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SUMMARY 

The media and society are tightly intertwined in a close and dynamic relationship. Shaped by 
societies, the media also shape societies. This relationship engenders social change that is at the core of 
the current mediatisation process and theory debates (Schulz, 2004; Krotz, 2007; Hjarvard, 2008; Hepp, 
2011). Networked communication technologies reshape the equilibrium of the media/society relationship 
and extend the mediatisation process to new directions. The process is not a straightforward 
technological impact, but a complex accommodation process. In this research we study how the public 
sphere (Habermas, 1991) has been reshaped through networked communication (Cardoso, 2008). We 
focus on four aspects of mediatisation: extension, substitution, amalgamation and accommodation (Schulz, 
2004) to study organizational changes in the process of media production; and media use and practices 
among internet users. 

The main goal is to understand processes of media production, consumption and their interrelations, 
with regard to public communication through new, online and networked media. Specific goals include 
contributions to development of the mediatisation theory; establishment of a classification of online 
media in Croatia; development of mixed methods research designs and providing impetus to related 
public policies. We employ a sequential, explorative research strategy (Creswell, 2009). In the first stage, 
we conduct multiple, qualitative case studies of the processes of organizational change in different online 
media. In the second, intermediary stage we construct survey questionnaires based on previous 
qualitative work. In the third stage, we use a survey on a national representative sample and provide 
further analytical conclusions derived from the research. The potential users of our research results 
include: scientific research communities, media industry, media organizations, policy decision-makers, 
regulatory institutions, and various NGOs. 
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1. Introduction 

 The main research question of the NETCOMM project is to understand how the internet 

is reshaping the public sphere in Croatia. A brief overview of the existing statistics on audience 

share shows that the online space is dominated by global companies or local media in 

transnational ownership (see ANNEX 2, p.14). To what extent is the plurality of views in online 

media production emphasized, and to what extent do the audiences participate in democratic 

processes, remains mostly unexplored. In the past twenty years, the social change in Croatia 

has been marked by market liberalisation and privatisation, liberalisation of personal and 

social freedoms and socio-cultural change in dominant values and cultural identities. All of 

these changes have affected the media and the mediated public sphere and were sometimes 

directly promoted by the media. We use mediatisation theory to explain the complex 

interactions between social change and media and communication change. To explore these 

phenomena we study differences between online media organisations operating in the political 

and economic context of the Croatian media space and also socio-cultural differences in 

audience behaviour. We aim to capture the multidimensionality of social and media change. 

Simultaneously we analyze the internet as infrastructure which enables various actors to 

communicate and participate and as digital technology which media organisations use to adapt 

and change their media production.  

2. Dynamics of media and social change 

The contemporary late-modern societies are characterized by an increased number of 

available media and by changes in communication processes. However, quantitatively based 

analyses are not enough to claim that a dramatic social and cultural change is underway. This is 

why the difference between mediation and mediatisation is often stressed in current literature 

(e.g., Krotz, 2014). Mediatisation relates to broader meta-changes in media and communication 

which affect everyday life, personal and collective identities and culture and society as a whole 

(Krotz, 2007, 2009, 2014). This long-term process can be analysed on different levels of social 

reality, depending on socio-historical specificities of different societies. Mediatisation theory 

studies long-term interrelations between media and communication, on the one hand, and 

socio-cultural change, on the other hand (Hepp, 2013). The process relates to all areas of 

society including the mediatisation of politics (Mazzoleni and Schulz, 2004) and mediatisation 

of the economy and corporate actions (Palllas and Fredrikson, 2013; Pallas et al. 2014.). Schulz 

(2004) claims that there are four main dimensions in which the media are important for the 

mediatisation process. First, the media enable the extension of communication beyond physical 

and spatial limitations of human communication. Second, the media substitute certain social 

activities and institutions and simultaneously change their characteristics. Third, the media 

amalgamate various social activities and institutions. Fourth, actors from economy, politics, 

sports, entertainment and other areas accommodate to the media in various ways. This is 

reflected in our working definitions of the media and mediatization. 

 



 
 

 

6 

WORKING DEFINITIONS 

 The media enable, support and change communication. Every medium enables 
symbolic expression in the experiential space of its users. The structural dimension of 
the media entails specific technologies and specific practices which shape media 
cultures, institutions, rules, etc. (Krotz, 2014: 79). The definition is used for both mass 
and networked communication. 

