCKOj
BpeJHOCTY NOBEe3aHoj ca TPXWULWHOM cHarom 6peHaa. Kanurtan 6penaa yauma y 063up
CBY pas3nuuuTy MMOBMHY 1 0baBese GpeHaa. To y Benukoj Mepu ogpefyje notpoway u
BPEAHOCT KOjy noTpowlad npuaaje ogpeheHom 6peH,£1,y”.25 Tepauh n hanuh HaBoge da
ce ,,CNo3HajoM BpeaHOCTM OpeHaa cTBapajy YCrnoBsu 3a 06uMHuje HBECTUpatLe y Bpens
1 Ha Taj HauWH ce Jonasu A0 Kpajiux edekarta koje JOHOCK ynpaBrbake OBOM KaTero-
pujom, a To je noeehame ykynHe BpeaHocTu npenyseha. CaBpemMeHn nocnoBHW TpeT-

* Munocae Cvmoswih, Wekycrea Bojcke Cpbuje y BaHpepHum cutyaumjama 2014. roguHe, BojHo
Zeno, Bon. 68, 6poj 6, 2016, ctp. 100-122, 2016.

% Richa S. Tiwary, Ph.D., MLS, Brand Management. Research Starters: Business, 2021,
11.04.2022, https://ezproxy.nb.rs:3507/eds/detail/detail ?vid=5&sid=2258d309-14bd-45cd-a7 1f-
717235a325d4%40redis&bdata=JnNpdGUIZWRzLWxpdmU%3d#AN=89163548&db=ers
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maH BpeHga npBeHCTBeHO ce 6asunpa ce Ha HEeroBoj BPEAHOCTH, MNO3ULMOHUPAHOCTY 1
TPXKULLHOj penyTaumju. Y gpyrom nnady gonase o uspaxaja gopmanHa npasa n obe-
nexja ugeHTtuteTa (Mme, noro, crioraH, 6oja, avsajH uTA.) (...) Namehy cnomeHnyTtor map-
KETUHLLKOT U PadYyHOBOLCTBEHOr KOHLIENTa pasfuka ce jaerba y BuAy MatepujanHor u
HematepujanHor. (...) ynpaerbawe OpeHaoM y OMPEKTHO] je Kopenauuju ca octaimm
HEOMUMILUBUM €NEMEHTUMA, OOHOCHO CEerMEHTMMA HemaTepujanHe UMOBMHE, Kao LUITO
Cy HTEMNeKTyarnHm kanuTan, nuueHLe, (paHLumse uta,””

Nocneare cBOjCTBO OpeHaa Koje ce oBAe pas3matpa jecTte audepeHumjaumja o KoH-
KypeHLupje. Yak 1 yKonuko ce KoHCTaTyje Aa Bojcka Y ApYLUTBEHUM OKBUPMMA W NMPaBHOM
cucTemy hyHKLMOHWMLLE Kao ,,npoBajaep” oapefeHe ,,ycnyre”, jacHo je Aa cy heHu , Knn-
JEHTN", OQHOCHO KOPUCHWULUM HeeHWX ,ycnyra®, 6e3 nu3ysetka, cBu rpafjaHn koju Hemajy
moryhHocT n3bopa namehy Buwe ,,Bojckn”. Jakne, 6yayhu aa je Bojcka jeamHa neranHa
1 NerMTMMHa OpyxaHa cura Koja npeBacxodHo LITUTU OpXaBy Of CNOrbHOr yrpoxaea-
Hba, Y COLIMOMOrMjW BOjCKE CEe KOPUCTU 13pa3 MOHUCTUYKA MHCTUTYLM]a, @ MOLUTO, Kao Ta-
KBa, Hema ,,KOHKYpeHLMjy”, O H0j Ce He MOKe roBOPUTM Kao 0 BpeHay.

Yak 1 y HOBMjUM Hay4YHUM pacrnpasama Koje NOTeHUMpajy 3amarrbusare u wupe-
te nojma bpeHaa v OpeHavpara y CBETY XWNEPMOBE3aHUX KOMYHMKaUWja, rae ce
nopeza KoMnaHuja n opraHusaumja jaHac bpeHavpajy apxase, ocobe u naeje, He oa-
ycTaje ce o OCHOBHOr cmucna bpeHaa — a oAgoju, AudepeHuupa, Hanpasu pas-
nuky.”" Ykonuko He noctoju notpeba fa ce opraHusaumja npouecom BpeHamparsa,
nopez CBUX Apyrx CBojcTasa Koje Taj npouec nogpasymesa, AndepeHumpa o KoH-
KypeHuuje unu Opyrx KOMMnemeHTapHuX opraHusauuja, ryéu ce n Teopujcka u
npakTh4yHa OCHOBa [ia Ce OHa pa3matpa Yy CBOjCTBY bpeHaa.

Kaga rosopumo o Bojcum Cpbuje BaxHO je pasymeTn fa je bpeHd, nako caepe-
MEH 1 KONOKBWjanHO NonynapaH u3pas, C jeaHe CTpaHe TeopwjCKkn HeadeksaTaH, a ¢
apyre cysuie y3ak ga 6u obyxBaTmo LeNoKynHOCT OAHOCA jaBHOCTW MW Aena jaB-
HOCTM npema 0j. OpraHusaumjckM MMUL, Kao Crvka 1 JOXWBIbaj uaeHTuTeTa Boj-
cke Cpbuje, a HApPOUMTO HeHa penyTauuja, Kao OYyropoYHO M NIMYHUM OOHOCOM [e-
TEPMWHUCAHO UCKYCTBO, NpeaCcTaBbajy OKBUPE Y KojuMa ce UCTpaBHUje 1 NOTNyHUje
MOXe carnefatu keH NUK y ornegany jaBHoOCTM.

