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PREPORUKE ZA PONASANJE MEDIJA U IZBORNIM KAMPANJAMA

Ponasanje medija u kampanji je tema koja uvek
izaziva mnogo paznje, neretko deli javnost, pred-
met je razlicitih ocena i jedan od najvecih izazova
za sve vreme od uvodenja viSestranacja u Srbiji.
Ujedno, to je oblast u kojoj su reforme isle sporo

i uz velike probleme u primeni, Sto je posebno iz-
razeno kod regulacije politicke komunikacije koja
Jje, gotovo po pravilu, ostajala na marginama svih
zakonodavaca. Brojni zakonski i podzakonski akti
regulisu ponasanje medija u izbornim kampanjama
i to je neretko ogroman izazov u primeni zakona

i kontroli sprovodenja. Tako je ponasanje medija
regulisano izbornim zakonima (Zakon o izboru
narodnih poslanika i Zakon o lokalnim izborima),
medijskim zakonima (Zakon o javnom informisa-
nju i medijima, Zakon o elektronskim medijima i
Zakon o javnim medijskim servisima), komerci-
Jjalnim zakonima (Zakon o oglasavanju) i podza-
konskim aktima, poput Pravilnika o obavezama
pruzalaca medijskih usluga tokom predizborne
kampanje koji je usvojio Savet Regulatornog tela
za elektronske medije (u daljem tekstu: REM) 16.
juna 2015. godine.

lako je kljucni problem sa medijskim zakonima
njihova primena ili jos CeSce selektivna primena,

a manje pravni okvir (on je 2014. godine uvazio
brojne dobre principe iz uporedne prakse), postoji
nekoliko problema koje je moguce i potrebno adre-
sirati a posebno u pogledu politicke komunikacije
koja se godinama nalazi na margini interesovanja
svih medijskih zakonodavaca i strucne javnosti.

Media coverage of election campaigns is a fre-
quently divisive issue that never fails to attract
public attention and polarise opinion. Requlation
of this field has posed a challenge ever since the
introduction of multi-party democracy in Serbia,
with reforms proceeding slowly and accompanied
by substantial problems in implementation. Po-
litical advertising has proven especially difficult

to scrutinise and has eluded legislators’ attention
with worrying reqularity. The role of the media in
election campaigns is requlated by numerous laws
and byelaws, which presents significant obstacles
in terms of implementation and oversight. These
rules are laid down by electoral legislation (Law on
the Election of Members of Parliament and Local
Elections Law), media laws (Law on Public Infor-
mation and the Media Law on Electronic Media,
and Law on Public Service Broadcasting); business
laws (Advertising Law); and secondary legislation
such as the Election Campaign Rules for the Media,
enacted by the Council of the Regulatory Authority
for Electronic Media (REM) on 16 June 2015.

The legal framework for the media was adopted

in 2014 and reflects many best international
practices. Although these laws are fundamentally
sound, their inconsistent (or selective) application
in practice is a much more serious challence. There
are also a number of other problems that can and
should be addressed, in particular with political
advertising, an area that has for years been only
marginally interesting to policymakers and the
expert community.
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IZOSTANAK REGU-
LACIJE PONASANJA
STAMPANIH | ONLAJN
MEDIJA TOKOM
IZBORNE KAMPANJE

Televizija, uporedno gledano i ne samo u
Srbiji, podleze ¢vrs¢oj regulaciji zbog svog
dometa i uticaja jer se i dalje radi o mediju
koji je najuticajniji u politickoj komunikaciji.
Dok je zadrzavanje labavije i fleksibilnije reg-
ulacije Stampe i Interneta van kampanje do-
nekle opravdano, dosadasnja praksa izbornih
kampanja i uoceni problemi sugerisu da je
neophodno regulisati ponasanje Stampanih i
onlajn medija na koherentniji i ¢vr$¢i nacin.
Njihov uticaj je veliki, a najvise se ogleda kroz
pokretanje tema koje su vazne i za definisan-
je Sire politicke agende. Ujedno, ne postoji
regulatorno telo za ove medije koje bi moglo
da definiSe pravila i vr§i nadzor nad njihovom
primenom. Savet za Stampu je samoregulator-
no telo i zavreduje poverenje Sire javnosti ali
na neuredenom trziStu Stampe sa prisutnim
politi¢kim uticajem ne moze da bude dovoljna
brana neprofesionalnim standardima pojed-
inih medija.