 Mediatisation is a process in which the media influence social institutions, and in 
which social institutions influence the media (Hjarvard, 2011). Society and culture 
change with media and communication change. The process can be detected on various 
levels of social reality. The main dimensions are ˝extension˝, ˝substitution˝, 
˝amalgamation˝ and ˝accommodation” (Schulz, 2004) of communication, media and 
social activities.  

2.1. Power relations 

The scope of mediatisation is comparable to other meta-processes such as globalisation, 

individualisation and commercialisation (Krotz, 2007). However, while mediatisation theorists 

focus extensively on changes in mediated communication, they focus less on social change 

(Couldry, 2014). Similarly, Deacon and Stranyer (2014: 3, 4) believe that mediatisation theory 

needs to put more emphasis on the actors that drive social change (e.g. advertisers and 

transnational media), power relations outside the media and their media logic. The media and 

communication depend on broader processes of commodification, spatial expansion of 

communication and structuration of social relations based on gender, class and other 

inequalities (Mosco, 2009). Communication develops between issues connected to commercial 

interests on the one hand and social justice on the other (McChesney, 2000). Digital 

technologies are not neutral since their social relevance will depend on the actors that use 

them, and the way in which they communicate in the public sphere. It is, therefore, necessary 

to study empirically the ways in which media and social change are constituted in local 

contexts, as well as to take into account the political and economic power relations that 

inevitably structure these processes.  

WORKING DEFINITIONS 

 The political economy of communication studies power relations which constitute 
the production, distribution and consumption of communication resources (Mosco, 
2009: 2). Although the dynamics of power may vary substantially, studying production, 
distribution and consumption of communication is equally important for mass and 
networked communication.  

3. Public sphere 
The public sphere is a space where citizens communicate and discuss ways of social 

governance. In all contemporary public spheres the media is the infrastructure enabling 

distribution and exchange of information, knowledge and arguments related to facts, problems 

and possible solutions (Gripsrud and Moe, 2010: 9). Since the nineties, the media 

infrastructure is being intensively digitised worldwide. The dissolution of the public sphere 
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due to consumer specialisation, technological change and development (digitalisation), as well 

segmentation and audience multiplication have led to a loss of the public as a constitutive 

element of the public sphere (Splichal, 2010), with the public sphere becoming less integrated 

and more multiplied into diversified public spheres (Fraser, 1992).In Croatia, the structural 

transformation of the public sphere is dependent on the transition process, particularly in the 

last twenty years when privatisation and commercialisation of the media, along with rapid 

expansion of electronic and digital media, occurred. Rapid expansion of liberal capitalism did 

not enable the full formation and specialisation of public communication spheres, but has 

instead enabled an intense segmentation of the public, caused difficulty in communication, and 

reduced public debate to marginal issues and the avoidance of responsibility in 

communication.  

WORKING DEFINITIONS 

 The public sphere is a dynamic and unstable communication phenomenon, or a media 
construction, dependent on communication technologies and organisational capacities 
of social groups seeking broad social visibility.  Visibility can be achieved by strategic 
decisions and promotion of specific values which are dependent on audience interests, 
their strategies and values.  

 The public sphere is a social space between the state and the market in which the 
audience can participate in the political process and opinion confrontation. The public 
sphere is the central space for democratic processes in modern societies. It is being 
increasingly fragmented in late modern societies. 

3.1. Digital public sphere 

 The internet supports significant heterogeneity of communication which also displays a 

negative side in the fragmentation of the public sphere into isolated areas of political 

communication (Dahlgren, 2005). Bohman (2005) also believes that the internet increases 

interactivity, but not necessarily the dialogue in communication. Furthermore, he believes the 

internet to be embedded in institutions that do not have vested interests in promoting a 

democratic public sphere. Dahlberg (2007) states that differences in social, cultural and 

economic status influence the possibility for participation in communication and interaction. 

However, the expectations that rational deliberation might surpass disagreements and lead to 

social consensus and cohesion are, according to the author, unrealistic. Furthermore, diversity 

is the constitutive characteristic of democracy and there is no need for it to be transcended by 

a rational consensus. The confrontation of discourses and norms is the basis of democracy.  