BpeHp Bojcke kao nocnoaasua

Monasehu of TemersHUx cBojcTaBa OpeHaa, Npe CBera YnkeHnLEe a bpeHanpare
“Ma CMUCIa Camo Y KOHTEKCTY andhepeHLmMpara 0 KOHKYpeHLMje, Cyo4aBaMo ce 1 ca
jeaHmm crnyyajem y okBupy kojer 6u ce Bojcka Cpbuje, nnak, morna 6peHaupaty. Peu je
o Bpenanpatrby Bojcke Cpbuje kao nocnogasua, ogHocHoO ,employer branding’-y.

% CaeTnaxa Tepavih, ipeHa hanvh, AHanusa epedHosara epeHda Ha 6a3u KOMOUHOBaHUX Memoda
epedHosara, AHanm ExoHomckor dpakynteta y CyGoTuum, Bon. 55, 6poj 42/2019, ctp. 033-048

2 Vanitha Swaminathan, Alina Sorescu, Jan-Benedict E.M. Steenkamp, Thomas Clayton
Gibson O'Guinn, Bernd Schmitt, Branding in a Hyperconnected World: Refocusing Theories and
Rethinking Boundaries, Journal of Marketing, 2020, Vol. 84(2) pp. 24-46

1/78



Teopwujcka 3acHoBaHoCT 6peHampara Bojcke Cpbuje

BpeHavpawe nocnogasua, unn employer branding, penatueHo je HoBa npakca y
KopnopaTvBHOM CBETY W MNojaBuna ce Kao HYXHOCT, Npe cBera y BUCOKOTEXHOMO-
LIKMM KOMMNaHWjaMa Aa NpuBYKY, a KacHuje 1 3aapxe KBanuTteTaH kagap. Mpema no-
fJauvma HauwoHanHe cnyx6e 3a 3anolurbaBatse, He3anocrneHocT je y Cg6mm o4
2015. roguHe ca 743.158 cmameHa Ha 512.844 nuua, wto je nag 3a 31%. 8 KoHky-
PeHLMja Ha TPXWLITY paja, HAapounUTO y passujeHuM pervoHuma Cpbuje, ycnoerbasa
notpeby aa ce Bojcka Cpbuje cuctemcku 1 nnaHcku GpeHampa kao noxerbaH no-
cnofaeay. Tpeba HarnacuTu fa je Kao jedaH Of Kiby4HWX 3afaTaka Ynpase 3a oa-
Hoce ca jaBHowwhy MuHucTapcTBa ogbpaHe y npoTtekne Ase roguHe 6uno opraHnso-
Bakbe U CnpoBohere MapkeTUHLLKMX U MNP kamnara, yCMepeHnx Ha onwTy nonyna-
pusaumjy BojHOr noavsa mehy mnafom nonynauujom, Kao U nogpLika Npomouumju
KOHKPETHMX aKuuja 1 KOHKypca 3a npujeM Yy npodecnoHanHy BOjHy cnyxby, ynuc y
BOjHe LUKone 1 JOBPOBOMLHO CrYKeHe BOjHOr poka.

MwunuctapcTeo ogbpaHe n Bojcka Cpbuje, kao wTo je peyeHo, nopeg [P ak-
TUBHOCTU NPUMEHYje U Ca HiMa KOMOUHYje MapKeTUHLLKE TEXHUKE Koje ce, Y Haj-
Behem B6pojy cnyyajeBa, He Mory jacHo aeduHucatn kao ATL, BTL unm TTL kam-
nawe, anu nogpasymesajy Npoaykuujy myntumenmnjanHux matepujana (cnajepa,
netaka, noctepa, Yyaconuca, naHoa, agsepTopujana, BUaeo-cnotoBa 1 pagmo-LInH-
rMoBa) U HUXOBY AUCEMMHALIMjY, NOPeS OCTanor 1 NyTeM 3akyna OrfacHor NpocTo-
pay megujuma.

Kao Tpu ocHoBHe KOMNOHeHTe GpeHaupawa nocnopasua, Agamc (Bryan
Adams) HaBogu penyTauujy opraHusaumje, NoHyay Kojy usHocu npegn Oynyher
3anocrneHor 1 UCKycTBo noctojehux sanocneHux. Y Tom Tpoyrny 6u ce, u Teopwj-
CKM W MPaKTUYHO, MOrao TPaXWTW OKBUP 3@ NMO3ULMOHMUPate MaPKETUHLLKOr Ha-
ctyna Bojcke Cpbuje Ha TpxuwTy paga. ,CaBpemMeHu Ibyau KOju Tpaxe nocao
npvaajy Benuky BaxHOCT penyTauuju 6yayher mocnogasua y CBOjoj ognyun aa
ce npujaBe 3a NOCao UMM NpuxBaTe NOHYAY, jep Cy BeOMa CBECHM yTuuaja Koju
he uMaTn Ha CONCTBEHY penyTaumjy U Ha4YMH Ha KOju UX APYrKM SOXMBIbaBajy.(...)
MoHyga kojy mocnofasal, M3HOCU jaCHO apTUKynuLie 'AaBake U y3umawe' LWTo
aeduHuwe ogHoc namehy nocnogasua 1 3anocneHor y ogpeheHoj opraHnsaum-
ju. OHa ycnocTaBrba OYeKkMBarba NPeEMa YYMHKY M NOHALLaky 3anoCeHor U KOM-
neHs3aumnjy n Harpagy 3a ucnykwere TUX o4YeknBarba... (...) VICKkyCcTBO 3anocneHmnx
j€ “3pasnTo BpedHO M urpa 3HauvajHy ynory v uarpagku penyrtauumje nocrnopas-
ua. Anu ako je 6peHa nocrnogasua cnab, Yak U Hajborbe UCKYCTBO 3anOCMEHNX
Hehe KoMnaHuWjy CTaBUTU Ha padap Haj3axTeBHuMjuX. MNpupoga nckycTea sanocne-
HUX OWPEKTHO je YCnoBrbeHa cnocobHowhy koMnaHuje Aa ucnyHu noHyay. (...)
Mo3nTUBHO MCKYCTBO 3anocneHor 0Apaxasa Ce Ha Heros 60rbM pagHW yumHaK u
yYMHaKk opraHusauuje y uenuHu.”