Both in Serbia and elsewhere, television is
subjected to closer regulation due to its broad
reach and significant influence on political
communication. Whilst there may be some
merit to retaining looser and more flexible
rules for print and online media outside of
political campaigning, practice to date has
shown that these media outlets also ought

to be regulated more consistently and firmly.
Their influence is substantial, as is their ability
to raise important issues and drive the broader
political agenda. There is no entity charged
specifically with these outlets to set the rules
and oversee their implementation. The Press
Council is a self-regulating body that has
earned public trust, but, in an unregulated
market subject to political influence, it cannot
mount an effective defence against unprofes-
sionalism shown by some outlets.
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IZOSTANAK KONTRO-
LNIH MEHANIZAMA
KOJI GARANTUJU IS-
PUNJENOST ZAKONSKIH
ODREDBI

U regulaciji ponasanja medija tokom kampa-
nja postoje odredbe koje treba da obezbede
fer i nediskriminatorne uslove za sve politicke
subjekte, ali ne postoje mehanizmi koji bi
trebalo da garantuju ispunjenost tih odredbi.
Tipi¢na su dva primera koje bi bilo neophodno
adresirati u budu¢im promenama, a gde se
ovaj problem najbolje vidi. Prvi, u ¢lanu 5, stav
2 Zakona o izboru narodnih poslanika kaze se
da su ,sredstva javnog obavestavanja duzna
da obezbede ravnopravnost u obavestavanju o
svim podnosiocima izbornih lista i kandidata
sa tih lista.” Drugi primer je ¢lan 5, stav 3 istog
zakona koji kaze da su ,izborna propaganda
preko sredstava javnog obavestavanja i javnih
skupova i objavljivanje procene rezultata izbo-
ra zabranjeni 48 ¢asova pre dana odrzavanja
izbora do zatvaranja birackih mesta.” Buduci
da REM ne radi sistematski monitoring (ili ga
radi, a ne objavljuje), u oba slu¢aja nema ga-
rancija da li su zakonske odredbe ispostovane
jer ne postoji kontrolni mehanizam. Tumaceci
propise na svoj nacin, REM ne prati samoinici-
jativno i sistematski medije, ve¢ reaguje samo
na osnovu pojedinacnih prijava sto u praksi
dovodi do toga da ne postoji nikakav uvid u to

There are regulations that should ensure me-
dia outlets provide a level playing field for all
political groups, but mechanisms to guarantee
compliance with those rules are lacking. Any
future reforms should address two cases in
point. Firstly, Article 5(2) of the Law on the
Election of Members of Parliament (which
applies, as may be appropriate, to local elec-
tions) stipulates that ‘means of public infor-
mation shall be required to ensure equality in
providing information about all proponents
of electoral lists and candidates appearing on
such lists’. Secondly, Article 5(3) of the same
law states that ‘there may be no electoral
advertising in means of public information
or at public gatherings, nor of publication of
projected election results, from 48 hours be-
fore the day of the election to the closing of
polling stations’. As the REM does not engage
in systematic monitoring (or does not publish
any findings even when it does do so), there
are no guarantees of either of these two pro-
visions being complied with as no controls
are in place. The media regulator REM has
been interpreting regulations as it has seen
fit, and has not been monitoring the media
either at its own initiative or systematically.
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kako su mediji izvestavali u kampanji, kakvim
tonalitetom i kakva je bila raspodela vremena,
usled ¢ega gradani nemaju nikakav uvid da i

je ugrozena ravnopravnost i nediskriminatorni

pristup prema razli¢itim politi¢kim subjektima.

U takvoj situaciji javnost moze samo da pret-
postavlja da li je ravnopravnost svih izbornih
lista i ostvarena kao i da li je doslo do krsenja
izborne tiSine.