 WORKING DEFINITIONS 

 The internet has fragmented and de-centred the public sphere. The internet 
simultaneously increases heterogeneity and diversity of communication in 
contemporary society.  
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4. Media production 
Organising media production is a social process (Clegg, Hardy, 1999) that involves public 

communication with the widest possible audience. News organisations create routines and 

frames to perceive and define ongoing phenomena (Tuchman, 1973). Digital technologies bring 

changes to these routines which creates a demand for new resources based on the belief that 

new structures may bring positive values to organisations (Tolbert, Zucker, 1999), whether 

defined as economic gain or promotion of certain democratic values. To study the production 

process it is necessary to take into account three different aspects: basic political and economic 

preconditions, organisational foundations of the media, and textual news articulation 

(Tuchman, 2002). In addition, media production always relates to ˝implicit audience˝ 

(Livingstone, 1998) of readers, citizens and/or consumers which needs to be taken into 

account as part of its organising process. Broader socio-cultural influences of digital 

technologies on changes in the processes of democratisation and on shaping the public sphere 

are yet to be studied systematically in Croatia. However, it can be said that production and 

consumption of news are changing in various ways. The process of mediatisation is evident, 

among other areas, in the active reconstruction of ˝old˝ practices and the anticipation of new 

types of action (Raviola, Norbäck, 2013), or new ways of media production within media 

organisations.  

WORKING DEFINITIONS 

 Media production relies on the political and economic context, organisational 
capacities of the media, textual articulation of news and the implicit or intended 
audience of public communication. 

 Media organisations are in a constant state of flux by establishing new relations 
towards their environment and other organisations. In that process digital technologies 
reconstruct existing practices and demand for new ways of action. This process changes 
the role of the journalist, while simultaneously increasing the number of involved actors 
in media production. 

5. Media audiences 
The public sphere includes audience participation in communication processes connected 

to key social issues. Unlike access and interaction which are narrow forms of communication, 

participation involves active engagement of citizens in the decision making process 

(Carpentier, 2011). Similarly, Dahlgren (2011) believes participation to be a multidimensional 

process that involves specific goals of communication, ways of communicating, motivations of 

communicating participants, social embedding of communication, and visibility of 

communication. The main sources of income and financial sustainability for media industries 

are advertising revenues which direct the attention of media production to different audiences.  

Audience participation will, therefore, depend on the influence of market experts and political 

consultants (Gandy Jr., 2001) who are seeking the widest audience reach. Additionally, 

commodification is much stronger in online communication since networked technologies 

enable sophisticated and detailed possibilities for tracing and quantifying audience activities 

(Passoth et al. 2014). 
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WORKING DEFINITIONS 

 Media audiences are a constitutive part of public communication in the public sphere. 
 An audience of citizens participates actively in decision making if power relations are 

relatively egalitarian. Participation is a multidimensional process which includes the 
direction of communication, way of communication, motivation of participants, social 
contextualization of communication and visibility of communication (Dahlgren, 2011). 

 Consumer audience is under the influence of marketing experts and political 
consultants who are interested in the activities, characteristics and size of the audiences 
relevant for advertisers and political actors. 

6. The context of the Croatian networked space1 
The Croatian media are changing rapidly under the influence of global media industries, 

introduction of new technologies, privatisation and liberalisation of the media enabling the 

creation and opening of media markets, and reduction in public subsidies. The structure of 

media ownership remains non-transparent despite regulation of ownership and ownership 

shares. This is reflected in the fragmentation of the media market on the one hand, and media 

concentration on the other. Market liberalisation did not create a functioning market in 

Croatia. Most of the privatised media were directed towards transnational companies which 

operate in bigger markets. State interventions through funds and supports do not direct the 

media in public ownership toward transparent and financially viable business models. The 

dilemma between the private and the public permanently oscillates in Croatian media policy.  

In Croatia numerous laws directly regulate electronic media and electronic 

communication. The Electronic Media Act (EMA) (OG 2009, 2011, 2013) is crucial since it 

includes the definition and scope of audio and audiovisual services including television and 

radio programs, as well as electronic publications. The overall legal framework is an indicator 

of rapid adjustment to European directives and standards. Despite the scope of normative 

regulation, online publishing and networking is mostly un-regulated. The EMA (OG 2013) 

improved the electronic publications definition (editorial websites) but the overall regulation 

is still non-existent. Diversity and transparency of public communication is clouded by poorly 

regulated market, unclear ownership and concentration and neglect of social influence of 

digital services and networked communication as a whole. Supervisory bodies and key actors 

are state bodies including the Parliament passing legislation, the Ministry of Culture shaping 

and directing media policy, the Agency for Electronic Media and the Croatian Regulatory 

Authority for Network Industries (HAKOM). Despite intentions towards catching up with rapid 

changes of the media, the Croatian policy lags behind radical changes in organisation and 

functioning of the media and fluctuates between state and political sponsorship on the one 

hand, and rapid, unregulated liberalisation of the media market on the other hand.  

