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“
If we look at the expert definitions 

of communication, they all suggest 

that it is a way of exchanging 

information or conveying messages. 

Although what first comes to mind 

is that we convey messages by 

words, communication is actually 

the least about what we say, and 

much more about how we say it and 

the way we communicate something. 

All these non-verbal signals — our 

appearance, facial expressions, tone 

and inflection of voice and volume of 

speaking — account for as much as 

90% in establishing relationships and 

receiving messages in interpersonal 

communication. 

Why communication? Because 
it’s at the foundation of all our 
relationships. At the core of 
everything we do. Everything is 
communication — every spoken 
word, every movement, every 
thought. Even when we are not 

communicating, we’re actually 
sending a message. It is often said 
that “we speak at times, and we 
send messages all the time.”

When we take all this into 

consideration, we can say that 

communication is a skill that 

is learned throughout life. It is 

important because it is precisely 

by communicating that we learn, 

discover, grasp, and know. We 

discover, educate, and inform. It is 

vital in crisis situations, when only 

timely and appropriate communication 

can protect us and pull us out of 

negativity.

“If you can’t communicate, it’s 
like winking at a girl in the dark 
— nothing happens. You can 
have all the brainpower in the 
world, but you have to be able to 
transmit it. And the transmission 
is communication,” said investor 

Warren Buffett, one of the 
richest and most experienced 
people in the world.

Communication is all around us. 
Today, anything can be a channel 
of communication. Not just 
verbal communication, but also 
television, radio, laptops, and 
social media. So, take care of how 
you communicate. Try to think 
things through before you say 
anything, and even more so before 
you respond. Communicate with 
others the way you would like them 
to communicate with you. 

And use these days to read 
our handbook that addresses 
communication and its role and 
importance. We are certain you will 
come across new insights and good 
ideas.

Take care and stay healthy,

WHY 
COMMUNICATION?

Yours 
Aleksandra Kožul 

Communication Director 
(External, Internal and Digital) 
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The world is already adjusting to 
the pandemic life — companies are 
designing new products in line with 
changing consumer habits, 
and communication 
is predominantly 
moving to 
online 
platforms. 
What makes 
companies 
that will 
come out 
as winners 
from this 
situation 
stand out is 
regular, quick, 
and effective 
communication with 
everyone involved in 
their business.

The importance of knowing 
crisis communication 
and its appropriate 
implementation is 
undoubtedly coming to the 
forefront, says Novaston’s 

Corporate Communications Director 
Aleksandra Kožul, using our company 
as an example. 

“When crisis hits, we have 
to be already prepared 

to respond immediately 
to issues and challe

nges. Already at 
the early signs, 
our company 
formed a cri
sis team and 
introduced 
clear lines 
of commu
nication 

within the 
crisis commu
nication plan, 
both internal 
and external. 
The goal was 
to send a clear 

message to both em
ployees and clients, as well as 

to help them navigate the sea 
of misinformation. While stay

ing calm and rational, we quickly 

made decisions rooted solely in verified 
information, viewed from multiple per
spectives. Only by adhering to all the 
predetermined steps will the results be 
positive, and we can come out from the 
crisis with little or no consequence.” 
explains Aleksandra Kožul.

Business continuity is imperative for 
any company, and proactive 
communication allows us 
to regroup and prepare 
for the post-corona 
age.

Consequent
ly, not only 
business but 
also com
munication 
is adapt
ing faster 
than “under 
normal con
ditions.” 
Meetings 
are held via 
video confe
rencing, and 
announcements 
are shared through 
social media. In a sea of 
choices, the platforms that 
prevail are those that allow 
more participants, ease of use, 

and data security: Zoom is a favorite 
for business communication; Skype is 
experiencing a new golden age; people 
are getting more active on Facebook... 
Group calls are also used for personal 
needs to help handle social distancing, 
which is why nearly every cell phone 
has Viber or WhatsApp installed.

At the regional level, 
consumption of online 

news outlets has 
grown by half, 

accompanied by 
an unexpected 
shift back to 
electronic 
media — 
particularly 
television 

(a staggering 
82% according 

to an IPSOS 
survey). 