REGULISANJE IZBORNE
TISINE

Izvestaji domacih i medunarodnih posmatraca
ukazuju da nije obezbedena ravnopravnost
politickih subjekata u izbornoj tiSini niti da
postoje adekvatne sankcije za one koji tu
tiSinu i prekrse. Praksa pokazuje da se 48 sati
pre glasanja, izborna tiSina neretko krsi na-
j¢esce i to kroz onlajn medije, SMS poruke,
oglasavanje u javnom prostoru, te da nije
jasno koji je drzavni organ nadlezan za poje-
dinac¢na krsenja ovih odredbi i da ne postoji
jasan monitoring ponasanja medija u tih 48
sati pre dana za glasanje. Na sve to, ¢lan 108.
Zakona o izboru narodnih poslanika kaze

da ée se ,novcéanom kaznom od 100.000 do
600.000 dinara kazniti za prekrsaj organizacija
koja objavi procenu rezultata izbora ili
prethodne rezultate izbora, suprotno odredbi

Rather, it has been reacting only to individual
complaints, which has meant there has been
no opportunity for the public to learn of any
threats to the equality or non-discrimination
of political groups. As such, members of the
public can only surmise whether all political
groups have been treated impartially and
whether this ban on campaigning, or ‘electoral
silence’, has been respected.

Both Serbian and foreign election observers
have found that political groups have not
been treated impartially during the statutory
pre-election media blackout, as well as that
there are no meaningful sanctions for breach-
ing it. Practice has revealed the 48-hour black-
out is regularly violated, including by online
media outlets and through text messages and
out-of-home advertising. It is not clear which
government body is responsible for investi-
gating breaches, and there is no consistent
media monitoring in the course of the 48
hours ahead of polling day. Moreover, Article
108 of the Law on the Election of Members of
Parliament envisages a misdemeanour fine of
‘between 100,000 and 600,000 dinars’ levied
on ‘any organisation that publishes project-
ed election results, or the results of a prior
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¢lana 5. stav 3. ovog zakona” $to nas dovodi
do paradoksa da postoji kazna za objavljivanje
procene rezultata izbora, $to se u praksi ne
desava, ali ne postoji kazna za krsenje izborne
propagande.

KOHERENTNIJA REGU-
LACIJA POLITICKOG
OGLASAVANJA |
OGLASAVANJE VAN
IZBORNE KAMPANJE

U Zakonu o oglasavanju postoji samo jedan
¢lan koji je posvecen politickom oglasavanju,
bez ikakve razrade ili izdvajanja specifi¢no-
sti ovog tipa oglasavanja. To je premalo i
kontraproduktivno imajuci u vidu ucestalost
izbornih kampanja, kontroverze koje se u tom
procesu javljaju i, najvaznije obim, znacaj i
veli¢inu (politickog) oglasivackog trzista. Taj
¢lan (¢lan 3, stav 3) govori o primeni zakona
na ,izborne kampanje i druge promotivne ak-
tivnosti politickih organizacija, koje se vr3e u
skladu sa propisima koji ureduju izbore, kao

i propisima koji ureduju elektronske medije"“.
Bududi da navedeni propis nije uvazio nijednu
specifi¢nost politickog oglasavanja, ostavljen
je veliki prostor za netransparentan proces u
zakupu medijskog prostora, ¢ime je javnost
uskrac¢ena za vazne informacije o ravnoprav-
nosti politickih subjekata. Ovde nije kraj s
problemima politickog oglasavanja jer se u

election, in contravention of Article 5(3)". Par-
adoxically, there is a fine for publishing elec-
tion forecasts, which never happens, but no
penalty is envisaged for political advertising,
an almost regular occurrence.