 

                                                           
1 For basic structural data see ANNEX 2 on page 14 
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WORKING DEFINITIONS 

 Media policy is a public policy focused on regulating and harmonising media activities 
as well as on accepting and respecting values such as media independence, freedom of 
speech, privacy protection, etc.  

 Media policy deals with communication technologies, actions and content that 
mediatises public activities and public interests and the overall regulation of media 
activities. 

7. Conclusion 

The public sphere is under strong influence of media and social change in modern and late-

modern societies. On the one hand, digital infrastructure and digital technologies bring changes 

in social organisation, communication and availability and heterogeneity of communication. On 

the other hand, democratisation and commodification, particularly emphasized in the Croatian 

post-communist transition, are two poles determining the structure of the public sphere. 

Within that sphere and in the process of public communication different actors in media 

organisations produce media content in line with their interests, goals and values, directing 

that content to implied audiences. Audiences also communicate and participate in these 

changes. The goal of this project is to study points of connection between media production 

and media audiences in networked communication in Croatia. For a detailed overview of the 

research design see ANNEX 1 on page 10. 

ANNEX 1: RESEARCH DESIGN 
The main objective of this research proposal is to understand the processes of media 

production, consumption and their complex interrelations, with regard to public 

communication through new, online and networked media in Croatia. Even a quick overview of 

the online space in Croatian language demonstrates intertwined practices of already existing, 

offline media practices, and exclusively online media practices. The existence of global 

networking services and other communication tools makes this space ever more complex. The 

table below is a preliminary attempt to classify the media operating in this space. We choose to 

focus on the process of mediatisation within media organizations to see how they adapt their 

organizational environments and work relations to accommodate these new technologies. This 

is hypothesized to have various effects on the organization of the production process. 

Type of media 

organization 

Editorial Examples 

A) Extension of the 

existing media 

practices 

Yes 
HRT, Dnevnik.hr, Jutarnji 

list, Novi list, etc. 

B) Substitution of 

other media 

practices with 

Yes Net.hr, Indeks.hr, T-portal, 

H-alter, Modernavremena, 
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exclusively online 

practices 

etc. 

C) Global platforms 

and inter-media 

amalgamation 

 

 

Partial (if the software is 

used for moderating articles 

and/or article comments 

within organization types A 

and B) 

 

Wiki,2 SNS,3 blogs, forums, 

etc. 

 

 

Table 1: preliminary classification of online media 

The first organizational type (type A) is characterized by the extension of the already existing 

media practices (print, radio, television broadcasting) in online space. This requires a change 

in editorial practices to accommodate new channels of communication and new communicative 

practices. The processes of extending the existing practices into online space are likely to shape 

the organizational aspects of these types of media. The second type (type B) is characterized by 

substitution of all other activities with an exclusive focus on online production. This would 

entail a development of organizational practices well adapted to the online media environment 

without any activity in the offline environment. The third type (type C) represents a mixture 

and amalgamation of global platforms that are used by themselves or in combination with the 

previous organizational types. Taken together, these practices represent the processes of 

networking of the new communicative practices and form the framework of an online public 

sphere. Audience practices and orientations towards these media are also likely to take 

different shapes of accommodating media technologies in their social environments, whether 

these be in active production through global platforms as the extension of personal 

communicative practices; in the substitution of previous information sources and media habits 

with new ones; or in the amalgamation of different practices into unique personal or collective 

experiences. All these practices jointly change the outlook of the public sphere in Croatia. By 

exploring the practices that engender the mentioned shapes we hope to achieve several closely 

connected theoretical, methodological and practical goals. 

Theoretical goals:  

 Developing mediatisation theory with regard to the internet and new media 
 Creating a typology of networked, online media as an integrated media space in Croatia 

Methodological goals: 

 Developing a mixed-method research design 
 Creating code matrices of online communicative action 
 Constructing survey instruments 

                                                           
2 A type of social software used for various collaborative tasks and projects. The most famous global project based on this software is 
Wikipedia 
3Social network services (SNS) as a form of social software used for maintaining personal and professional social networks. The most famous 
global examples include Facebook and Twitter. 
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Public policy development goals: 

 Giving a sound basis for future media and internet policies in the fields of: media and 
information literacy, political participation, media pluralism, media freedom and 
independence, journalists’ rights, etc. 

 Providing a typology of online media in Croatia 

These goals will be reached by answering one core and a number of specific research 

questions. 

Core research question: 

 How is the internet re-shaping the mediated public sphere in Croatia? 
 