% HauvoHanHa cnyx6a 3a 3anoLurbaBatse, Meceynu cmamucmuyku 6unmen, Hesamocrexocm u
3anowspasare y Penybnuyu Cpbuju, 6poj 235, mapt 2022.

» Bryan Adams, Make Your Employer Brand Stand Out in the Talent Marketplace, Harvard
Business Review Digital Articles, 2022, pp 1-7.
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3aKrbyyak

Bojcka Cp6wje BpaHu 3emrby Of OpyXaHor yrpoxasara Crofba M WU3BpLIaBa
Apyre mucuje u 3agatke, y cknagy ca yCTaBOM 3aKOHOM U MpuHUMNUMMa MehyHa-
POAHOr MpaBa Koju perynuuy ynotpeby cure. Hoena ynora y npaBHoM cuctemy
ApxaBe geduHncaHa je YCTaBoM M 3aKOHUMa W NO CBOjOj NPUPOAY je jeAMHCTBEHA.
Crora ce moxe pehn ga Bojcka Cpbuje, ca acnekta Teopuje MapKeTWHra, Huje
OpeHa, CeM YKONMKO ce pasmaTpa y CBOjCTBY MOCNoAaBLa Koju ce ,TakMuyn” Ha Tp-
XUwTy paga. Bojcka je MHCTUTYUMja Ymnjy no3uuumjy y jaBHOCTU ofpehyjy Tpu katero-
puje — keH OpraHn3aLmnjcK1 MOEHTUTET, UMULI 1 penyTauyja.

To He 3Hauu aa y okeupy Bojcke, unu winpe rnegaHo — cuctema onbpaxe, He no-
CTOje opraHusaumje, yCTaHOBE U MHCTUTYLMjE Koje jecy OpeHaoBm u rae, 6e3 cymise,
MoCTOjW U Teopujcka M NpaKkTWYHa onpasBgaHoCT 3a ynotpeby Tor nojva. To cy, Ha
npumep, BojHa akagemuja, BojHoMmeanumMHcKa akagemuja, BojHOTEXHUYKU MHCTUTYT,
TexHnukn onutH UeHTap, Meawja ueHtap ,Oabpana”, BojHodbunmckm LeHTap ,3a-
ctaBa dunm’, YmMeTHUYKkM aHcambn ,CtaHucnas bunnukn”, uta. Ceaka og HaBede-
HUX opraHu3auuja, OQHOCHO YCTaHOBa, Mopea MecTa W ynore 1 OKBUPY cUCTEMA Of-
OpaHe, obaBrba cneumguyHy LenaTHOCT MPEeno3HaTy W BPEeLHOBaHY Y LUMPWUM Ap-
XaBHUM, a YecTo U y MeflyHapogHum okBupuma. OHe y cneundmyHumM obnactuma
“Majy KOMNIEeMEHTapHe eHTUTETe, Tj. KOHKYPEHUMjy Of Koje ce CBOjCTBMMA CBOjUX
BpeHgoBa audepeHumpajy U uctuyy. bpeHaoBM NOMeHYTUX yCTaHOBa A€o Cy opra-
HU3aLUMOHOT naeHTuTeTa Bojcke, AOK je HMX0oBa BPEAHOCT Y MeRYCOOHO] 3aBUCHOCTU
ca MMMLIOM 1 penyTaLmjoM LiesiokynHe BojHe opraHu3auyje.
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Pesuwme

a nu je Bojcka Cp6uje (BC) 6peHa? [a nu nocToju Teopujcka unm, y KpajHoj

ﬂmepm, npakTU4yHa OCHOBA 3a pa3MaTpare OpyXaHWX CHara y TOM KOHTEKCTy?

KoHuenTu 6peHaa v 6peHamparka Cy HacTanu kao NPoOM3BOAM MapKETUHLLKE npakce
1 Ko TakBW Ce NPETEXHO NPOyYaBajy y TOj Hay4HOj AUCLUMANHW.

BehuHa TeopeTuyapa v npaktnyapa MapKeTuHra ce Craxe OKO HEKOMUKO Kibyu-
HUX KapakTepucTuka bpenaa — 1 uma oppeheHe Bu3yenHe unu BepbanHe kapakre-
PUCTUKE, 2 AUPEKTHO Ce OAHOCK Ha Npou3BO4 wUnmn ycnyry oppefeHe komnaHuje/op-
raHu3auuje unu Ha camy komnaujy, 3 pasnukyje poby, ycnyre unum KoMnauujy w3
KOHKypeHumje, 4 BpeHA je HemaTepwjanHa MMOBWMHA KOja MoApa3yMeBa MEHTanHu
UNW eMOLIMOHATHM aHraXMaH jep ce 3acHWBa Ha UCKYCTBUMA, yTUCLMMa U/Mnmn Kopu-
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CTMMa noTpoLlaYa unu KnujeHTa, 5 6peHaoBn nmajy mepronBy BpPe4HOCT M AOHOCE
thuHaHcKjcky KopucT.

BpeHng v BpeHamparse ce NOBPEMEHO 1 Ha TEOPUjCKM HeLOCNeAaH HauMH JOBOAE
y Bedy ca Bojckom Cpbuje kao opraHu3auujomM, 3aHemapyjyhu OCHOBHe KapakTepu-
CTMKEe OBMX KOHLIenaTa yCrMOCTaBIbEHWX Yy MapKeTuHry. Hema cmucna GpeHgupatu
OpyXXaHe cHare Kao opraHu3auujy jep oHa, npe cBera, Hema KOHKypeHuujy. Mopen
TOra, He 61 6uno moryhe M3pasnT BpeaHOCT BpeHaa opyKaHUX CHara.