Only one article of the Advertising Law is de-
voted to political advertising, and it does not
elaborate on or address any of the specific
aspects of this type of promotional commu-
nication. This is insufficient and counterpro-
ductive in view of the frequency of election
campaigns, their controversies, and, crucially,
the importance and value of the (political) ad-
vertising market. The provision (Article 3(3))
extends application of the Advertising Law to
‘election campaigns and other promotional
activities by political groups performed in ac-
cordance with regulations governing elections
and regulations governing electronic media.’
This lack of attention to the nature of political
advertising has allowed opaque media buying
practices to proliferate, preventing the public
from understanding whether political groups
are treated fairly. This is not the only issue
with political advertising: Article 57(5) of the
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¢lanu 47, stav 5. Zakona o elektronskim medi-
jima kaze da je ,pruzalac medijske usluge, u
odnosu na svoj programski sadrzaj, u skladu
sa svojom programskom koncepcijom, duzan
da: poStuje zabranu politickog oglasavanja
van predizborne kampanje, a u toku prediz-
borne kampanje da registrovanim politi¢kim
strankama, koalicijama i kandidatima obezbe-
di zastupljenost bez diskriminacije.” Ovako
definisan ¢lan proizvodi dve vrste problema

u praksi. Prvo, krdenje ove odredbe putem

tzv. prikrivenog oglasavanja kada se pro-
movisu pojedini politicki subjekti van forme
oglasavanja kroz emitovanje reportaza, do-
kumentarnih filmova, PR priloga, skupova i
tome sli¢no. Drugo, nije nemoguce govoriti

o zastupljenosti bez diskriminacije ako se ne
radi sistematski monitoring medija, o cemu
smo vec¢ govorili. Ujedno, nepostojanje sli¢ne
odredbe o politickom oglasavanju van prediz-
borne kampanje za druge vrste medija ozbiljno
dovodi u pitanje ravnopravnost politickih sub-
jekata buduci da su cesti primeri da se politicki
subjekti promovisu u drugim medijima — kroz
oglasavanje u javnom prostoru (OOH), na
primer.

Law on Electronic Media stipulates that ‘tak-
ing into account its programming content, a
media service provider shall be required to [...]
respect the ban on political advertising out-
side of election campaigns, and, during such
campaigns, permit registered political parties,
coalitions and candidates to be represented
without discrimination’. As currently worded,
this provision has been causing two types of
problems in practice. Firstly, some political or-
ganisations have benefited from surreptitious
advertising, for example through day-to-day
media reporting, documentary programmes,
public relations features, events, and the like.
Secondly, as noted above, non-discrimination
can only be ensured by means of systematic
media monitoring. Moreover, the lack of a
similar provision governing political advertis-
ing in non-campaign contexts for other types
of media seriously jeopardises the equality of
political groups, as political organisations of-
ten promote their views outside election cam-
paigns in other media, such as, for instance,
out-of-home advertising.
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OBEZBEDIVANJE JED-
NAKIH | NEDISKRIMI-
NATORNIH USLOVA ZA
POLITICKO OGLASA-
VANJE

Javnost nema uvid da li je oglasavanje dos-
tupno svim politi¢kim subjektima pod jed-
nakim i nediskriminatornim uslovima. lako tu
jednakost REM u nacelu daje (¢lan 10, stav 1
Pravilnika o obavezama pruzalaca medijskih
usluga tokom predizborne kampanje) i kaze da
je ,pruzalac medijske usluge duzan da emituje
politicke oglasne poruke svih zainteresovanih
podnosilaca izbornih lista i kandidata pod jed-
nakim programskim, tehni¢kim i finansijskim
uslovima®“, u praksi je nemoguce utvrditi da li
se to zaista i poStuje. Sam po sebi ovaj ¢lan ne
sadrzi nista sporno, tim pre $to postoji moni-
toring politickih oglasa od strane Regulatora
(iako skroman i sa brojnim nedostacima), ali
ako ne postoji uvid u uslove pod kojima se
politicki subjekti oglasavaju i(ili) cenovnik
oglasa unapred poznat svim zainteresovanim
subjektima sa jasnom kontrolom na kraju
procesa, tesko je govoriti da li su svi politicki
subjekti imali jednake programske, tehnicke ili
finansijske uslove. Uslovi u izbornim kampa-