Furthermore, 
the popularity of 

ebooks and the decline 
in print media sales are 

threatening the future of 
the publishing industry. 
The first ten days after the 
pandemic was declared, the 

most sought information was 
that about coronavirus. Soon, the 

COMMUNICATION IN THE 
AGE OF #COVID-19

5 •• 4



attention shifted towards lighter 
subjects — film and entertainment 
programming, sports networks and 
TV classes for school children.

People are most definitely going 
back to some slightly neglected 
values, turning terms like empathy, 
solidarity, encouragement into 
keywords.

Companies in Serbia quickly cente
red their PR strategies around 
corpo rate social responsibility. In 
order to become or remain a trust
ed partner, it is important what we 
do, as well as what messages we 
send right now. That is why we are 
monitoring community views and 
response to particular issues, and 
social media are becoming the main 
channels for exchanging opinions, 

finding the right information, and 
organizing assistance. In addition, 
there have never been more free 
online learning courses. Apart from 
expert topics in specific industries, 
company websites are making room 
for posts about spending free time, 
disinfecting and protecting spaces, 
keeping fit in isolation, motivating 
kids... And all this in at least one 
other language — English. 

It is still too early to fully anti
cipate all the global changes after 
the pandemic, but a bright future 
certa inly awaits those that reco
gnize and understand them and then 
develop creative business plans in 
the new normal.

WHY 
INTERNAL 
COMMUNICATION IS 
VITAL FOR COMPANY

If we first look at the definition, 
internal communication can be de
scribed as communication that takes 
place between employees of an 
orga nization or company. However, 
it includes far beyond that. Today, 
internal communication is thought 
to be one of the most important 
tools for successfully managing a 
company in an effort to best posi
tion it in the market. Furthermore, 
any company can achieve external 
success only if internally it culti
vates equally successful communi
cation and coordination between its 
employees and its management.

Internal communication is a skill 
that requires constant refinement. 
It is a process that must never 
stop or be seen as unnecessary or 
redundant.

Successful internal communication 
directly affects employee effici
ency, satisfaction, and motivation, 
which in turn makes it a corner
stone of successful communication 

in general. Thanks to being dire
ctly connected to company goals, 
values, and growth, investments in 
internal communication and human 
resources represent the foundation 
of any smart, strategic business 
practices. A company is made up 
of people, and if they are happy, if 
they have opportunities to keep up 
with trends, learn, and expand their 
skills, they will be able to use them 
and by doing so contribute directly 

Sandra Pekić, 
Novaston PR manager 
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to its overall advancement. This was 
perhaps best described by Richard 
Branson, founder of Virgin Group, in 
his legendary statement, “[...] if you 
can put staff first, your customer 
second, and shareholders third, ef
fectively, in the end, the sharehold
ers do well, the customers do bet
ter, and yourself are happy.”  

A survey conducted by the Amer-
ican Society for Training & Deve-
lopment (ASDT) that involved more 
than 500 US companies found that 
companies that invested the most 
in training had a shareholder yield 
that was 86 percent higher com-
pared with companies in the lower 
ranked half, and as much as 46 per-
cent higher compared with the mar-
ket average. That is why investing in 
employees should not be seen as a 
cost, but the opposite — investment 
in the future of the entire company. 

We could say that the matter of inte-
rnal communication is also a matter 
of good governance and leadership, 
especially in crisis situations, such 
as the one we are currently facing 
because of the COVID-19 pandemic. 
In such crisis situations, providing 
employees with appropriate, truth-
ful, timely, accurate, and clear info-
rmation is vital. It is important to 
communicate with them as much as 
possible and as soon as possible, so 
that the process of change, espe-
cially negative, is better accepted 

and certain activities and work pro-
cesses are understood by emplo-
yees and in turn more effectively 
implemented. 

Often the greatest harm is brought 
to a company by those who work 
there, mostly out of ignorance or 
anger.

Management needs to create a 
sense of shared issue among emplo-
yees, as well as facilitate a dialogue 
that makes them part of the solu-
tion to that particular issue. This 
leads to building good relationships 
between employees, their alignment 
with company values, and forging 
mutual trust. 

