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“
Over the last month, there has 

been a song in my mind that I have 

loved ever since I was a teenager – 

‘Galvanize’. When I was at the beach 

or in a club dancing to this song, I 

never thought about the depth of 

the lyrics – well, not in the way I’m 

thinking about them during these 

COVID-19 times. I don’t know why, 

but when things are changing and 

everybody is talking about what “the 

new normal” will bring, the lyrics 

finally have meaning. 

When Slovenia declared COVID-19 

epidemic and when we all started to 

question what it really meant, my 

first thought was that it was about 

time for a reset. Feeling like we were 

all starring in a movie, someone 

pushed the pause button and we all 

stopped for a second and thought 

afresh about the future. Companies 

had to react to the situation 

overnight and adapt their plans. 

Everything that used to be a daily 

routine and the way we were used to 

communicate was no longer part of 

our daily tasks.  

Communications moved online 
because people were now spending 
more time at home. As a result, it 
is no surprise that online portals 
increased reach by over 20% in 
March (source: MOSS). 

Press announcements of new 

services, invitations to events, 

interviews on long-term plans, ads 

with new products, engagement with 

Instagram influencers, all of those 

activities were relegated to Plan B. 

Or removed from the plan altogether. 

After a really long period when we 

all could predict the next front page 

story both in print titles and online, 

the news we would hear on the radio 

or see on TV, and the products which 

would be shared by beauty bloggers 

on Instagram, there are now new 

areas of focus with which we are much 

less familiar. The virus has turned the 

tone and topics of communications 

upside down. 

While many companies focused the 

efforts on helping communities with 

donations, media experts and the 

media itself also asked companies 

to show their responsibility by 

supporting the media and journalists 

during this uncertain time.  Not 

only the media, communications 

experts have also been faced with 

new challenges. Now what? A deep 

breath in and an even deeper breath 

out showed us that what used to be 

“normal” even a month ago is not 

“normal” today. News that might give 

readers/viewers/listeners new hope is 

now our ultimate goal through every 

channel. Without holding back, we 

embraced new directions, as we had 

very little time to think but knew in 

the blink of an eye that this was the 

perfect time to reset our knowledge 

about communications and embrace 

new ways of thinking. 

We are all on the same page in 

willing this to be over soon so we 

can all go back to “normal”. But we 

all know that the normal we used to 

know will never be the same normal 

in the new world after corona. How 

long will it take us to realize that 

things have changed, online and 

offline, and perhaps we needed those 

changes? It is up to us. We will 

slowly return to our routines, but our 

memory of the situation will remain. 

And if these memories will remind 

us that, no matter the situation, 

we need to be responsible to each 

other’s, then we can be proud to have 

learned something in this crisis. So – 

continuous communication is a basis 

for being well informed and it will help 

us to retain the “don’t panic” state of 

mind. 

“Don’t hold back. If you think 
about it too much you may 
stumble, trip up, fall on your face” 
(The Chemical Brothers, Galvanize)

WHEN YOU WAKE UP 
IN A NEW WORLD OF 
COMMUNICATIONS

Barbara Zejn, 
Account Director, 
Grayling Slovenia 
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IS MARKETING GOING 
TO SURVIVE COVID-19?

The coronavirus 
pandemic has 
already changed 
business by and 
large, and marketing is 
no exception. According 
to Marketing Director Iskra 
Popović of Novaston Marketing 
Consultancy, advertising cannot 
be stopped, and the right projects 
always find their way to the end 
user.

“Adequate campaigns are now even more 
needed than in regular circumstances, 
particularly when it comes to corporate 
social responsibility. We have seen that 
big brands like McDonald’s are changing 
their marketing approach — and even logos 
— in an effort to emphasize the importance 
of social distancing. The idea is not to stop 
everything, but rather to reorganize and adapt to 
the situation. This is the sole recipe for success. 
Budget cuts are imminent, and they will most 

likely affect marketing first, but 
it’s important that the process 
continues.”

The imposing question is whether 
online life, communication, and 
shopping will entirely replace 
their offline counterparts.

“We are witnessing that 
everything is going 

online — business 
and meetings, all 

communication, 
advertising, and 

even socializing. 
Being an 

agency 
specialized 
in retail 

marketing with investors and 
owners of large shopping centers 
and retail parks as our main 
clients, I believe that this form 
of shopping will continue to live 
after the isolation. People will be 
yearning for physical contact, 
entertainment programs, cinemas, 
and restaurants. Shopping malls 
and retail parks themselves 
will have to keep pace with the 
online trend and adapt to new 
circumstances through adequate 
marketing campaigns,” Iskra 
Popović notes.

A recent survey revealed that 61% 
of retailers are changing their 
short-term media strategies, while 
merely 9% are planning long-term 
changes.

Digital ads, social media, and 
online video are the formats 

that are set to surge in the 
media short-term. OOH 

advertising, like 
billboards, now 

have less 
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exposure because most people are 
staying home. Marketing events are 
postponed or canceled, and some 
B2B brands are increasing their 
investment in digital advertising in 
order to make up for the benefit 
they would otherwise get from 
events.

We are seeing less consumption in 
the travel and retail industries, but 
other services are likely to ampli-
fy advertising — especially through 
online channels. Online food deli-
very services, streaming, and online 
news are using their online presence 
to take over a market share as big 
as possible and boost consumption. 