Observers are unable to ascertain whether all
political groups have access to advertising un-
der equal and non-discriminatory conditions.
Although the REM does make this guarantee
in principle (in Article 10(1) of the Election
Campaign Rules for the Media) by stating that
‘media outlets are required to broadcast polit-
ical advertising of all interested proponents of
electoral lists and candidates under the same
programming, technical, and financial con-
ditions’, in practice it is impossible to verify
whether this requirement is actually complied
with. In and of itself this provision is not con-
troversial, all the more so as the REM mon-
itors political advertising (albeit in a limited
fashion and with many shortcomings). Never-
theless, unless conditions under which polit-
ical stakeholders can advertise are disclosed,
and/or unless advertising rates are available in
advance to all potential advertisers, with clear
controls in place at the end of the process, it is
difficult to claim that all participants actually
benefit from ‘the same programming, tech-
nical, and financial conditions’. Political ad-
vertising must be accessible to all under equal
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njama moraju da budu jednaki za sve, za ra-
zliku od komercijalnog oglasavanja gde to ne
mora bude slucaj, a u zavisnosti od budzeta
koji su kompanijama na raspolaganju. Deo
problema ¢ine i pla¢eni termini (ili iznajmljeni
termini) koji predstavljaju institut koji se uvodi
kroz podzakonska akta REM-a, a koji zahteva
preciznija odredenja kako se ne bi ponovile
greske iz proslosti kada je regulator dozvolja-
vao i do 120 minuta plaé¢enih termina.

PREPORUKE ZA
PONASANJE MEDIJA U
IZBORNIM KAMPANJA.-
MA

Reforma regulative u izbornoj komunikaciji

je vrlo kompleksan posao jer je disperzirana u
vise zakona i podzakonskih akata, nekoherent-
na je i neusaglasena i intervencije su potrebne
na razli¢itom nivou i u razli¢itom obimu.
Istovremeno, ovo je oblast u kojoj bi se i sa
postoje¢om regulativom mogao da sprovede
solidan izborni proces, ali je dosadasnje iskust-
vo sa REM-om (nekada RRA) pokazalo da se
radi o slaboj, pasivnoj i na politicke pritiske
osetljivoj instituciji.

conditions, unlike commercial advertising,
which need not be so (as businesses may differ
in their advertising spending). The problem is
compounded by the so-called ‘paid advertising
spots’ (also referred to as ‘leased airtime’),
allowed under the REM's byelaws but not rec-
ognised in the Advertising Law. This format
ought to be controlled more tightly to avoid a
repeat of past errors where the regulator used
to allow such slots lasting up to 120 minutes
each.

Reforming electoral communication regula-
tions is a complex exercise, as the rules are
dispersed amongst numerous laws and bye-
laws and are inconsistent and contradictory;
interventions of varying degrees are required
at a number of levels. Even current regula-
tions could guarantee a robust electoral pro-
cess, but experience has shown that the REM
(formerly the National Broadcasting Agency,
or RRA) is weak and passive, and remains
amenable to political pressure.
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PREPORUKA 1: OBAVE-
ZNOST FORMIRA-

NJA NADZORNOG
ODBORA ZA PRACENJE
IZBORA ILI UVODENJE
REGULATORNOG TELA

ZA NADZOR STAMPANIH

| ONLAJN MEDIJA U
IZBORNIM KAMPANJAMA

Predlazemo da se reguli$e ponasanje Stam-
panih i onlajn medija kroz jasne odredbe o (1)
obaveznosti formiranja Nadzornog odbora
Narodne skupstine za pracenje izbora i defini-
sanjem obaveznosti formiranja ovog tela na
lokalnom nivou (kroz Zakon o lokalnim iz-
borima) koji bi, izmedu ostalog, kontrolisao

i ,sredstva javnog obavestavanja“ tokom
kampanje i(ili) (2) kroz delegiranje ovih na-
dleznosti buduéoj profesionalizovanoj izbornoj
administraciji odnosno Centralnom izbornom
telu. Istovremeno, predlazemo da ovo rese-
nje ili oba resenja postanu i deo Pravilnika o
obavezama pruzalaca medijskih usluga tokom
predizborne kampanje koji bi pretrpeo kore-
nite izmene i sveobuhvatno inkorporirao sve
vazne zakonske odredbe u taj podzakonski akt.