Specific research questions: 

 Who, how, and to what extent is using new media in the public sphere in Croatia? 
 What are the online strategies of the media that already have an offline media 

organization? How do they shape the public sphere? What are the connections between 
them and their audiences? 

 What are the online strategies of the media that only have online media activity? How do 
they shape the public sphere? What are the connections between them and their 
audiences? 

 What are the online strategies of users using global platforms? Why do they comment and 
how do they perceive online media in Croatia? 

 What are the general attitudes of citizens towards online media? What media do they 
prefer? To what extent do they combine different media into unique experiences? What are 
the regional differences? What socio-demographic and socio-economic differences exist? 
What are the differences between internet users and non-users in their media 
consumption practices? 

 Which legal frameworks need to be adapted through public policies for improving the 
democratic aspects of the online public sphere? 

 

Studying changes in the sphere of public communication requires the creation of a solid 

documentary basis on the types of online media we encounter in Croatia and a broader 

connection between the internet and the development of the public sphere. This will be done in 

connection with the existing mediatisation theory which we hope to expand in order to include 

specific media practices on national and regional levels. Creation of a typology and 

classification of networked media and the estimate of the effects of the rapid expansion of 

internet usage in the context of general social and democratic changes should be established. 

Due to limited previous research in this area it is necessary to develop an exploratory 

sequential research design which should enrich our theoretical understanding on the one hand, 

and offer better understanding of the mediatisation processes on the other hand. This might 

prove useful for the improvement of the formulation of new public media and internet policies 

with regard to the regulatory framework, improvement of the functioning of the media market 

and media organizations, and improvement of access to various media and information content 
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in the general population. The creation of a scientific basis for media and internet policies 

should put us on the path away from fragmented, and towards integrated media and internet 

policies. The creation of an all-encompassing media policy would strongly promote democratic 

interests in public debates and create a media market in which these interests could be 

adequately presented and eventually defended. This would contribute to the overall 

functioning of media organizations and raise the professional standards of media production in 

these organizations. The potential users of our research results would be different media 

organizations on national and regional levels, media industry as a whole, media policy 

decision-makers, related Parliamentary bodies, Agency for Electronic Media (AEM), Croatian 

Post and Telecommunications Agency (HAKOM), Croatian Audiovisual Centre (HAVC), various 

NGOs interested in aspects of the media and communication system, etc.  

Methodology 

Mediatisation theory focuses on complex interactions between the media and social change at 

different levels. To understand this complexity we need to employ a sequential, exploratory 

mixed methods approach (Creswell, 2009). Apart from basic statistics about internet 

penetration levels and fragmented micro-studies we know very little about social change and 

the networked media and the internet in Croatia. Media production in online space is still in a 

state of flux and media organizations are looking for ways to utilize new communication 

technologies and reach their audiences and publics through new channels, and with new media 

products and formats. The audiences simultaneously have more channels and media to choose 

from and can produce media content themselves through social software and social media. To 

understand this complexity we will start with a qualitative study to better understand media 

production processes. We will create analytical categories and improve the preliminary 

classification (table 1) to reach the stage of a more nuanced ˝analytical generalization˝ (Yin, 

1994). The qualitative stage is largely informed by organizational ethnography studies. Instead 

of focusing on organizations as objective, concrete, material, and unproblematic entities we 

focus on the process of organizing out of which a sense of organization unfolds (Schwartzman, 

1993: 36).In a quantitative part of the study we will determine how much and in what way do 

the audiences perceive these organizational strategies and how do they use, combine and 

create their own practices and routines. This stage will therefore complement the production 

analysis by looking at consumption practices in Croatian population. In this way we will 

combine the inductive qualitative logic with the deductive quantitative logic in a mixed 

methods research design. The quantitative part of the study will allow us to gain broader 

insight into general audience behaviour in Croatia regarding the consumption of online media. 

We will conduct a cross-sectional study to determine patterns of combining online media with 

other media practices and seek-out differences between internet users and non-users, regional 

differences, socio-economic differences, etc. We will analyse a stratified sample of Croatian 

general population to account for various specificities of the population. Due to a lack of 

previous research, survey instruments are needed to be created so as to collect quantitative 

data. Major content sections of the survey are likely to include analytical aspects of 
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mediatisation, i.e. including extension, substitution, amalgamation and accommodation in order 

to account for audience practices of dealing with the networked media environment. 