All this strengthens the company’s 
corporate culture, which would not 
exist without employees who share 
the same core values. A compa-
ny like this — where employees 
are happy and corporate culture is 
highly upheld — never has to worry 
about its reputation, and in turn its 
positioning in the market in general. 

Aleksandra Kožul, 
Communication Director 

(External, Internal and Digital)

COMMUNICATION DURING 
THE CORONA CRISIS IN 
CROATIA OR HOW TO 
AVOID A CORONA PARTY
As much as communication in Cro
atian politics and the public sector 
can be a painful experience in nor
mal times, the current corona crisis 
is a textbook example of posi tive 
communication. Regular informa
tion sharing, transparent communi
cation and calls for collective re
sponsibility are the features of 
communication by the National Ci vil 
Protection Headquarters. At their 
press conferences, two individuals 
in particular are at the forefront of 
this effort  one is the new Minister 
of Health, Vili Beroš, and the other 
is Alemka Markotić, Director of the 
Infectious Diseases Clinic “Dr. Fran 
Mihaljevic “.

No threats and intimidation

Possessing the necessary expertise 
and a determination to lead in the 
crisis, Beroš demonstrates accessi
bility and a readiness to act. When
ever a surge or incident occurs in 
any of the cities  from the entry 
of the virus into a hospital in Osijek 
or into a nursing home in Split  

Beros immediately goes to the spot 
to show that it is important to him 
what is happening “on the ground” 
and to provide support and encour
agement to medical staff and citi
zens.

In favour of Beroš is the fact that 
he began his ministerial position 
shortly before the corona crisis, 
and entered the “game” with clean 
image, without affairs. Beroš is a 
well-respected physician with a 
long career, who is familiar with the 
system since he has been working 
at the Ministry of Health since 
2018 as an assistant minister so 
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that he is aware of the internal 
shortcomings and mechanisms.

Well composed and selfeffacing, 
Alemka Markotić does not resort to 
threats and intimidation to convi
nce citizens of the necessity to 
adhere to the guidelines and mea
sures prescribed by headquarters, 
but convinces them with data, ex
amples  and above all, with an aura 
of expe rtise that “radiates” the 
message that she knows what she is 
saying and doing. 

Alemka Markotić’s trump card – 
along with extensive expertise in 
epidemiology - is composure and a 
proven commitment, as evidenced 
by her experience as a doctor in 
war-stricken Sarajevo from 1992 - 
1994.

That is why her message “If we want 
a corona party, we will have it!” pro
voked by the irresponsible behavior 
of citizens who organized social 
gatherings on the terraces of cafes 
shortly after the decision to impose 
a HoReCa lockdown. But even that 
warning message reflects her way 
of communication and approach  
because in this reaction, Markotić 
thinks and says “we”, not “you”. 

In experts we trust

The team of the National Ci vil 
Prote ction Headquarters for the 
fight against coronaviruses, which 
appears daily in front of TV came ras 
is led by Davor Božinović, De puty 
Prime Minister and Minister of the 
Interior, with the support of Kruno
slav Capak, Director of the Croatian 
Institute of Public Health. With the 
establishment of the headquarters 

in February, Prime Minister Andrej 
Plenković has wisely stepped away 
from operational communication 

about the corona situation, which is 
left entirely to experts, while he or 
the head of his office make public 
appearances only occasionally. 

People are more inclined to trust 
experts than politicians

Since it was established, the head
quarters has made, in a very short 
period of time, a number of time
ly but very restrictive decisions to 
close schools, close HoReCa, abol
ish public transportation… which 
at the time had not yet been in
troduced in other countries. Be
cause the decisions were made by 
experts and expla ined in a transpa
rent way, they were generally well 
received by the citizens, without 
fear that in this way totalita rianism 
would usher in through the back 
door, an important consideration in 
a postCommunist society. This is 
likely an indication that people are 
more inclined to trust experts than 
politicians.

The “Croatian model” of commu-
nication

Certainly, the model of communica
tion based on transparency, regular 

information and empathy 
has proven to be the right 
model. Rare communica
tion errors and few omis
sions, such as the recent 
misinformation about a 
deceased patient’s medical 

condition, cannot impair the general 
assessment that coresponsibility 
and joint action are always woven 
into the messages by headquarters.