Bojcka Cpbuje ce moxe cmaTpatit 6peHaoM camo ako ce nocmartpa y CBOJCTBY
nocrogasLa Koju KOHKypulle Ha TpxuwTy paga. lNopep tora, ogpehenn GpeHgosu
kao wTo cy BojHa akagemuja, BMA, BOjJHOTEXHUYKM UHCTUTYT M Op. NOCTOje Kao ene-
MEeHTW opraHu3aumoHor ngeHtuteTa Bojcke Cpbuje.

CTpyKkTypa BOjHe OpraHu3aumje, HeHa ApyLWwTBEHa, HOPMATUBHA U NpaBHa ynora,
OOKTpWHA, UCTopuja 1 Tpaguuuja, cneundunyHe yHyTpalwbe Be3e u ogHocu, 6opbe-
Ha CcnocobHOCT, Haopyxawe, obenexja, 04AHOC M NOHalawe MPUNagHUKa BOjCKe
npema HEHUM OCHOBHUM BPEAHOCTMMA W, KOHAYHO, HA4YMH KOMYyHMLMpa Ca jaBHO-
why ynHe uenvHy uaentuteta Bojcke Cpbuje. HaumH Ha Koju jaBHOCT mepumnupa
MOEHTUTETCKE KapaKTEPUCTUKE BOjCKE je AMHaMMYHa KaTeropuja kKoja ce 30Be UMMULI.
PenyTauuja ce, kao 1 uMmul, 3acHMBa Ha CybjeKTUBHO] nepuenuuju naeHTuTeTa, ¢
TOM pPa3nuKoOM LUTO je 3a M3rpafty penyTauuje noTpebHO NMUYHO UCKYCTBO Ca opra-
HU3aLMjOM 1 BPEMEHCKM Nepuos Y Kojem ce TO UCKYyCTBO noTephyje.

Y pagy ce aHanuaupajy pasnuuute geduHuumje n ogpedHuue nojMa o6peHa, Te
ce Jaje o4roBop 4a Nv My KOM crydajy moxemo rosoputu o ,6peHay BC” n 3awTo
HEroBY jaBHY CMUKY NpBEHCTBEHO Tpeba nmocmaTpaTh W npoyyaBaTu Kpo3 npusmy
OpraHv3aunoHor UAEHTUTETA, UMULIA U penyTauuje. AyTop npeanaxe ga ce opraHu-
3aumoHn umuy u penytaumja Bojcke Cpbuje kopucte kao KOHUENTyasHU OKBMPM 3a
carnefaBarke MMua Bojcke Kao ornmefana jaBHOT Meersa, O0K je TepMUH BpeHa
ynoTtpebrbuB y cmucny 6penauparsa Bojcke kao mocnoaasua.

KrbydHe peun: Bojcka Cpbuje, 6peHd, bpeHOuparbe, udeHmumem, umuy, perny-
mauuja

© 2022 Aytopu. Objasuno BojHo dero (http://iwww.vojnodelo.mod.gov.rs). OBo je unaHak
OTBOPEHOr NpucTyna u aucTpudympa ce y cknagy ca nuueHuom Creative Commons
(http://creativecommaons.org/licenses/by/4.0/).
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he structure of the military organization, its social, normative

and legal role, doctrine, history and tradition, specific internal
relations, combat readiness, weapons, external features, the attitude
and behaviour of personnel to its fundamental values and, finally, the
way it communicates with the public, make the totality of the identity of
the Serbian Armed Forces. The way that the public perceives the
identity characteristics of the military represents a dynamic category
that we call an image. A reputation, like an image, is based on the
subjective perception of an identity, with the difference that establishing
a reputation requires personal experience in relation to the
organization and the period in which such an experience is confirmed.

Brand and branding are occasionally, theoretically inconsistently,
related to the Serbian Armed Forces as an organization, while the main
properties of these concepts established in marketing are ignored. This
paper analyses various definitions and determinants of the concept of
brand, and offers an answer to the question: whether and in which case
it is possible to talk about “the brand of the Serbian Armed Forces” and
why its public image should primarily be considered and studied through
the prism of an organizational identity, image and reputation.

The paper proposes that the organizational image and reputation of
the Serbian Armed Forces be used as conceptual frameworks for
considering its image in the public, while the concept of brand can be
used in the sense of branding the Armed Forces as an employere.

Key words: Serbian Armed Forces, brand, branding, identity, image,
reputation

* Public Relations Department, Ministry of Defence of the Republic of Serbia, Belgrade,
Republic of Serbia, aleksandar.petrovic@mod.gov.rs. The views of the author do not represent the
official views of the organization in which he is employed.
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Introduction

Are the Serbian Armed Forces a brand? Is there a theoretical basis and, ultimately, a
practical basis for considering an armed force in such a context? There is no doubt
that the military has its place in the information and communication system of a country, and
that society, that is, the public, shows interest and takes positions in relation to its
fundamental role, defined by the Constitution and laws, as well as processes and events
that influence to a greater or lesser extent its ability to respond to those roles. “The state can
be considered one of the main agents of the information and communication system (...) Its
role in the normative and legal framing of the relation between the institutions and channels
that make up the information and communication system is certainly in the first place”.’

It is also clear that the attitude of social groups or society as a whole, i.e. the
segmented public and the general public towards the defence system and the
military as its key element, influence the functioning of such a system

Depending on which scientific field one approaches the issue of internal and
external communications of an armed force, in this case the Serbian Armed Forces,
there are theoretical and thus conceptual differences in the |dent|f|cat|on and
interpretation of those activities and processes, as well as their effects.