Considering that many companies 
are downsizing their marketing bud-
gets, CPM and CPC prices are ex-
pected to plummet (on account of 
reduced competition). This also 
presents an opportunity for some 
retailers to earn new customers 
at lower costs because consumers 
are spending more time reading or 
watching the news.

For brands, online presence has 
never been as important as it is to-
day. In Serbia, watching television 
grew by around 20% compared with 
the same period last year, but in our 
country and in the region, websites 
have seen an increase in visits of as 
much as 50–60% during the first 
two weeks since the state of emer-
gency was declared.

According to Kliping, Advertiser 
Perceptions’ April surveys suggest 
that changes are set to exceed the 
expected. Judging by the results, 
a month after the pandemic’s on-
set, the respondents realized the 
seriousness of its consequences — 
a staggering 86% think that the 
present situation will hugely affect 
advertising budgets in the second 
quarter. Forty-three percent believe 
that the trend will continue through 
the third quarter, while only one out 
of ten is inclined to think that the 
situation will improve during this 
time. Thirteen percent of respon-
dents feel that the effects will spill 
over into the fourth quarter.

A survey conducted by Interactive 
Advertising Bureau (IAB) clearly 
shows differences between adver-
tisers’ expectations on the one hand 
and those of the media on the ot her. 
The media expected digital marke-
ting budgets to plummet by 21%, 
while advertisers set the figure at 
33%. A possible reason behind the 
discrepancy is that the former cen-
tered on economic indicators (gove-
rnment orders 65%, stock market 
61%, business continuity 57%), 
while the latter focused on pan-
demic-based indicators (quaran-
tine 65%, government orders 62%, 
COVID-19 cases 49%).

Video campaigns — smaller 
budgets, but still predominant

Sources: Kliping.rs, emarketer.com/content/media-buyers-get-more-
pessimistic-about-future-spending, emarketer.com/content/how-the-
coronavirus-will-change-our-us-digital-video-ad-spending-forecast

The video format of digital ads was 
slated for a considerable upswing in 
this year’s budgets in the US — as 
much as 26.2% according to some 
projections. The new reality is that 
— in the first half of 2020 — bud-
gets intended for this advertising 
form will climb by 7.8% at best and 
by 5.2% at worst, compared with 
the same time last year. The opti-
mistic outlook would interpret this 
as a spending downslide of USD 
3–5 billion. During the first quarter 
of 2020, video ads maintained the 
upward trend from the previous pe-
riod, with spending jumping between 
10.5% and 17%. Video campaign 

budgets are expected to decline 
at an annual rate of 1.3% to 21% 
during the second quarter. Consi-
dering that video has been prevalent 
compared with other formats, video 
campaigns can be expected to face 
the least consequences. The prices 
slipping on account of the plunge in 
advertising demand will make the vi-
deo even more appealing as a form 
of advertising compared with static 
advertising. This perfectly suits ad-
vertisers, many of which are aware 
that sales are hampered during 
this time and primarily centered on 
branding campaigns for which video 
remains to be the best option.

Iskra Popović, 
Marketing Director 
Novaston Marketing 

Consultancy
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WHAT ABOUT ADVERTISING 
AND MARKETING?
Only 9.5% of consumers in Serbia 
think that companies should stop 
advertising during the Corona time.

On the occasion of the first #Ad-
Cast webinar, Marketing mreža con-
ducted a survey of more than 2,000 
consumers in Serbia between the 
ages of 18 and 65, which showed 
that only 9.5% of them think that 
companies should stop communi-
cating during a state of emergency. 
As many as 77% believe that com-
panies should continue to inform 
the public about their activities.

Almost all respondents (95%) be-
lieve that companies should comm-
unicate in a reassuring manner in 
times of pandemic and share a posi-
tive perspective. More than 38% 
also think that companies should 
communicate in exactly the same 
way as they did before the crisis, 
while 55% think that companies 
should talk about their own brand 
in a carefree and leisurely manner. 
Only 12% of those surveyed said 
brands should communicate in a hu-
morous tone.

When it comes to the role of compa-
nies during a pandemic, 87% of 
consumers believe that companies 
should help them in their daily lives, 

61% that they should inform people 
about what they are doing, and 81% 
that companies should not use the 
current situation for profit.

As many as 91% of respondents 
believe that companies should 
focus on employee care at this 
time and make their health a key 
priority.

About 34% of consumers want to 
see companies protect the delivery 
of services or products, while more 
than 86% want to see companies 
donate their products to people 
in need. Only 38% of respondents 
believe that brands should donate 
money to the Republican Health 
Insurance Fund of the Republic of 
Serbia. Generally, 57% of consu-
mers expect their favorite brands to 
communicate their socially respon-
sible activities.

Given the crisis, reduced wages, and 
a significant number of jobless peo-
ple, as many as 71% of consumers 
want companies to offer them dis-
counts and promotions, and 29% 
expect better service and better 
customer experience. Little over 
21% of respondents expect more 
loyalty programs and specific bene-
fits.

Despite research findings, 
many companies are stopp-
ing ad campaigns and re-
vising their advertising 
budgets. A survey of 100 
companies and 100 agen-
cies in Serbia, organized 
by the Marketing mreza, 
found that 57% of brands 
postponed or revised their 
campaigns for the month 
of April, while 64% reduced or re-
vised their agencies’ bud-
gets and fees. Since the 
beginning of the state of 
emergency, 23% of compa-
nies have canceled project 
collaboration or agency contracts.