According to an April poll by Cro 
Demoscop, Vili Beroš is at the 
top of the list of most positive 
politicians, followed by Prime 
Minister Andrej Plenković. A huge 
shift occurred in the perception of 
the direction in which the country 
is going - in March, only 25% of 
respondents considered that the 
country is moving in the right 
direction, while in April this number 
more than doubled to 51%.

The key message in almost every 
public appearance is that the deve
lopment of the situation depends 
on all of us  because if there is no 
coo peration by citizens, even the 
most stringent measures cannot 
produce results. It is therefore no 
surprise that  in the words of Croa
tian scientist Igor Rudan working at 
the University of Edinburgh  sev
eral international organizations, in
cluding the World Bank, have ta ken 
an interest in the “Croatian model” 
of communication with the public 
during the corona crisis.

Nataša Trslić Štambak, 
Grayling, Managing Director 

for SEE Region
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Interpersonal relationships are very important part of our lives. 
Whether we refer to business or intimate relations, very easily we can 
detect when something is just not right. I believe that majority of 
people have experienced how it is important to invest time and energy 
in order to have effective relations. Even when the circumstances are 
usual and normal, very often, we experience numerous challenges and 
obstacles in our relationships. In the time of crisis these challenges 
are even more intensified and our relationships and communication are 
put to the test.

In order to pass the test successfully and preserve our relationships 
(maybe even to improve them, why not?), we propose practicing the 
following psychological approaches. 

RELATIONSHIPS 
AND COMMUNICATION 
IN TIME OF CRISES

Arm yourself with a lot of 
patience

Practice to hold your fire. When 
you think: „How can he/she say 
something like that to me?! “, just 
stop for a second and think. In the 
time of crisis people respond dif
ferently even to everyday acti
vities. Very often, emotions like 
fear or anger can be the cause of 
someone’s impulsive behaviour and 
ineffective communication. If this 
is something that is happening to 
you or to someone you spend time 
with, try to withhold instant react

ion. However, if you didn’t succeed 
in restraining, but reacted instead, 
don’t worry it’s not over yet. Try 
not to go deeper with your discu
ssion if you feel your emotions are 
distracting you. You can even post
pone your conversation (sometimes 
a few minutes it’s all that it takes). 
It is very important to understand 
that our reactions as well as re
actions of other people are ampli
fied and intensified due to changed 
circu mstances. It is important to 
show empathy and understanding 
and to try to direct our conversa
tions in a constructive manner.

Communicate assertively

Assertiveness means to communi
cate respectively, taking into ac
count your needs as well as the 
needs of other people. In the time 
of crisis, assertive communica
tion becomes even more important. 
Nowadays, we spend a lot more time 
with our family/partner and it is 
very important to communicate how 
we feel, how we respond to this situ
ation and what is it that we need. Of 
course, it is important to listen and 
to acknowledge all of the mentioned 
to other people as well.  So, instead 
of reacting: „Is it really important 
to search the net/listen to music/
clean right now?! “, we can commu
nicate openly and focus on finding 
the winwin solution for both par
ties. For example: „I can take care 
of the kids, while you search the net 
and you can play with them in the 
afternoon, so I can read my book. 
What do you think? “

It is very important to pay atten

tion to the „implying syndrome“. 
The fact that we are very close 
with somebody does not mean that 
we have all the answers in advance, 
nor does it mean that other person 
can know how we feel about some
thing if we don’t tell them. It sim
ply does not work that way. The 
less we imply, the higher the chance 
to commu nicate openly and have a 
good relationships with others.

Nurture positive intentions and 
constructive approach to obstacles

No matter how the situation is 
challen ging and difficult, positive 
intentions and constructive app
roach (solution based approach) 
are the cornerstones we can rely on. 
That is something that we can have 
impact on and is within our range of 
actions. In the long run these app
roaches can help us in overcoming 
obstacles and crisis.

