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Serbia recommendations

The Anger Monitor was carried out in six countries in September 2023
(Serbia, Bosnia and Herzegovina, Hungary, Poland, France and the UK)
looking into the quality and quantity of anger and agency in each country.

The results show that the majority of people are angry about multiple issues,
ranging from recent crises like inflation to perennials like governmental
corruption and climate change. It highlighted high levels of both personal
and political powerlessness in many countries but also demonstrated a
clear link between anger and action. Lastly, through our Anger Type
segmentation (learn more in this short guide), we identified a group of
people who hold Constructive anger, our best allies for using anger to create
change.

The Anger Monitor offers an opportunity for changemakers to to engage
with anger, an emotion often weaponised and owned by populists or the far-
right. This powerful emotion cannot be ignored and offers unique
opportunities to help you reach your goals.

We have synthesised the data from the latest survey into these three key
recommendations explicitly designed for the Serbia. These should be

considered alongside our general recommendations in the All Country
Paper. You can find the full questionnaire for reference here.

Recommendations

Give agency to the precarious Anger Types

Work with the Constructives

Use the data to create aligned stories for the Anger Types



https://mindworkslab.org/angermonitor/anger-types/
https://mindworkslab.org/angermonitor/anger-types/
https://mindworkslab.org/wp-content/uploads/2023/12/Anger-Monitor-2.0_All-Country-Paper.pdf
https://mindworkslab.org/wp-content/uploads/2023/12/Anger-Monitor-2.0_All-Country-Paper.pdf
https://mindworkslab.org/wp-content/uploads/2023/12/Anger-Monitor-Questionnaire.pdf

Give agency to the
precarious Anger Types

To avoid potential backlash in the country that could result in the deterioration of
the social fabric and further polarisation (including climate change becoming a
part of the culture wars), we recommend empowering audiences as a crucial
component of your campaign.
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Fig. 1: Political and personal power in the six countries, measured as the average of four statements on

hlgh disempowerment_ political and three on personal power. Values are the difference between those who agree and disagree with
the statement.

The amount of political power is low among all Anger Types, with Restrained and Supremacy feeling the

least power. Personal power is also dangerously low though the two dominant anger groups in the country,

Supremacy (29%) and Constructive (25%), show stark differences (see Fig. 2).
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Fig. 2: The political and personal power of different anger types in Serbia. This is measured using
the average scores on four statements about political power and three statements on personal
power. The values are the difference between those who agree and disagree with the statements.
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Anger Culture

Together with Poland and France, Serbia is in
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the group of anger extroverts. An extroverted
anger culture drives high anger-driven activity
rates, with Serbia showing very high anger-to-
action conversion (comparing how angry
people are on an issue to if they took action
in the last twelve months).
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Fig. 5: Emotions and emotional trends in Serbia. Emotions were measured as the percentage of people who felt the emotion often or very often in the past two weeks. The trend
was calculated by creating the difference between those who saw the emotion increase and those who saw a decrease in the past year.



« Create tailor-made communication for the three precarious anger types (Narcissistic, Supremacy and
Rogue. (See Recommendation 3)

« Use security as the central value in your communication (see All Country Paper)

o Create projects around alternative economics like prosumer, coops, or Commons, highlight the

empowerment components of these projects.

« Take an attitude of ‘if the government ignores us, we ignore the government’. Instead, try to trick the
system, not fight it.

« Try to channel people’s action habits towards projects or movements that can bring about results (for
instance, in the climate context, use adaptation rather than mitigation) and avoid driving people towards

protests at the Government, which will only increase their sense of powerlessness and frustration.

« Offer participatory democratic systems (on those political levels where possible), for example, citizen
assemblies.

« Host conversions between Constructives and the precarious Anger Types together to talk about
security, control and agency. Mindworks has developed multiple conversation formats to achieve such
objectives and can handle hundreds of conversations with minimum resources ranging from seminars

to digital conversation spaces (Time to Talk).

« Publish selective Anger Monitor results to show the commonalities people have as the first step to

fostering more understanding and communal approaches (see Recommendation 3 in BiH paper)

« Create communal agency to build more resilient personal agency by finding engagement forms that

unite people.

For all these steps, Mindworks can provide you with guidance or help you design your campaign or content.

You can reach us here.


https://mindworkslab.org/wp-content/uploads/2023/12/Anger-Monitor-2.0_All-Country-Paper.pdf
https://maps.greenpeace.org/maps/gpint/alternativefutures/?id=8
https://maps.greenpeace.org/maps/gpint/alternativefutures/?id=8
https://docs.google.com/document/d/1Emgx7UxziTLhonk7x_JB3guMNNVrVxP6L8hmzIdIhQw/edit?usp=sharing
https://docs.google.com/presentation/d/1wm0_2E-M0-u8gfqxBtusUHzQiJaKjGKtRmfe5CjOlXg/edit?usp=sharing
https://mindworkslab.org/wp-content/uploads/2023/12/Anger-Monitor-2.0_BiH.pdf
mailto:hello@mindworkslab.org

Work with the
Constructives

With the biggest number of any country, the Constructives in Serbia are a political
force you should cultivate and engage in your projects.