When it comes to agencies’ 
biggest problems at the 
moment, 47% said it is 
employee salaries, taxes, and 
contributions, and 24% said 
it is VAT payments.

Unfortunately, no one can predict 
with certainty the conduct of 
the market, the economy, and 
the pandemic itself will take 
in the coming period. When it 
comes to marketing budgets, 
56% of respondents believe that 
it will decrease after the pande-
mic, 23% that it will increase 
and 21% that it will remain at 
the same level as before the 
state of emergency.

Ivana Parcetic Mitic, 
Founder & CEO, Marketing mreza
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The pandemic caused by the virus 
corona has affected all industries, 
including digital. According to 
online magazine Original, Europe’s 
most valuable digital companies, 
including startups, have lost a 
total of 383 billion euros as of 
January 31 this year, a drop of as 
much as 33 percent.

In order to comprehend the 
economic impact on the digital 
industry and take the necessary 
steps to recover, during and after 
the current crisis caused by the 
pandemic of the coronavirus, 
IAB Serbia held the first live 
online panel discussion. Panelists, 
representatives of publishers, 
agencies and advertisers shared 
their current experiences and 
opinions when it comes to changing 
the way they do business and 
adjusting to the current situation, 
as well as understanding the 
consequences that will be felt 
in the economy and how to 
potentially mitigate them.

According to Nenad Milic, IAB 
Serbia Executive Director, IAB 
Serbia, as a trade association 

representing a substantial part of 
the digital advertising industry, 
will continue to advocate common 
interests and consider ways for 
their members to match or apply 
for some of the programs offered 
through the adopted economic 
recovery plans raise awareness 
around the consequences in 
discussions with institutional 

representatives (e.g., those of the 
Serbian Chamber of Commerce). 
„At the same time, we are joining 
forces with other relevant trade 
organizations in the advertising 
industry in an effort to reach as 
broad a consensus as possible 
around advocating shared 
perspectives and proposing 
measures and recommendations 
intended to mitigate the 
adverse effects felt by the 
industry“, said Nenad Milic.

Many brands are currently 
postponing or canceling 
their campaigns, focusing 
their activities on adapting 
communication as well as 
creating strategies for when and 
how to get back into advertising. 
Brands that are less affected by the 
current situation and have maintained 
communication in these moments will 
begin to return to advertising very quickly 
and thus be able to overcome the crisis 
more easily.

One estimation is that publishers are most 
affected by the ceasing of advertising, where 
print is at its greatest loss. Among other things, 
they focus their current activities on crisis PR 
news and announcements regarding donations, i.e. 
corporate social responsibility. The attention of 
the audience is heavily focused on digital media and 
TV, and there is a strong increase in visits to these 
channels.

THE IMPACT OF THE 
CURRENT CRISIS ON THE 
DIGITAL INDUSTRY

NENAD MILIĆ
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We asked experts…
According to Nenad Milić, IAB 
Serbia Executive Director, 
it is still early to make any 
accurate forecasts. „I fear that 
the whole situation caused by 
the Covid19 virus will have very 
far-reaching consequences for 
the entire economy. Since the 
outbreak of the pandemic, the 
digital advertising industry has 
seen a decline of 55% over what 
was expected in this period. On 
the one hand, internet use has 
increased significantly as people 
are turning more to the source of 
their information or to complete 
their jobs and responsibilities. 
On the other hand, a huge 
number of campaigns, especially 
of large advertisers, have had 
to be canceled or postponed, 
which has led to an enormous 
gathering wave that has spread 
to many actors in our community 
(publishers, media-digital and 

creative agencies, ad tech and 
production agencies, etc.) 
and who now all suffer certain 
financial consequences. What will 
be crucial is that the world will no 
longer be the same after this, and 
we will all have to learn serious 
lessons from this experience in 
order to be far more prepared 
in the near future to face such 
and/or similar crises. On the 
other hand, I also think that 
for digital industries generally 
speaking, this might be a good 
opportunity in the long run for 
its acters to use their experience 
from this pandemic and its impact 
on economy and finance sector 
as a somewhat of a “case study” 
and argument, in order for all 
advantages of digital advertising 
to be highlighted, which might 
result in larger interest in 
digital advertising services and 
products”, said Nenad Milic. 

Agencies analyze what is 
happening in the market and 
tailor client communication to the 
current situation. Instead of sales 
campaigns, they are working on 
how to reach consumers digitally, 
how to help them and meet their 
needs. One of the panelists, 
Bojan Ostojic from OMD Media 

Agency, emphasized that present 
communication to consumers must 
first be relevant and informative 
and then have elements of empathy 
and fun.

The quick and smart response is 
needed as consumer habits change 
day by day.

HOW IS COVID-19 
RESHAPING E-COMMERCE?
And then coronavirus came along! 
All around the world, across the 
meridians, without any regard 
for nationality, age, financial net 
worth, or housing situation…

With a view to protecting ourselves 
and preventing further spread, 
experts are advising us to stay 
home, practice social distancing, 
and minimize physical contact 
with other people. The pandemic 
that hit us has definitely changed 
our habits, behavior, and the way 
we do and organize business. In 
these new circumstances, people 
are turning to online shopping and 
home shopping as safe ways to get 
what they need — as well as what 
they might not need at this time 
but that is just a few clicks away. 
By the same token, it doesn’t put 
us in a position to risk our health, 
because it is indeed contactless.