Dragana Okanović, 
psychologist, HR Consultant, 
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AH, THOSE 
SOCIAL MEDIA!
Modern society has become a digital content consumer. According to 
a survey conducted by a marketing agency with a 1000-strong repre-
sentative sample of Serbia’s online population aged 13–64, nearly 95 
percent of the population today has an account on a social media plat-
form.

Not even the situation brought 
on by the COVID-19 pandemic 
changed the state of affairs 
much. Furthermore, it has 
galvanized people to come closer 
to one another through digital 
communication channels.

We use the internet every day — 
for both professional and personal 
purposes — to negotiate, design, 
consult, show affection to loved 
ones, and find old friends. Although 
it seems like everything has come 
to a standstill, COVID19 has yet 
to bring social media to its knees. 
Quite the contrary. 

COVID19 has actually given rise 
to a communication boom on social 
media and a considerable increase 
in fan engagement, with the num
bers climbing to some of the high
est levels we have seen all year. Now 
we need to find a way to turn that 
boom to our advantage. 

Review your existing strategies, de
velop new ones, do whatever is nec

essary to respond to the needs gen
erated by the situation we are in. 
Be open and helpful in your comm u
nication, be of service and help so
ciety to overcome this situation as 
soon as possible. That is your re
sponsibility to the people who foll
ow you. 

Research conducted by the AAAA 
(American Advertising Agency 
Association) shows that as many 
as 56% of consumers want to 
hear how brands are helping the 
community at the moment. At the 
same time, as many as 43% of 
consumers respond positively to 

communication by brands that they 
know and trust, and only 15% of 
them are not interested in brand 
communication in this situation.

If we look at the local companies 
at the top of the engagement 
list, the highest engagement was 
generated by posts centered 
around fighting the virus in Serbia. 

According to a survey conducted 
by the Digital Element platform, 
when it comes to Facebook, Lidl 
and MTS have seen the biggest 
growth, almost tripling their 
engagement compared with 
February. Lidl’s rise in engagement 
can be associated with an excellent 
attitude towards employees in the 
coronavirus age — the company’s 
posts further accentuated 
gratitude for their professional 
approach towards work. Despite 
a slight downswing, Forma Ideale 
maintained its leading position, 
while companies like Air Serbia, 
Soccer betting shops, Honor, 

and Prolom Voda made the list in 
March.

The situation is similar with to 
Instagram.  Lidl, DM Drogerie, and 
Guarana accounts hold the top 
three spots by engagement, with 
Lilly and Sephora staying close to 
the top. Smoki, Laguna, and Fast 
Energy Drink also made headway 
on the list. In comparison with 
February, Lidl nearly tripled its 
Instagram interactions compared 
with TC Ušće, which saw a slight 
downslide. 

When it comes to YouTube, brands 
experienced a considerable upswing 
in views in March compared with 
February. The undisputed leader 
was Huawei Serbia with more than 
6.5 million views in March. Huawei 
earned these views by promoting 
the new P40 model and launching 
AppGallery. Jaffa Crvenka and 
Maxi also saw a big spike in the 
number of views. Maxi launched its 
“BECAUSE I LOVE something fresh 
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every day!” video, which had more 
than 850,000 views, while Jaffa 
Crvenka did a fantastic job with 
its promotion of Jaffa Napolitanke. 
You can find more details at 
https://element.rs/blog/grid. 
(Source: Digital Element)

In terms of posting frequency, 
statistics show that fewer posts 
generate more engagement. When 
marketers focus their energy on a 
few great posts rather than many 
mediocre ones, fans and followers 
are naturally more engaged. This 
natural increase in engagement en
courages social media algorithms to 
remarket that content to other us
ers, which leads to greater engage

ment. As we all try to understand 
what exactly and how to market in 
this time of stress and uncertain
ty, marketers are increasingly in
vesting thought and authenticity 
in everything they post in terms of 
social issues, which is rewarded by 
Facebook, Instagram, and Twitter. 
Does that mean you should post 
less often? Not necessarily. Take 
advantage of this time to zoom in 
on the relevance and quality of the 
content that you post on social me
dia. 

While using social media, just like 
when we feed the body, we need to 
be careful about what information 
we accept. Of course, that’s easy 

to say, but how can we protect our
selves in a pandemic that hit us?