Brand and its properties

The introductory question, precisely due to the specificity of the concept, requires
an approach from the aspect of marketing, since the concept of brand was created
as a product of marketing practice and, as such, is dominantly studied in this
scientific discipline. According to Peter D Bennett, marketing is “the process of
planning and implementing the concept, pricing, promotion and distribution of ideas,
goods and services to establish an exchange that accomplishes individual and
organizational goals”.* The latest agreed definiton of the American Marketing
Association is that marketing is “an activity, a group of institutions (harmonized laws
of practice — author's comment) and processes for creating, communicating,
delivering and exchanging offers that have value for customers, clients, partners and
society as a whole”.®

! Miroljub Radojkovi¢ i Branimir Stojkovi¢, Informaciono-komunikacioni sistemi, Klio, Beograd,
2004, pp. 48-49.

2 Constitution of the Republic of Serbia, Article 139.

% Social and humanistic sciences approach this problem from a sociological, political and
communicational perspective, while organizational sciences take the postulates of management,
marketing and public relations as their starting point (author's comment).

4 Dictionary of Marketing Terms, second ed., edited by Peter D. Bennett, published in conjunction with
American Marketing Association, Chicago, IL, USA; and NTC Publishing Group: Lincolnwood, IL, USA, 1995.

® Definition of marketing” (approved 2017), April 11, 2022, American Marketing Association,
https://www.ama.org/the-definition-of-marketing-what-is-marketing/
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The same organization defines brand as “a name, term, design, symbol or any
other characteristic that identifies the goods or service of a seller as different from
the goods or service of other sellers”® In the Anglo-Saxon literature, one often
comes across formulations such as “differentiation in relation to competition”. The
International Organization for Standardization (ISO) states that “brand identifies
goods, services or the entity itself as different from what is offered by the other
entity”, which means that it “can thus be associated with an entity, product/service,
product lines/portfolio, city, region, etc.”’

Most marketing theorists and practitioners agree on several key characteristics of
brand: 1. it has some visual or verbal characteristics, 2. it directly refers to the
product or service of a particular company/organization or to itself. 3. it makes the
goods, service or company be different from the competition 4. as an intangible
property it implies mental or emotional engagement because it is based on the
experiences, impressions and/or benefits of the consumer, i.e. client. 5. It has
measurable value and brings financial benefit.

The personality of the organization

Studies on the phenomenon of brand occupy a wide area of marketing and
sometimes spread to the fields of other sciences - psychology, sociology,
anthropology, economics, etc. However, the flexibility of the concept of brand and
branding, and above all the colloquial use of these terms, occasionally leads authors
to neglect fundamental theoretical assumptions.

In the paper “The Serbian Armed Forces as a brand’, Peri¢ expresses the
opinion that the Serbian Armed Forces are one of the oldest Serbian brands and that
they have an exceptional foundation and history. “The Armed Forces are the brand
that is deeply rooted in the consciousness of the people (...) it is the brand that
causes emotions, and they are crucial in the branding process”.8 In this statement,
the author correctly emphasizes the emotional property of “the brand of the Serbian
Armed Forces”, whereas some other, also fundamental properties of the brand call
into question the purpose of using this term.

Every modern company, organization or institution tends to constitute, organize and
profile a system of (corporate) communications or relations with the public. It is a
management function that includes a great number of different jobs and tasks at different
levels of organization and management, aimed at creating a positive image of the
organization.” In public relations activities Filipovi¢ and Kosti¢-Stankovi¢ include internal

[T
Ibid.
" Medunarodna organizacija za standardizaciju (International Organization for Standardization — 1SO),

Brand evaluation — Principles and fundamentals, https://iwww.iso.org/obp/uif#iso:std:is0:20671:ed-1:v1:en
April 13, 2022.

¢ Nenad Peri¢, “Vojska Srbije kao brend”, Vojno delo, Vol. 60, no. 2, 2008, pp. 127-135.
° Dr Vinka Filipovi¢, dr Milica Kosti¢ Stankovi¢, Odnosi s javno$cu, Beograd, 2014.
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communication, corporate identity, image and reputation, organ|zat|on of spemal events,
sponsorships, lobbying, media relations and public relations in crisis situations. '

The concepts of an identity, image and reputation are often encountered in
literature in considerations of corporate strategies, corporate or organizational
culture, and integrated marketing communications, since these categories correlate
with brand and branding. Patric de Pelsmacker, Maggie Geuens and Joeri van der
Bergh inextricably link culture, personahty (of an organization, author's comment)
and its identity with corporate strategy N|gel Markwick and Chris Fill believe that
organizations, like people, have a personality that arlses from strategic priorities, on
the one hand, and corporate culture, on the other.™ According to Edgar H. Schein
corporate culture could be defined as “a deeper level of basic assumptions and
beliefs among members of an organization that functions unconsciously and deflnes
the way the organization, taking it for granted, perceives itself and its environment”."

The personality and organizational culture of the Serbian Armed Forces is limited by a
series of established norms that have shaped its identity over time, on the one hand, and
multi-layered public perception and a deeper, experiential and personal experience of such
an identity, on the other, which is manifested in its organizational image and reputation.

The organizational identity of the Serbian Armed Forces

A corporate or organizational identity is the manner a certain entity has chosen to
present |tself to relevant target groups with some symbols, communication and
behaviour." The military is also publicly represented by an orderly, but a highly
complex system of signs and symbols.

A corporate |dent|ty, however, is a much broader category than its visual aspect
and represents “a portrait of a company” (or an organization, author’s comment)1
which is expressed through its philosophy, history, culture, strategy, management
method, reputation, behaviour of employees.

10 i
Ibid.