According to Digital 2020 Global 
Overview, we spend seven hours 
online every day! Taking the 
new circumstances into account, 
this number can only increase. 
On March 17, Logistiek.nl and 
Digital Commerce published their 
projections for online shopping 
growth by 57% and 52% 

respectively, and an 8.8% jump 
in the number of people shopping 
online. 

One noticeable thing is that 
online shopping has increased 
in categories like food, hygiene 
products, and food delivery. The 
forecasts suggest that these 
categories will benefit from the 
current situation, and not just 
during isolation. Instead, people 
will have adopted these habits by 
the time everything slowly goes 
back to normal.

It is recommended that before any 
online purchase we get informed 
about the online seller, its call 
center hours, delivery times... If 
there are no card payment options 
or any other online payment 
options, the smartest thing would 
be to set aside the exact amount 
and reduce contact with the 
delivery person. While receiving 
the delivery, make sure that you 
protect yourself in line with the 
recommended steps — face mask, 
gloves, and maintaining a distance 
of six feet apart. By doing so, 
you’re protecting not only yourself 
but also the delivery person and 
your loved ones. Make sure to 
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MAJA MARKOVIC

load up on both understanding and 
patience, because chances are that 
deliveries will be delayed given the 
circumstances.

Now, when it comes to deliveries 
from abroad, the situation is a bit 
more difficult. Considering that 
borders are being closed, your 
delivery might arrive a lot later than 
expected or not at all. Perhaps it 
would be wise to postpone these 
buys until a better, corona-free 
time, which will hopefully come soon.

All in all, we should all get behind 
#stayathome, not just as a hashtag 
included in Instagram posts, but 
also as part of everyday life. Here’s 
hoping that this hashtag will soon 
change into #getawayweekend, and 
stay healthy, take care, and look 
after what you prize the most.

WE ASKED…

As the virus crisis continues, 
we asked Maja Markovic, Head 
of Digital Marketing at Merca
torS, what consequences it 
would have on shopping. “We 
are witnessing that habits in 
grocery shopping are chan ging, 
as is in part the structure of 
customers: from the average 
customer (female, around 45 
years of age, higher income, 
higher education), the interest 
in online grocery shopping has 
emerged equally among both 
genders and all age catego-
ries, with a noticeable growth 

in younger customers who order 
goods for delivery to their par-
ents’ addresses. It is up to us, the 
participants in the e-commerce 
market, to take advantage of the 
current situation for the benefit 

of all participants in the digital 
ecosystem. In order for this to 
happen and for the entire process 
to run smoothly, every player in 
the entire online sales chain has 
an important role — online stores, 
courier services and logistics, 
banks and other payment insti-
tutions, IT companies, and the 
media. Those brands that can re-
direct their technological capaci-
ties and investments to digital 
platforms will reduce the pande-
mic’s impact and maintain smooth 
operation, both for the time be-
ing and in the long run,” said Maja 
Marković.
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MIHAILO PONJAVIC

ZORANA MILIDRAG

Tijana Krsmanovic 
Marketing Manager 

Novaston Marketing Consultancy

Teodora Dajmanovic, 
Digital Consultant 

Novaston Marketing Consultancy

According to Mihailo Ponjavic, 
CEO of SuperKartica, online per-
formance is generating excellent 
results. “Although SuperKarti-
ca is not a conventional form of 
e-comm erce in terms of transac-
tions, what we are seeing right 
now suggests that we need to pre-
pare for a slew of changes that 
will stay with consumers after 
this situation. Our best indicator 
is the IDEA online shop, which has 
doubled the number of registered 
users in comparison with the 
monthly average. Tehnomanija is 
also showing identical patterns — 
an upswing in visits of more than 
30% and increased sales of IT and 
gaming equipment. We are also 
noticing increased sales of small 
home appliances for food prepa-
ration, household appliances, and 
sports equipment, thanks to the 
fact that exercising has moved 
away from streets and parks into 
houses and apartments. As for 

SuperKartica, we noticed a 19% 
downswing in the number of ac-
tive users compared with the pre-
vious weeks, which is a result of 
the restrictions on the movement 
of pensioners and the shortening 
of working hours, accompanied by 
a lower frequency of purchases, 
as well as bigger consumer bas-
kets. This mainly applies to IDEA, 
RODA, and MERCATOR outlets, 
where the average SuperKartica 
bill has spiked more than 62%. 
On the other hand, we are seeing 
a noticeable 30% jump in cash-
less payment transactions on our 
co-branded products Platna Su-
perKartica and SuperKartica Plus, 
which we run in partnership with 
Sberbank,” said Mihailo Ponjavic.