Research will be conducted in three main stages: 

1) The collection and analysis of qualitative data. Based on the preliminary classification of 
online media (table 1) we will conduct multiple case studies of three different types of 
media organizations based on their organizational documents (strategies, media 
statutes, ethics codes, etc.);face-to-face, semi-structured interviews with relevant actors 
(journalists, editors, webmasters, administrators), analyses of articles and article 
comments by the audiences and readers in online space. All data will be coded and 
classified to create a fuller picture of the online media and to advance the preliminary 
classification (table 1). We will use various coding techniques including in vivo, process, 
initial, axial, focused and theoretical (Saldaña, 2009).Computer assisted qualitative data 
analysis software (CAQDAS) will be used to better manage and organize the large 
quantities of data. 
 

2) Based on the improved classification, survey instruments will be constructed in the 
second, intermediary stage. We will determine stratified samples and create a set of 
hypotheses regarding audience behaviour with regard to online media. The survey 
instrument will be employed in the third phase of our research. 
 

3) Survey data collection and analysis. Constructed surveys will be used on a stratified 
sample to enable broader generalization and comparisons within the Croatian general 
population. Statistical analysis software will be used in this research stage. After the 
final data analysis the classification (table 1) will be further improved and modified to 
include various audience habits and preferences.  

 

Mixed method research is an approach that considers multiple viewpoints, perspectives and 

standpoints for the purposes of ‘breadth and depth of understanding’ (Johnson et al. 2007: 

123). We particularly take heed of the complementarity principle where different 

methodologies can enlighten different aspects of a complex research question supported by 

reference to a common theoretical framework (Jensen, 2002: 272). The restructuration of the 

public sphere through networked communication is a complex phenomenon that is evident 

both in media production and new audience practices. This phenomenon is largely unexplored 

in Croatia and there is a need to establish sound theoretical understanding of the process as 

well as to create new measuring instruments for these types of phenomena. 

ANNEX 2: BASIC STRUCTURAL DATA 
The countries with the highest percentage of internet users are Luxembourg (93 

percent), Sweden (92 percent) and Denmark (91 percent) while the countries with the lowest 

share are Romania (45 percent), Bulgaria (51 percent), Greece and Italy (56 percent). By the 

end of 2013 Croatia had 63 percent of internet users. Croatia is ranked 23rd among EU 

countries. Countries ranked lower are Romania, Bulgaria, Greece, Italy, Poland and Portugal 
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(Eurostat, 2014). The number of internet users in Croatia, as in other EU countries, is on the 

rise. However, Croatia is lagging behind most EU countries.  

The data on most visited websites is provided by a market research agency Gemius 

(www.audience.com.hr) which has been following internet use in Croatia since 2008. Exact 

numbers on website visitors are not entirely precise. An even more difficult problem is 

determining the frequency of visits to international websites by Croatian citizens. This 

information was obtained from the alexa.com websites which is a service provided by 

amazon.com. Their data can only be taken as an indicator for possible views. The following 

chart shows the average yearly internet website reach between 2010 and 2014. 

Chart 1: Internet website reach between 2010 and 2014 

 

Source: GemiusAudience 

Internet websites with the highest reach in 2010, 2011 and 2012 were net.hr, tportal.hr 

and index.hr, all websites that only publish online. In 2012 and, particularly in 2013 and 2014, 

there is a noticeable increase for websites that also have a print edition, and decrease for 

websites that only publish online. In 2013 and 2014 the situation shifts towards large 

publishing houses. The most visited websites belong to Styria and EPH and include 24sata.hr, 

jutarnji.hr and večernji.hr. Websites such as net.hr and tportal.hr have reached 35 percent in 

2014 (index.hr does not participate in Gemius research since 2014). We see from the chart that 

slobodnadalmacija.hr and RTL have reached top ten websites in 2013 and 2014.An additional 

interesting trend is a drop in visits for websites shaped by the users themselves such as 

forum.hr, blog.hr and bloger.hr. For example, forum.hr and blog.hr have reached almost 40 

percent in 2010 and in 2013 less than 15 percent. According to alexa.com the most visited 
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international websites in Croatia are Google, Facebook and YouTube. They are also three most 

popular websites globally.  

From the data provided by The Croatian Association for Market Communication 

(HURA)all media, except for the internet, have recorded a drop in advertising revenues in the 

last six years. On the one hand, the biggest drop is recorded by the print media which in 2008 

had revenues of 785 million HRK and in 2013 only 330 million HRK. On the other hand, 

advertisers have invested only 30 million HRK in the internet in 2008 and 107 million HRK in 

2013. 
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