Serbia has the highest % of Constructive Anger Types of any country at 26%. This Anger Type strives to turn
their anger into actions that will eliminate the cause of their anger or injustice, making them a natural ally to
political campaigning. For environmental and climate campaigns in particular, there is a lot of potential for

engaging further with and growing this group

Anger Types: Serbia

Fig. 6: The percentage of different Anger Types in Serbia. The segmentation builds on a
set of questions and Anger Types consist of those that fall into one group (pure) and
those that align with two anger types (counted in both groups). Individuals who aligned
with more than two groups were counted as the mixed group.
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Constructives are the most personally
empowered group in Serbia (see Fig. 2).
Although they experienced less anger in the
past two weeks and saw their anger decline
over the past year, Constructives are angrier on
most issues: 10% on violence acceptance, 20%
on cost of living and climate and environment
and 50% more on immigration.

Except for immigration, where they are as
active as the whole group, they are also more
engaged, with 10% more on cost of living and
violence acceptance and 30% more on climate.

Anger to Action: Constructives
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Fig. 4: Anger activation for the Constructives on four issues showing percentage of very and quite angry
people against the percentage of people who took action on the issue of anger (average of off- and online

action). The size of the circle and the number on the top resemble the conversion rate.
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Constructives are also more optimistic and less nostalgic than other groups, especially Supremacy
Anger Types; this is a sign that they are more likely not to hold less of a scarcity mindset. In contrast
to other groups, their leading cause of anger is seeing other people treated unfairly; uncertainty
comes second. They also show incredibly high agreement to be willing to help other people, 93%.
Meanwhile, 83% feel responsible for others, and 87% respect different views. Inviting them into your
project (recommendation 1) provides opportunities to empower precarious anger types.

Like other Anger Types in Serbia, they are mainly focused on individual actions. Nevertheless,

sufficient numbers of the Constructives engage in forms like volunteering 29% or joining a group
51%. These people allow you to build communal activities and conversations around them.

« Develop tailor-made conversation strategies for the Constructive anger type (see Recommendation 3).

« Use anger to engage Constructives in your campaigns. Praise their agency and willingness to take

action.

« First, build communities of Constructives around shared narratives and values. Create stories and set

examples for collective agency.

« Then, create engagement forms like conversations that allow Constructives to reach out to the

precarious anger groups to support your efforts on Recommendation 1.
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Use the data to
engage different Anger
Types

In recommendation 1 and 2, we advise to engage different Anger Types. As they
are distributed throughout different demographics, the best way to reach them is
with tailored communication and narratives. The Anger Monitor can provide
information to identify narrative elements and engagement triggers.

The Anger Monitor provides a lot of information about the emotions these groups feel, the villains, heroes,
and victims in their story, the triggers and causes for motivation, and their perceived agency to create
change. It also provides information on preferred types of political activities.
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Fig. 8: Answers of the different anger groups to AM questions that help construct engagement stories. Dots show percentages of people agreeing to specific statements.
The radar graph allows us to identify where narratives overlap and where they become group-specific.



« Use the Anger Monitor data to create deep narratives adapted to each Anger Type you want to engage

(their triggers, villains, main emotions etc.)

« Use the above to create a cheat sheet that will guide your communications and messaging.

« A-B test different types of content on social media

« Advance your knowledge of Anger Types in the next round of the Monitor (pick up on the unknowns and

ambiguities in the questionnaire).

« Compliment the data with qualitative research (such as focus groups).
o Use the Anger Monitor segmentation model to recruit different Anger Types then do a deep dive to
better understand your main Anger Types and how to engage with them.
o Revise deep narratives and cheat sheets.

o Develop social media segmentation criteria from the above for social media advertisement.

For all these steps, Mindworks can provide you with guidance or help you design your campaign or content.

You can reach us here.

[EF v ? Vs If you want to explore the complete questionnaire and data set, you can access
g it here. If you want to know more about our methodology, please see our FAQ

here.

If you'd like to organise a workshop on how to apply these insights to your

L= = work, send us an email at hello@mindworkslab.org

We are very grateful to the group of experts who gave their time, reflections and input to set this piece of
work in its national context.

Core team: Stefan Flothmann, Diya Deb, Samatha Balachandran, Robin Perkins, Leon Neubeck

Serbia experts: Vujo llic, Hristina Vojvodic, Vladan Séeki¢, Nemanja Milovi¢, lvana Jové&ié
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