" Patric de Pelsmacker, Maggie Geuens and Joeri van der Bergh, Marketing communications,
Pearson Education Limited, England, first edition 2001, p. 11.

2 Nigel Markwick, Chris Fill, , Towards a framework for managing corporate identity”,
European Journal of Marketing, Vol. 31, No. 5/6, pp. 396-409.

® Edgar H. Schein, Coming to a New Awareness of Organizational Culture, Sloan
Management Review, 1984 https://sloanreview.mit.edu/article/coming-to-a-new-awareness-of-
organizational-culture/

" Patric de Pelsmacker, Maggie Geuens and Joeri van der Bergh, Marketing communications,
Pearson Education Limited, England, first edition 2001, p. 12.

'8 John M. T. Balmer, Edmund R. Gray ,,Corporate brands: what are they? What of them?”,
European Journal of Marketing, 2003, 40(7-8), pp. 730-741.

' Milovan Vukovi¢, Aleksandra Vukovié, Ivana Mladenovié Ranisavljevi¢, Snezana UroSevi¢, “Analiza
odnosa izmedu korporativnog identiteta, imidZa i reputacije”, Tehnika, 2021, Vol. 76, no. 4, pp. 499-505.
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The structure of the military organization, its social, normative and legal role,
doctrine, history and tradition, specific internal relations, combat readiness, weapons,
external features, the attitude and behaviour of personnel to its fundamental values
and, finally, the way it communicates with the public as a whole or certain target
audiences (groups), make the totality of its identity.

The organizational image of the Serbian Armed Forces

A corporate/organizational image is the perception of a corporate/organizational
identity among certain target groups or audiences. It is “the attitude of the pUb|IC
towards the organization - a subjective and multidimensional impression” of it."” Al
companies/organizations, including the military, strive for their identity properties to
be publicly recognized in the desired way, that is, to minimize the difference between
an organizational identity and image.

The Serbian Armed Forces, like any army in the world, have the ambition to be
perceived by the public as strong, competent, equipped and decisive, thus ready and
capable of protecting the state and citizens from external threats and, in addition, to
perform other missions and tasks. Furthermore, the Armed Forces try to present
themselves as an apolitical, highly structured organization that functions strictly
within legal framework, and its members as model members of society, patriots
ready to make the greatest sacrifices for the defence of the country.

Reducing or completely cancelling the difference in the way the organization
views itself and the manner the public perceives it is an ideal and could be
considered one of the basic goals of its communication activities. An unavoidable
factor in creating the image of great organizations, such as the Armed Forces, is the
perception of one’s identity among its employees or members.

Companies and organizations more or less successfully achieve the desired
image by implementing marketing and communication tools, which is reflected, in a
commercial sense, on the sale of their goods and services, that is, the trust of target
groups or the public. Sanja Vucini¢ points out that in practice there is often a
discrepancy between the image of a company and its identity. She states that “an
image that is not based on real facts and the true state of affairs in an organization is
not sustainable in the long term. This means that the situation when an image is
much better than an identity is a threat and cannot last long. On the contrary, the
situation when an identity is better than an image is an indicator of unused potential.
Therefore, organlzatlons should strive to create an image that is based on an
identity, and this requires strategic communication”.’

' Patric de Pelsmacker, Maggie Geuens and Joeri van der Bergh, Marketing communications,
Pearson Education Limited, England, first edition 2001, p. 15.

'8 Dr Sanja Vuginic, Strategije komunikacije u kriznim situacijama, Cigoja $tampa, Beograd,
2015.
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While an identity is a relatively stable category, an organizational image is
changeable and dynamic. Changes in a positive sense are reflected in making a
corporate image closer to the idea of a corporate identity, while negative changes
are reflected in the increased mismatch between the two categories.

The organizational reputation of the Serbian Armed Forces

The reputation of an organization is, like its image, based on the subjective
perception of the public or a part of it. The difference is that establishing a reputation
requires personal experience in relation to the organization and the period in which
this experience is confirmed. A reputation is “a general belief about an organization,
after the visual and experiential perception of the public, which is acquired over
time”.! Accordmg to Vukovié, a reputation grows Qver time into “a reputational
capital” and is an intangible asset of the organization.?’

According to Ronald J. Burke and Greame Martin, a corporate reputation is
based on “emotional appeal, vision, leadership and integrity, social responsibility and
a work environment that supports performance. A reputation comes from direct
experience with an organization, by word of mouth, advertising and media coverage.
It takes a lot of time to develop an outstanding reputation; yet the reputation can be
damaged in an instant.”?' The same authors refer to the research by the audit firm
Ernst&Young, which states that the intangible value of a company accounts for
between 30 and 50 percent of its total value while other, also credible sources,
estimate such an intangible value up to 70%.?

The reputation of the military in these territories has deeper and different roots
compared to any company or organization and was established during the centuries-
long, war-burdened history of our people in these territories. The occasional surveys
of public opinion on trust in institutions place the Serbian Armed Forces at the top or
at the very top of those most trusted by the Serbian citizens, which can be attributed
to its great reputational capltal

The experience of the military has been an important factor of its reputation for
decades, since until 2011 all adult, healthy men had a legal obligation to perform
military service. After the completion of the service, continuity has been achieved by

" Dr Vinka Filipovi¢, dr Milica Kosti¢ Stankovi¢, Odnosi s javnoscu, Beograd, 2014.

% Milovan Vukovi¢ et al., Analiza odnosa izmedu korporativnog identiteta, imidza i reputacije,
Tehnika, Vol. 76, no. 4, pp. 499-505, 2021.

' Ronald J. Burke, Graeme Martin, Corporate Reputation: Managing Opportunities and
Threats, Burlington, VT, 2011, pp. 1-120.

% Ibid.