Zorana Milidrag, Global eComm
erce Director, Sport Vision, said 
the state of emergency is bringing 
about emergency circumstances re-
sulting in changing consumer hab-
its. “Although sports equipment is 

not grouped under essential items, 
as the state of emergency was 
stretching out, people interest-
ingly made more time to exercise 
at home, which in turn prompted 
a rise in sports equipment sales. 
Customers have been cautiously 
shifting to online shopping, with 
March seeing an increase in do-
zens of percent, while in April the 
numbers reached several hundred 
— demonstrating a change in hab-
its and greater customer confi-
dence in this form of shopping. 
Retailers and service providers 
that already had established digi-
tal sales channels were able to re-
tain their customers and secure 
steady cash flows for their com-
panies to endure. On the other 
hand, online stores are popping 
up in droves, which is a particu-
larly positive trend to me as the 
president of the eCommerce Ass-
ociation of Serbia, where toget her 
with experts in the field I make 
daily efforts to promote eComm-
erce in Serbia. There are those 
retailers that still think that 
eCommerce is complicated and 
beyond their capacities. Howev-
er, this is a major misconception 
that can cost them their survival 
in the market. Given that the situ-
ation will not change overnight, 
and it will take time to stabilize 
brick and mortar, I believe that 
electronic commerce will continue 
to see sales climb. When all this 

is over, customers who are happy 
with the online shopping experi-
ence are expected to keep making 
purchases this way. My message 
to everyone is to take this oppor-
tunity and never again put them-
selves in a position to fall out of 
touch with their customers, and I 
am certain that once they see the 
potential of eCommerce, they will 
start to push for this sales chann-
el.”, pointed out Zorana Milidrag. 
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HOW CORONA VIRUS 
CHANGED SLOVENIA
Slovenia is in the group of European 
countries that have already start-
ed opening up economies and loos-
ening drastic measures imposed to 
protect the population. All stores 
up to 400 square meters have been 
opened, factories, artisans, tech-
nical goods stores, furniture shops 
are reopening... Restaurants and 
hotels are expected to open in mid-
May, but there are also announce-
ments that the measures may be 
extended until June, depending on 
the situation. Of course, masks are 
a must everywhere. The number of 
newly infected with the COVID-19 
virus is in a drastic decline and so 
far all data indicate that the pan-
demic is under control.

However, all this has caused a great 
disruption in the Slovenian econo-
my, and a realistic picture of how 
difficult the situation really is will 
be seen in the coming months. The 
negative economic consequences 
are still not at their peak because 
the projects that started in January 
and February before the crisis, are 
still ongoing. Bearing in mind that 
the Slovenian economy is predom-
inantly export industrial (80% of 

Slovenian products are exported), 
the development of the situation 
depends, to a large extent, on the 
recovery of the EU and other inter-
national markets.

There are still no more accurate 
analyzes, but the National Bank 
estimates that Slovenia is losing 
between EUR 20 and 60 million 
a day, so this crisis could cost 
this former Yugoslav republic 
between EUR 3.7 and 8 billion. 
For illustrative purposes, every 
Slovenian will have 4,000 euros 
less in his pocket, and GDP 
will fall from 6 to 16%. The 
largest decline is expected in 
the transport, tourism and trade 
sectors by up to 35%. As in other 
countries, e-commerce, energy, 
telecommunications and banking 
sectors will profit from the crisis 
here.

There is no doubt that Slovenians 
will spend less in the off-line world 
in the coming period. Hard days are 
coming, especially for hospitality, 
hotels, beauty salons, gyms, the 
transportation sector, culture... for 
everyone who rely on face-to-face 
contact. Currently, none of them 
work, and the state covers 80% of 
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workers’ wages. This won’t last for-
ever. Even when the economy opens, 
people will travel less, go to restau-
rants less... The optimistic estimate 
is that this year the average Slo-
venian will spend about 10% less. 
Curr ently, a citizen’s consumption 
has fallen by 25%. 

In addition to e-commerce, which 
is in the progressive development, 
leading to new consumer habits 
after the crisis, working from home 
has become a new reality. One 
in three Slovenians “works from 
home” and almost everyone became 

fans of Zoom or Skype. Banks have 
finally begun to approve consumer 
loans online.

For the time being, there are no 
mass layoffs because the state 
cove rs the cost of wages for work-
ers who cannot work because of the 
crisis, but this measure is limited in 
time. At the moment, it is “saving” 
about 300,000 workers, who re-
ported to the Employment Service 
in Slovenia till now. Unfortunate-
ly, the first ann ouncements of ma-
jor layoffs have begun. One of the 
large st companies in Slovenia, the 
famous Gorenje, plans to reduce the 
number of employees by 1000 by 
the end of the year.

The economy is inevitably going to-
wards digitalization, and companies 
in Slovenia are aware that the sur-
vival and success tool is a quick ad-

aptation, not the ability to predict 
because no one can say for sure 
what tomorrow will be like.

Measures of the Government of 
the Republic of Slovenia

The Slovenian parliament has ad-
opted a three billion euro package 
deal to mitigate the impact of the 
coronavirus on the economy and 
population. The Umbrella Law pro-
vides assistance to businesses and 
workers affected by the epidemic, as 
well as to self-employed, retirees, 
students, large families, and welfare 
recipients. Key measures that help 
the companies include compensa-
tion of 80 percent for temporarily 
laid-off workers and covering two 
months of social security costs for 
those who remain employed, STA 
reports. The measures do not app-

ly to finan-
cial and in-

surance companies. Companies will 
not be required to pay income tax 
and will be able to postpone loan 
payment for 12 months. The Law 
provides a two-month temporary 
basic income of € 350 and € 700 
for certain categories, such as re-
ligious workers and farmers. There 
is also compensation for individual 
groups, so students will receive € 
150 each and pensioners with pen-
sions below € 700 between € 130 
and € 300. An additional € 150 will 
also be provided for welfare recipi-
ents. Private sector workers are set 
to receive pay bonuses of up to 200 
euros, which will be partly funded 
by the state through a contribution 
exemption, while public office owne-
rs expect a pay cut of 30 percent. 
On the other hand, bonuses of 10-
100 percent of basic hourly earn-
ings are foreseen for those working 
in the public sector.