It is important that we accept the 
truth that every account on social 
media is like a personal media out
let. Indeed, anyone can post what 
they heard or saw or believe, as far 
as a democratic society allows it. 
The question is how much will some
one’s reckless post create a sense 
of panic among the recipients?

 Panic is a natural feeling in these 
circumstances. And it’s completely 
human. But that does not mean that 
we should make something out of 
nothing. Also, we can’t help either 
ourselves or others if we are ham
strung by fear. Reasonable behavior 
and adhering to expert advice are 
vital. We still have our family and 
friends, we still love the same mu
sic, movies, books, food, and exer
cise; we still have responsibilities 
like school or work...

Psychologists say that during 
these weeks we can help ourselves 
in the following ways:

• timelimited consuming of info
rmation — for example, one or two 
hours in intervals a day

• blocking groups and contacts 
whose behavior on social media 
makes us uncomfortable

• #tb posts are also noticeably 
trending — as a reminder to main
tain the usual way of life

• many theaters and cinemas creat
ed YT channels

• focusing thoughts on the future 
and plans

Remember, you CHOOSE what you 
accept as relevant information and 
what you don’t. People are con
scious and social beings, but we are 
the ones responsible for intraper
sonal communication. 

Stay safe and feed your mind 
with healthy and useful news.

Teodora Damjanović, 
Social Media Associate at Novaston 

Marketing Consultancy

17 •• 16



WHAT IT’S LIKE TO BE 
AN INFLUENCER 
DURING A PANDEMIC
The pandemic caused by coronavi
rus has made changes in all aspects 
of our lives. All industries are affe
cted by different measures, some 
are going through a serious crisis, 
while others have turned to online 
life and experienced a “new boom”. 
What happened to influencers, peo

ple who turned their lives into busi
ness? Did and how this situation 
changed them? Did physical isola
tion, inability to move, a shift of fo
cus change them, empowered them 
or left longlasting negative conse
quences?

If we look at tourism and fash
ion, these are the industries that 
are among the most affected, and 
therefore all those who have “made a 
living” while working in these indus
tries. Travel influencer Lauren Bull
en who currently lives in Bali and 
is known on Instagram as @gypsea_
lust with 2.1 million followers, said 
all her paid trips had been canceled. 
A similar story is shared by Callum 
Snape, a Canadian photographer, 
and influencer who has more than 
819,000 followers on Instagram. 
“Many of the set projects have been 

postponed or completely 
canceled due to the virus 
corona. This is affect
ing my earnings. I have 
not gone on a trip since 
the epidemic spread, nor 
have I had any queries 
for cooperation. It’s hard 
to be angry or upset that 
I’m losing revenue be
cause thousands of peo
ple have lost their lives 
because of the virus.”, 
Callum said.

Unlike fashion or travel, 
fitness influencers, due 
to the fact that they are 
“trapped” in homes, re
sorted to online exercis
ing and which lead to a 
leap in engagement and 
direct sales.

Research results from Olaf 
& Mcateer agency show that 
followers of most influencers 
expect the content they’ve 
accustomed to, looking for fitness, 
culinary and beauty tips, activity 
suggestions for kids, useful and 
educational materials, while 
communication on the topic of 
coronavirus is not among the 
favorites.

The global pandemic has initiated 
more awareness of social respon
sibility. The companies turned to 
employee care and, with numerous 
donations, are actively helping the 
community. Taking advantage of 
the fact that they have an “army” 
of followers, influencers have not 
remained immune to this “trend”. 
There are almost no influencers 
who, through their channels, do not 
urge followers to be responsible and 
stay home. They are also active in 
sharing good practice examples, 
pointing out important information, 
but gradually returning to their core 
topics, so a slight increase in vi deo 
content on topics not related to 
COVID19 is slowly being noticed.

Generally speaking, all of this is an 
indication that emergencies do not 
necessarily mean stopping the mar
ket, but a necessary adjustment to 
the imposed situation.
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HOW THE #CORONAVIRUS 
SITUATION HAD AN 
IMPACT ON INFLUENCERS?
I was sitting in my room on March 
3 and had one of the most difficult 
decisions to make. To go, or not to 
go to Rome? 