% The CESID (Centre for Free Elections and Democracy) research with the USAID support,
“Public Opinion - Political Activism of Serbian Citizens”, from 2017, showed that more than 30% of
the Serbian citizens trust only five institutions. The Serbian Armed Forces took the first place, with
57% of respondents trusting it.
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the introduction of persons into the reserve, occasional military exercises, and the
organization of various “open” events and manifestations - exercises, parades, arms
displays, demonstrations, air shows and “open day” activities. However, the key
factor in maintaining the high reputation of the Serbian Armed Forces was the
engagement within its third mission, “support to civil authorities in combating security
threats”, i.e., “assistance to civil authorities in responding to natural disasters,
technical and technological disasters and other accidents”.

Simovi¢ states: “The fact is that there were several catastrophes and natural
disasters when soldiers and officers played the main role and showed that they are
more organized than members of other protection and rescue entltles That is why
the saying ‘that will do the military’ became famous among the people”.?*

The military — more than a brand

If the property of a brand is viewed in relation to the possession of specific visual
and verbal characteristics, it can be concluded that the Serbian Armed Forces as an
organization have them, and that, in such a sense, it could be referred to as a brand.
The other property of a brand that could be attributed to them, to some extent, is the
existence of an intangible property, that is, the emotional engagement of people
towards them, although it is not about consumers, clients or, literally, about service
users, as marketing science views it. It is similar with the brand property that it directly
refers to the product or service of a particular company/organization or to itself.

However, there are two brand determinants that have little or no relation to the
military as an organization. The first is the measurability of the brand value and the
fact that the brand directly or indirectly brings material benefit to its owner or right
holder. Although there are examples of some armies in the world commercializing
certain elements of their visual identity, there is no basis for expressing the value of
“the Serbian Armed Forces brand” in a monetary form.

Richa S. Tiwary defines a brand value as “a value that a brand adds to the
internal value of a product or service, or the total financial value associated with the
brand market power. Brand equity takes into account all the different assets and
liabilities of a brand. It is largely deflned by the consumer and the value that the
consumer attaches to some brand”.?® Terzi¢ and Pali¢ state that “understanding a
brand value creates the conditions for more extensive investment in brand, and in
this way the ultimate effects of managing this category are accomplished, which is
an increase in the overall value of the company. Modern business treatment of a

# Milosav Simovi¢, Iskustva Vojske Srbije u vanrednim situacijama 2014. godine, Vojno delo,
Vol. 68, No. 6, 2016, pp. 100-122.

B Richa S. Tiwary, PhD, MLS, Brand Management. Research Starters: Business, 2021, April 11, 2022,
https://ezproxy.nb.rs:3507/eds/detail/detail ?vid=5&sid=2258d309-14bd-45cd-a7 1f-
717235a325d4%40redis&bdata=JnNpdGUIZWRzLWxpdmU%3d#AN=89163548&db=ers
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brand is primarily based on its value, positioning and market reputation. In the
second plan, formal rights and signs of an identity (name, logo, slogan, colour,
design, etc.) come to the fore (...) Between the mentioned marketing and accounting
concept, the difference is in the form of tangible and intangible. (...) Brand
management is in a direct correlation with other intangible elements, i.e. segments of
intangible assets, such as intellectual capital, licenses, franchise, etc.”?

The last brand property to be considered here is the differentiation from the
competition. Even if it is concluded that the military functions in the social framework
and the legal system as a “provider” of some “service”, it is clear that its “clients”, i.e.
the users of its “services”, are, without exception, all citizens who do not have the
possibility of choosing between several “armies”. Therefore, since the military is the
only legal and legitimate armed force that primarily protects state from external
threats, the concept of monistic institution is used in the military sociology, and since,
as such, does not have “competition”, it cannot be spoken of as a brand.

Even in recent scientific discussions that emphasize the blurring and expansion
of the concept of brand and branding in the world of hyper-linked communications,
where countries, people and ideas are branded in addition to companies and
organizations, the main meaning of a brand is not abandoned - to separate,
differentiate, make a difference.?’ If there is no need to differentiate an organization
from the competition or other complementary organizations through the process of
branding, in addition to all other properties that the process entails, the theoretical
and practical basis for considering it as a brand is lost.

When we talk about the Serbian Armed Forces, it is important to understand that
the brand, although a modern and colloquially popular term, is theoretically inadequate
on the one hand, and too narrow on the other to encompass the entirety of the public
attitude or a part of the public to it. The organizational image, as an image and
experience of the identity of the Serbian Armed Forces, particularly their reputation, as
a long-term experience defined by a personal relationship, are the frameworks in
which their character can be viewed more precisely and fully in the public mirror.

The brand of the Armed Forces as an employer

Starting from the fundamental properties of a brand, first of all the fact that
branding makes sense only in the context of the differentiation from the competition,
we are also faced with a case in which the Serbian Armed Forces could still be
branded. It is about the branding of the Serbian Armed Forces as an employer, i.e.
“employer branding”.

% Syetlana Terzi¢, Irena Dali¢, Analiza vrednovanja brenda na bazi kombinovanih metoda
vrednovanja, Anali Ekonomskog fakulteta u Subotici, Vol. 55, No. 42/2019, pp. 033-048.

2 Vanitha Swaminathan, Alina Sorescu, Jan-Benedict E.M. Steenkamp, Thomas Clayton
Gibson O'Guinn, Bernd Schmitt, Branding in a Hyperconnected World: Refocusing Theories and
Rethinking Boundaries, Journal of Marketing, 2020, Vol. 84(2), pp. 24-46.
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Employer branding is a relatively new practice in the corporate world and it has
occurred as a necessity, primarily in high-tech companies, to attract and later
retain high-quality personnel. According to the data by the National Employment
Service, unemployment in Serbia has decreased from 743,158 to 512,844 persons
since 2015, which is a decrease of 31%.2% The competition on the labour market,
especially in the developed regions of Serbia, conditions the need for the Serbian
Armed Forces to brand themselves as a desirable employer in a systematic and
planned manner. It should be emphasized that one of the key tasks of the Public
Relations Department of the Ministry of Defence in the past two years was the
organization and execution of the marketing and PR campaigns aimed at the
general popularization of military profession among younger population, as well as
support to the promotion of specific actions and competitions for admission to
professional military service, enrolment in military schools and voluntary military
service.