We recommend that print and online media be
regulated through clear provisions (1) man-
dating the creation of an Parliamentary Over-
sight Committee for Election Monitoring and
requiring a similar entity to be established at
the local level (under the Local Elections Law),
with responsibilities that would include over-
seeing media outlets in the course of election
campaigns; and/or (2) delegating media over-
sight duties to a future professional electoral
administration or a Central Electoral Body. We
also recommend making either solution (or
both) part of the REM’s Election Campaign
Rules for the Media that would be thoroughly
overhauled so as to incorporate all relevant
statutory provisions.



PREPORUKE ZA PONASANJE MEDIJA U IZBORNIM KAMPANJAMA

PREPORUKA 2: UVODE-
NJE OBAVEIZNOG | SISTE-
MATSKOG MONITORINGA
MEDIJA | MONITORINGA
SPOTOVA/PLACENIH
TERMINA U POLITICKOM
OGLASAVANJU

Kako bi se obezbedili mehanizmi za adek-
vatno pracenje primene zakonskih resenja,
potrebno je jasno i nedvosmisleno definisati
obavezu (kroz Zakon o elektronskim medijima
i/ili Pravilnik REM-a) da regulator mora siste-
matski i samoinicijativno da radi monitoring
izveStavanja medija i placenog oglasavanja i
da o tome obavesti javnost, tokom kampanje
periodi¢no i sveobuhvatno kroz finalni izvestaj
nakon zavrsetka kampanje. Precizirati odred-
bu da REM tokom kampanje mora sistematski
da monitorise medije, sankcionise eventualna
krsenja propisa u veoma kratkim rokovima
zbog prirode takvih sankcija u kampanjama
(do 48 sati) i o tome obavesti javnost (peri-
odi¢no na 15 dana u kampaniji i po zavrsetku
izbora, 30 dana od dana za glasanje). Samo
uz sistematski medijski monitoring mozemo
da imamo uvid da li su mediji imali jednake i
nediskriminatorne uslove za sve politicke sub-
jekte i da li je doslo do krienja izborne propa-
gande tokom izborne tisine.

To ensure meaningful compliance controls are
in place, the regulator must be clearly and un-
ambiguously required (in the Law on Electron-
ic Media and/or the REM’s Rules) to perform
unprompted systematic monitoring of media
reporting and paid advertising and publicly
and comprehensively report the results once
the campaign has ended. The REM must have
the obligation to monitor the media system-
atically in the course of the campaign, sanc-
tion any non-compliance promptly (within 48
hours) given the time constraints of the elec-
tion context, and release public reports (every
15 days during the campaign and 30 days after
polling day). Only such thorough media moni-
toring will allow an assessment of whether the
media have offered equal and non-discrimina-
tory access to all political groups and whether
campaigning has been allowed to continue
during the pre-election blackout period.
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PREPORUKA 3: UVODENJE
SANKCIJA ZA KRSENJE
IZBORNE TISINE U MEDUJI-
MA

U vezi sa izbornom tiSinom, napominjemo da
postoji kazna za procenu rezultata izbora Sto
se u praksi ne desava, ali ne postoji kazna za
krsenje izborne propagande (putem medija),
$to se, neretko, deSava. Definisati nov¢anu ka-
znu za organizacije koje prekrse izbornu pro-
pagandu preko sredstava javnog obavestavan-
ja ili javnih skupova i shodno tome promeniti
¢lan 108. Zakona o izboru narodnih poslanika
koji kaze da ¢e se ,novcanom kaznom od
100.000 do 600.000 dinara kazniti za prekrsaj
organizacija koja objavi procenu rezultata iz-
bora ili prethodne rezultate izbora, suprotno
odredbi ¢lana 5. stav 3. ovog zakona.” CeSID
predlaze i korenite promene koncepta izborne
tisine jer je ovaj institut, kako je sada defini-
san, prevaziden i predug. Skracenje instituta
na 24 sata uoci glasanja, jasno definisano kon-
trolno telo i dobro odmerene sankcije su prvi
koraci koje je na tom putu neophodno uraditi.