At that time, the Coronavirus out
break spread in the northern part 
of Italy, Milan, and Venice to be ex
act. But, on the other hand, I had 5 
full, advance paid, days to visit the 
most significant Rome sights and I 
didn’t want to lose the opportunity 
to expe rience that. 

So, with a lot of courage and travel 
bug craziness, my road led to Rome. 
In the very middle of an epidemic in 
Italy, I was taking Instagramic pic
tures all around the city and simply 
put, enjoyed. In Rome, particular
ly, at that time, there weren’t any 
COVID 19 cases, if you are wonder
ing…

Anyway, the trip was shortened by a 
day, when they forcedly shipped us 
back to Serbia and told us to stay in 
quarantine for 14 days because we 
“skated on thin ice”. 

Since Instagram is just my hobby 
where I used my knowledge from 

the area where my real job is: digi
tal marketing and PR, I was hoping 
to have more time for creativity in 
a newborn, quarantined, situation. 

I was still working from 9 am to 5 
pm at the company (from home) 
and after that, I found myself adju
stable to stay afloat and on the top 
of my creative game, when it comes 
to Instagram. On weekends, I did 
have more time to shoot branded 
IGTV videos and take some nice 
pictures for my Instagram and that 
was about it. 

At the same time, while I was in my 
quarantine, the whole country went 
on lockdown and the situation kind 
of became a bit dull. I did struggle 
with the fact that I cannot deliv
er when it comes to some fashion 
outfits and that I need to change 
my whole strategy and make oth
er plans on how to properly pres
ent some of the goods from various 
coll aborations. 

I want to point out that I do have 
many international collaborations 
with brands on Instagram and that 
I mostly “make a buck” from these 

collaborations, rather than from 
ones in my country (Serbia). Why 
is that? 

Well, international brands are more 
likely to assimilate to a current 
situ ation. They have bigger budgets 
which are equal to more creative 
and knowledgeable people behind 
the brands, which is equal to more 
collaborations. This awesome circle 
does not apply to Serbia, unfortu
nately. 

We are the country where Lidl pays 
their influencers in goods from the 
clothing aisle and Grand kafa sends 
cups and 400g of coffee for a free 
post and a story. These are just 
examples; I don’t want to implicate 
these brands that they are doing 
these things. 

Social media engagement is up 
and this is a time for the creators 
to show what they are made off... 
my statistics are saying so! Us
ers use their mobile devices while 
selfquaran tining at home, driving 
Insta gram engagement up by 20 
to 50 percent, according to some 
influencer agencies. The audience, 
kind of, look up to influencers for 
entertainment and an escape from 
the quarantine heaviness. That’s 
why we need to be advocates and 
hold that burden up high, along with 
brands to show our fans that we 
are strong and that we are going to 

make it, together. 

We, Influencers, are being challe
nged nowadays to expand our con
tent crosscategory and lean into 
performancebased compensation 
as a safer foundation for them (now 
more than ever). Only these types 
of influencers (globally) who are 
multiplatform, multicategory and 
multi revenue are the ones that will 
be benefiting from this.

Until our country recognizes valu
able people and urges to work more 
on their marketing campaigns, we 
do have our daily jobs to turn to. 
Instagram is just a cute hobby for 
some of us, isn’t it? 

Milica Denić 
Digital marketing 

strategist/Influencer 21 •• 20



# STAYHOME, LISTEN 
TO THE RADIO

MEDITATION AND 
PRAYER IN THE 

TIME OF CORONA
The latest media research shows 
that people have been turning to 
the radio more often since the pan
demic of coronavirus was declared. 
Worldwide, the radio is no longer 
being listened to only in the car, but 
also at home. Vlado Stevanovic, a 
presenter on S2 radio and regional 
official voice (station voice), tells 
us about the importance of spread
ing good energy through the ether:

“Coronavirus has taken over the 
world, so selfisolation has become 
the best prevention. At a time when 
the whole world is at home, this is 
also our obligation. When we spend 
more time inside the house than 
usual, I believe that with a radio 
program, everything is nicer and, I 
would say, much easier.