Author: 
Nikola Papak, 

Director of the Serbian Chamber 
of Commerce in SloveniaNIKOLA PAPAK
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THE REAL ESTATE MARKET IN 
SLOVENIA DURING CORONA TIME
The real estate market was quite 
active in 2019, although real estate 
transactions were somewhat sub-
dued in 2019 compared to 2018. 
According to the Land Surveying 
Administration of the Republic of 
Slovenia (Geodetska uprava Repu-
blike Slovenije), the number of 
transactions stagnated, but the 
prices in bigger cities still kept ris-
ing. This growth was partly reflect-
ed in investment real estate. At the 
time I am writing this paper, exact 
figures showing the growth in pric-
es of investment real estate are 
not yet available, but based on my 
experience and predictions, I ass-
ume there is a growth trend. This 
is reflected in particular in the 

capitalisation rate in commer-
cial real estate valuation, 

which dropped on aver-
age by 0.25 and up 

to 0.5 percentage 
points.

Taken as a 
whole, 

the 

growth of both Slovenian GDP and 
salaries in the public and private 
sectors is also reflected in real 
estate market activity. Generally, 
real estate has proved to be a 
relatively good and safe alternative 
investment, with real estate prices 
recording stable growth in the 
period from 2014 to the end of 
2019, resulting in rising optimism 
in the real estate market. Even 
more, the Slovenian real estate 
market saw a lack of supply of 
both residential and commercial 
& office buildings in 2019. It was 
impossible to rent high-quality 
offices in Ljubljana with a surface 
area exceeding 1,500 m2. In its 
December report, the Bank of 
Slovenia  assesses that prices are 
close to their fundamental levels, 
with no overvaluation, and are 
likely to continue rising at lower 
rates in the future.

However, the events witnessed in 
March 2020 led to change. Due to 
the risks connected with the SARS-
CoV-2 outbreak, the vast majority 
of governments-imposed quara-
ntines, interrupting the normal 
course of life. It has become clear 

by now that euro area countries 
will slip into recession, and we can 
only speculate how much GDP is to 
fall in Slovenia. Although numbers 
vary, the Bank of Slovenia assess-
es that the GDP decline could range 
between 6% and 16%, consequent-
ly causing problems in the entire 
economy and indirectly in the real 
estate markets. According to ass-
essments, the industries suffering 
the most include tourism and trade. 
Those sectors stopped working 
overnight, remaining with no income 
until the lifting of the national De-
cree on the provisional prohibition 
of offering and selling goods and 
services to consumers. Exceptions 
are the activities which, according 
to the government decree, must 
continue operating for the sake of 
normal supply to 
the population . 

It was fascinat-
ing to watch 
investors’ sen-
timent on the 
one hand and 
that of ten-

ants on the other. For Slovenia, I 
dare say that the sentiment could 
be divided into two periods – the 
apoca lyptic period, which start-
ed on 13 March with shops closing 
and lasted up to the second week 
in April, and the reasonable peri-
od beginning in the second half of 
April. In the initial period, we heard 
people talk somewhat along these 
lines: “We are unable to make any 
payment because business has 
come to a halt. We cannot even 
pay for operating costs. We also 
request a write-off of all liabilities 
for April and May, and a credit note 
for March. And in the months af-
ter May, we will only pay costs. We 
expect a discount on the rent, sub-
ject to discussion.” As an investor, 
narrative of this kind 
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makes you worry about how to ser-
vice the debt and honour other lia-
bilities, such as property tax, elec-
tricity, water, etc. However, as with 
any other investment, it turns out 
today that what you need is a lot of 
patience; you need to talk to your 
tenants and keep an eye on the 
events connected with the economic 
shut-down. Now that we are in the 
“reasonable period” with the rhet-
oric calming down, we are getting 
messages such as: “Clearly, we must 
pay for the costs, and no, we do not 
expect you to reimburse our rent 
for March, and yes, we are open for 
negotiations with respect to April 
and subsequent months.” I allow for 
the possibility that the reason for 
the change in rhetoric has been the 
interpretation of Article 34 of the 
Act on Additional Liquidity to the 
Economy to Mitigate the effects of 
the COVID-19 Epidemic, which sets 
out: “In accordance with the appli-
cable legislation, any waiver of rent 
payment in a specific period due to 
disease spreading or in a period of 
epidemic declaration is not admissi-
ble. If tenants are incapable of pay-
ment, the only immediate possibility 
is that they suspend rent payment 
and the manager refrains from coll-
ecting the rent due through exe-
cution.” However, I also think that 
tenants have realised it is not the 
end of the world yet, and that we 

will have to (try to) go back to nor-
mal sooner or later.

Forecasting any events for the next 
year is a very unfortunate job, es-
pecially as no one knows how quick-
ly consumers’ and people’s habits 
in general will go back to pre-crisis 
practices. Several things are clear 
by now, namely:

• The trade and tourism real-
estate sectors have been hit 
hardest; 

• The winners are those who placed 
their bets on online-logistics 
real estate or data centres, 
or whose tenants are from the 
pharmaceutical industry;

• Close links between owners and 
tenants will be established. 
Communication, listening and 
understanding will be of key 
importance;

• Investors should get ready for 
a decrease in real estate values, 
albeit the declines will be much 
lower than with other “traditional 
asset classes”. Importantly, 
trusting the right portfolio 
manager will turn out to be a key 
factor,

• Retail and other shops of up 
to 400 m2 may re-open as of 
4 May in Slovenia, and others 
(tourism, restaurants) are soon 
to follow,

• Banks in particular are in much 
better shape than in 2009, and 
bank arrangements are possible 
to reach, hence it is not expected 
that many properties will be 
subject to a so-called stress-
sale. 