A fine is currently envisaged for publishing
election forecasts during the 48-hour blackout
ahead of an election, which never happens,
but no penalty is envisaged for campaigning
(in the media), an almost regular occurrence.
A fine should be introduced for groups that
continue electioneering during the blackout
by an amendment of Article 108 of the Law on
the Election of Members of Parliament, which,
as it stands now, envisages a ‘'misdemeanour
fine of between 100,000 and 600,000 dinars’
levied on ‘any organisation that publishes
projected election results, or the results of

a prior election, in contravention of Article
5(3)". CeSID also proposes a thorough over-
haul of the now obsolete and excessively long
blackout period. Shortening the blackout to
24 hours ahead of polling day, introducing a
clearly defined oversight body, and prescribing
meaningful sanctions for non-compliance are
the first steps that ought to be taken in this
regard.
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PREPORUKA 4: UVODENJE
STRIKTNIJIH PRAVILA ZA
POLITICKO OGLASAVA-
NJE | OGLASAVANJE VAN
PREDIZBORNE KAMPANJE
| JAVNO OBJAVLIJIVAN-
JE CENOVNIKA POLITIC-
KOG OGLASAVANJA NA
POCETKU KAMPANJE

Potrebno je dodati (u Zakonu o oglasavanju),
kroz jedan ili nekoliko ¢lanova, deo o politic¢-
kom oglasavanju koji bi izdvojio i naglasio
klju¢ne specifi¢nosti politickog oglasavanja,
jer se ono u velikoj meri razlikuje od komer-
cijalnog oglasavanja, ponajvise u pogledu
obezbedivanja potpuno nediskriminatornog
pristupa svim politickim subjektima. Potreb-
no je definisati jasnu odredbu da svi mediji
imaju obavezu da, uoci izbora, javno objave
cenovnike politickog oglasavanja, koji bi, bez
diskriminacije, vazili za sve politi¢ke subjekte,
pod apsolutno identi¢nim uslovima, $to bi kon-
trolisala Agencija za borbu protiv korupcije.

One or more new articles should be intro-
duced into the Advertising Law to regulate
political advertising. These provisions would
acknowledge its substantial difference from
commercial advertising, primarily in terms of
the need to ensure a completely level playing
field for all political groups. There ought to
be a clear requirement for all media outlets
to publicise political advertising rates before
an election; these would then apply to all po-
litical groups, without discrimination, under
absolutely identical conditions and subject to
oversight by the Anti-Corruption Agency.
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@ PREPORUKA 5: UNA-
PREDITI MONITORING |
KONTROLU POLITIEKOG
OGLASAVANJA

Potrebno je dodatno unaprediti monitoring
politickog oglasavanja (taj posao na bazicnom
nivou sada radi REM) imajuci u vidu njegovu
zastupljenost i znacaj u kampanjama. Preci-
zirati jasnu metodologiju i merljive indika-
tore i jasno urediti obavezu medija da objave
uslove pod kojima su omogucili politicko
oglasavanje u izbornoj kampanji kao i realizo-
vane medijske planove u pogledu politickog
oglasavanja. Ova preporuka je i direktnoj
korelaciji sa preporukom o tripartitnoj verifik-
aciji troskova od strane Agencije za borbu pro-
tiv korupcije (videti Preporuke za finansiranje
izbornih kampanja).

Improve monitoring of political advertising
(this is now performed at a basic level by the
REM), given its broad reach and influence on
campaigns. Introduce a clear methodology
and measurable indicators and require the
media to publicise the conditions under which
they allowed political advertising in the course
of a campaign, and how political advertising
media plans were executed. This suggestion

is also directly linked to the recommendation
calling for tripartite cost verification by the
Anti-Corruption Agency (see the Recommen-
dations for Political Campaign Finance).
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