On television, you see disturbing 
images and footage of what is happ
ening now around the globe that is 
battling the disease that the coro
na brings, while the radio “frees and 
protects” from it. Yes, we also have 
the latest news on the current sit
uation on the radio waves, but we 
off er a lot more music while you 
read a good book, relax with coffee 
or tea, chat with friends online or 

just work from home.

This will pass, that’s for sure. But 
until the day when we celebrate the 
victory over the coronavirus comes, 
let’s stay home. May this time of 
isolation be a time when we return 
to ourselves, our family, when we 
empathize with our loved ones, but 
also to all those who are fighting 
“on the front line”. May this also be 
a time from which, I firmly believe, 
we will emerge as even better peo
ple. #stayhome, listen to the radio“

Coronavirus, probably the term you hear most of
ten these days. You can sense the worry, fear, dis
comfort, panic in the air...In situations like this, 
we often completely unknowingly turn to a higher 

being, pray or meditate. We spoke with Bo
jana Andrić, from Maya Holistic Academy, 
regarding the importance of meditation.

 “When you open the window these days, 
it is as if a scent of anxiety which brings 
you goosebumps comes through it. Mo
mentarily, every cell in your body pulses, 

your heart starts beating and you 
close the window immediately. 

You turn on the TV and you 
have an avalanche of nega

tive information. Your heart 
is still pounding, and you 
feel your breath is gett
ing shorter and shorter.

Do we really need to let 
this condition that can permanently 
damage our health overwhelms us? 
We ask ourselves hour after hour, 
but nothing changes, it is the same 
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every time. You would go for a walk, 
but you can’t, it’s forbidden. You 
would have coffee with your friends, 
but we are all in isolation. 

Try sitting down with yourself. Be in 
complete peace, silence. If the sile
nce bothers you in the beginning, 
play some light music. Try to med
itate.

Close your eyes and breathe slow
ly. Take a long breath through your 
nose slowly, and exhale through 
your nose more gently. Try to keep 
the exhalation twice as long as the 
inhalation. You can already feel 
your heart beats more steadily. 
You no longer feel the chest pain. 
Peace, quietness. You can only hear 
your breath and you are completely 
focu sed on it. Meditate.

After twenty minutes, touch your 
body. Do you feel different? Medi
tation helps us get rid of fear, pan
ic, anxiety, and other pathological 
conditions that impair our health in 
the time of isolation and coronavi
rus. By meditating we can overcome 
all negative thoughts and let them 
come out through the same window 
of our flat that they entered. Open 
the window again. We believe you 
can now smell blossomed trees and 
hyacinths next to your building. You 

can also hear birds singing cheer
fully, not knowing what a coronavi
rus is.

Let’s go back to our flat, and stay 
home. Let’s meditate every day, 
ideally twice a day, thus preserv-
ing our mental health. Because our 
health is really the most important! 
More about transcendental medi-
tation you can read on our website 
https://www.mayabeograd.yoga 

PRAYER: In times of crisis or distress, or for the joy and realization 
of their desires, people have always turned to prayer or meditation. 

Whatever religion it belongs to, prayer is essentially the same. It is the 
elevation of the mind and heart to God, the universe, any power that 

individual trusts and addresses. “By it, a man flies into choirs of angels 
and becomes a participant of their bliss. Prayer is incense pleasing 

to God, the safest bridge for crossing the temptation of the waves of 
life, the unbreakable rock of all believers, the peaceful dock, the divine 

garment, which dresses the soul with great goodness and beauty. Prayer 
is the mother of all good deeds, the guardian of the purity of the flesh, 

the seal of virginity, the safety fence against all the cunning of our 
eternal enemy  the devil. Chase the enemies by the name of Christ, 

because there is no greater power than this medium neither in heaven 
nor on earth. Prayer is the enlightenment of the mind, the ax to despair, 
the breaking of sorrow, the birth of hope, the alleviation of anger, the 

counsel of all who are on trial, the joy of those in prison, the salvation of 
those who perish.” said Patriarch Pavle. 25 •• 24



Let’s be responsible together.

Let’s take care of each other.

#stayathome

Novaston  Vuka Karadzica 7A, Belgrade, Serbia
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