This article should not be misinter-
preted, though. GDP declines will be 
severe. The IMF is predicting the 
following GDP falls in the top five 
countries according to Slovenia’s 
exports of goods in 2019 (in de-
scending order): 

2020 Projected Real GDP 
(% Change)

Slovenia -8

Germany -7

Italy -9.1

Croatia -9

Austria -7

Switzerland -6

Source: imf.org, stat.si 
(own calculation)

Personally, I feel that although all 
sorts of institutes, funds, national 
banks and other stakeholders are 
very keen on making all sorts of 
forecasts, no one really knows what 
will happen. An example is the IMF 
projection versus that of the Bank 
of Slovenia, with the difference in 
decline prediction of up to 100%; 
or a comparison between the IMF 
and the IFO, the renowned German 
economic research institute, which 
forecasts the German economy to 
contract by more than 16%.

Being an optimist by nature, I 
believe the future will not be as 
black as initially predicted. Of 
course, caution and reason are 
necessary – but is this not the 
principle we should abide by at all 
times? 

Matevz Mencak 
Head of Real Estate Funds at 

Generali Investments 
LLC Slovenia
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CHALLENGES IN 
THE CONSTRUCTION 
INDUSTRY IN THE STATE 
OF EMERGENCY
The Serbian construction industry 
saw a considerable increase last 
year and in early 2020, both in 
residential construction and in new 
office space. According to eKapija, 
the recently released Annual Fi-
nancial Statements Bulletin reveals 
that the construction industry per-
formed extremely well in 2019. The 
positive result of RSD 37.42 billion 
was increased by 49.2% compared 
with 2018, while the total number 
of 77.770 employees climbed year-
on-year by 5.291. 

In the first three months of 
this year, the Central Records 
of Integrated Procedures for 
Construction Permits processed 
a total of 25,410 received 
applications, which is 16.8% more 
than in the same time frame last 
year, when 21,760 applications 
had been sent in, the Serbian 
Business Registers Agency (SBRA) 
announced.

And then, the entire planet was 
hit by a pandemic, which has been 
gradually spreading since January, 

and in March at a stroke it closed 
the markets and the borders of both 
our and neighboring countries.

In our country, the state of emer-
gency was introduced on March 15, 
and in its first two weeks we had 
to adapt to the new circumstances, 
as well as reorganize the workforce 
and resources. Key organizational 
issues were the first to appear — 
a workforce that mostly resides at 
different places from the place of 
employment, which meant that the 
movement restrictions and curfew 
completely eliminated some groups 
of people from the construction 
site. The weekend movement ban 
and the curfew starting at 5 pm ev-
ery day made it impossible to work 
in two shifts, and construction sites 
nearly halved their output. The 
contractors were forced to find new 
workers as well as reduce the num-
ber of construction site employees 
in order to comply with the protec-
tion measures recommended by the 
Government at that time. 

The second issue to come up was 
materials supply and problematic 
transportation. Shortly after the 
state of emergency was introduced, 
companies that had no supplies in 
stock were stranded without a sig-
nificant portion of construction 
materials. Another equally import-
ant new circumstance was the pro-
tective equipment, which had to be 
procured immediately in order to 
comply with the recommendation 
issued by the Government and the 
healthcare organization — and pro-
tective equipment was hard to come 
by at that time owing to the high 
demand. However, all these issues, 
which cropped up in the first two 

weeks after the state of emergen-
cy was introduced, started to slow-
ly stabilize at big construction sites 
by the fourth week. Employers were 
finding ways to overcome them, and 
now — one and a half months after 
the state of emergency was intro-
duced — we can say that the cir-
cumstances have been accepted to 
some degree and that the organiza-
tion has been adjusted to the situ-
ation.

It is important to note that from the 
very onset, the Serbian construc-
tion industry was supported by the 
government, which found ways to 
compromise and overcome the new 
situation in the easiest possible 
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way. It was important for the con-
struction industry to survive, and 
this was by and large achieved. 

With a share of nearly 6% in 
GDP and last year’s 35% growth, 
the construction industry is one 
of the main drivers of economic 
growth, which is why it needs to 
be supported by special measures 
for overcoming the pandemic’s 
negative effects, noted NALED’s 
Property and Urbanism Alliance 
(source: NALED)

According to the data made avail-
able by ministries, for now there is 
no decrease in the number of con-
struction permits issued compared 
with this time last year. What is 
more, according to NALED’s data, 
the first two months of 2020 al-
ready saw 2,700 issued permits — 
29.1% more than in the same period 
last year. However, there is a slight 
downswing in investment values. 
In addition, the first two weeks of 
March saw a decline in real estate 
sales and office space rentals. Still, 
we will have the accurate informa-
tion only after the state of emer-
gency ends. The consequences of 
the downslide in supply and demand 
will be felt only next year, and full 
market normalization is expected in 
two years.