As mentioned, the Ministry of Defence and the Serbian Armed Forces, in addition
to PR activities, implement and combine with them marketing techniques that, in
most cases, cannot be clearly defined as ATL, BTL or TTL campaigns, but involve
the production of multimedia materials (flyers, leaflets, posters, magazines,
billboards, advertorials, video spots and radio jingles) and their dissemination,
among other things, by renting advertising space in the media.

As three main components of employer branding, Bryan Adams mentions an
organizational reputation, an offer presented to a future employee and the
experience of the current employees. In this triangle, both theoretically and
practically, one could look for a framework for positioning the marketing performance
of the Serbian Armed Forces on the labour market. “Contemporary job seekers
attach great importance to a reputation of a future employer in their decision to apply
for a job or accept an offer, because they are very aware of the impact it will have on
their reputation and the way others consider them. (...) An offer that the employer
makes clearly articulates the ‘give and take’, which defines the relationship between
the employer and employee in a particular organization. It establishes expectations
for the employee’s performance and behaviour and compensation and reward for
fulfilling those expectations... (...) The employees’ experience is extremely valuable
and plays a great role in building the employer’s reputation. However, if the employer
brand is weak, even the best employees’ experience will not put a company on the
radar of the most demanding ones. The character of the employees’ experience is
directly related to the company’s ability to accomplish an offer. (...) A positive
employee’s experience is reflected in their better work performance and the total
organizational performance.”®

% Nacionalna sluzba za zapoSliavanje, Mesecni statisticki bilten: Nezaposlenost i
zapoSljavanje u Republici Srbiji, no. 235, March 2022.

» Bryan Adams, Make Your Employer Brand Stand Out in the Talent Marketplace, Harvard
Business Review Digital Articles, 2022, pp. 1-7.
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Conclusion

The Serbian Armed Forces defend the country from external armed threats and
perform other missions and tasks, in accordance with the Constitution, law and principles
of international law governing the use of force.® Its role in the legal system of the country
is defined by the Constitution and laws and is unique in its character. Therefore, it can be
said that the Serbian Armed Forces, from the perspective of marketing theory, are not a
brand, unless they are considered in the capacity of an employer that “competes” on the
labour market. The military is an institution whose position in the public is defined by
three categories - its organizational identity, image and reputation.

This does not mean that within the military, or more broadly - the defence system,
there are no organizations and institutions that are brands and where, without a doubt,
there is both theoretical and practical justification for the use of this concept. These
are, for example, the Military Academy, the Military Medical Academy, the Military
Technical Institute, the Technical Test Centre, the Media Centre “Odbrana’, the
Military Film Centre “Zastava Film”, the Artistic Ensemble “Stanislav Binicki’, etc. Each
of the mentioned organizations, i.e. institutions, in addition to their place and role within
the defence system, performs a specific activity recognized and evaluated in the wider
national and often international frameworks. They have complementary entities in
specific fields, i.e. the competition that they differentiate and stand out from by the
properties of their brands. The brands of the mentioned institutions are a part of the
organizational identity of the military, while their value is interdependent with the image
and reputation of the entire military organization.
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Summary

Are the Serbian Armed Forces (SAF) a brand? Is there a theoretical or,
ultimately, a practical basis for considering an armed force in that context?
The concepts of brand and branding have originated as products of marketing
practice and as such are predominantly studied by this scientific discipline.

Most marketing theorists and practitioners agree on several key features of a brand - 1
it has certain visual or verbal features, 2 it directly refers to the product or service of a
particular company/organization or to the company itself, 3 it distinguishes goods, services
or a company from the competition, 4 a brand is an intangible asset implying mental or
emotional engagement since it is based on the consumer's or client's experiences,
impressions and/or benefits, 5 brands have measurable value and bring financial benefits.

11/81



VOJNO DELO, 5/2022

Occasionally and in a theoretically inconsistent manner, brand and branding are
brought into relation with the Serbian Armed Forces as an organization, neglecting the
basic characteristics of these concepts established in marketing. There is no sense in
branding the armed forces as an organization because, first of all, it has no competition. In
addition to this, it would not be possible to express the value of the armed forces’ brand.

The Serbian Armed Forces can be regarded as a brand only if they are
considered in the capacity of an employer that competes on the labour market. In
addition, certain brands such as the Military Academy, the Military Medical Academy,
the Military Technical Institute, etc. exist as elements of the organizational identity of
the Serbian Armed Forces.

The structure of the military organization, its social, normative and legal role,
doctrine, history and tradition, specific internal relations, combat readiness, armament,
insignia, service members’ attitude and behaviour towards its fundamental values
and, finally, the way it communicates with the public constitutes the totality of the
Serbian Armed Forces’ identity. The way in which the public perceives the identity
features of the military is a dynamic category called an image. A reputation, like an
image, is based on the subjective perception of an identity, with the difference that
building a reputation requires personal experience with the organization and a period
of time in which that experience is confirmed.

The article analyses various definitions and determinants of the concept of brand,
and offers an answer as to whether and in which case we can talk about the “SAF brand”
and why its public image should primarily be viewed and studied through the prism of an
organizational identity, image and reputation. The author proposes that the
organizational image and reputation of the Serbian Armed Forces be used as conceptual
frameworks for perceiving the image of the military as a mirror of public opinion, while the
concept of brand is usable in the sense of branding the military as an employer.
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