According to Provincial Prime 
Mini ster Igor Mirovic, the Govern-

ment of Vojvodina has abandoned 
four infrastructure investments be-
cause of the coronavirus epidemic: 
reconstruction of facades in Subo-
tica, reconstruction of the Theater 
Square in Novi Sad, reconstruction 
of transportation infrastructure in 
Pancevo and reconstruction of the 
City Stadium in Zrenjanin, he said, 
citing the coronavirus epidemic as 
the reason. “The coronavirus cri-
sis has brought about certain iss-
ues in the economy and we are 
expecting to see a downswing in 
revenues. The budget will be re-
duced by 4.24 billion dinars or 
5.43%. However, the investments 
we will give up on are few and far 
between. All other investments, 
especially those that have been 
started, will be brought to an 
end,” said Mirović.

What is important now is that the 
government provide as much supp-
ort as possible to the construction 
industry, as well as small and me-
dium-sized enterprises, by simpli-
fying the procedures for obtain-
ing special permits, the quarantine 
measures for drivers bringing in 
goods from abroad, as well as the 
possibility of extending working 
hours at the construction site and 
simplifying the procurement of ma-
terials and mandatory protective 
equipment. Banks should be encour-

aged to continue project financing 
and lending without interruption, so 
that we avoid feeling the downturn 
even more over the next year, when 
the real consequences will actua lly 
come forth. The idea should be that 
the workforce prompted to return to 
its home country be empowered and 
drawn to stay in the local market. It 
would also be useful to enable de-
ferred payment for materials, pro-
tective equipment, and ene rgy pro-
duct procurement, as well as regular 
execution of payment transactions 
for all those active in ongoing con-
struction projects.

In addition to the potential mea-
sures that would mitigate the eff-
ects of the pandemic, it is difficult 
to make any long-term projections. 
It remains to be seen how the new 
challenges will be dealt with in the 
future together with the govern-
ment and the investors with a view 
to lessening the pandemic’s impact 
on the Serbian construction indus-
try.

Jelena Jolovic, 
Project Manager, 

Novaston Project Management
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Infrastructure projects are mov-
ing forward also in the neigh-
borhood. Croats and Turks have 
signed an important contract, 
expecting a kilometer of modern 
two-lane railway line a month, 
while seven stations and stops 
and seven bridges will be recon-
structed, 25 kilometers of noise 
protection walls will be built... The 
situation is similar in Montenegro. 
The important capital investments 
of the Government of Montenegro 
are underway, despite the diffi-
culties caused by the coronavirus 
pandemic. The Public Works Ad-
ministration currently has about 
20 active construction sites. In 
order to prevent the spread of the 
coronaviruses, construction site 
workers are complying with all 
recommendations and measures 
adopted by the authorities in re-
cent days, including social dis-
tancing and protective equipment 
(masks, gloves). The COVID-19 
pandemic has reached the Slo-
venian construction industry in 
a good shape. New construction 
contracts strengthened in H2 

2019, resulting in some of the 
fastest growth of construction in 
early 2020 in the whole EU. The 
activity continued into March 
2020 even though the lockdown 
measures were already implement-
ed. However, a decline is expected 
as halting construction works are 
affecting the entire sector:

There are some disruptions in 
the supply of materials as some 
manu facturers have stopped pro-
duction and others have reduced 
production.

Construction work is being done 
less intensively mainly because of 
measures to protect workers.

Some foreign contractors have 
problems mainly with the logis-
tics of their workers on projects 
in Slovenia.

Yet, the construction industry has 
been relatively less affected than 
some other industries (like tour-
ism) as most large projects con-
tinue even during the lockdown 
measures. The concern is the 
absence of real estate contracts 
as the risk of making long-term 

REGION investment decisions has also in-
creased.

Economic damage to construction 
segments will crucially depend on 
the duration of the crisis and the 
uncertainty it brings. According 
to some estimates, the short-term 
crisis is expected to result in a 5% 
drop in GDP. First indications that 
the return to the normal operation 
of the Slovenian economy is near 
were the announcements that seve-

ral lockdown measures were to be 
relaxed by the end of April 2020. 
However, the actual fall of the eco-
nomic activity will depend on the 
effectiveness of the state’s actions, 
where Slovenian politicians have 
promised one of the largest stimu-
lus packages in the EU – estimated 
at more than 6% of its GDP - but 
they will have to be implemented in 
an effective way.

(source: Property-Forum.eu)
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DID THE FILM 
INDUSTRY ALREADY 
ANTICIPATE THIS? 
AND WHAT AFTER?

The official announcement of corona-
virus pandemic has brought a heap of 
troubles for cultural institutions and 
industries around the world. Theaters 
and museums are closed, festivals 
canceled or postponed, and cinemas 
are one of the first places that had to 
shut down. In some cases, film pro-
ducers decided to postpone movie re-
leases, like in the case of No Time To 
Die – the new James Bond film which 
had its world premiere postponed un-
til November 2020. The simple fact is 
that restrictions in social gatherings 
of more than X people have impact-
ed the filmings that were already in 
progress, or planned, so we can ass-
ume that most movies that were in-
tended to be released in 2020. will 
be late – which should create a blank 

space in content at some point. 

 The global film industry has been 
hit with losses of over 7 bn dollars 
during the coronavirus pandemic. 
(source: statista.com) 

Second problem is that artists have a 
lot of difficulties finding work during 
the pandemic, so some countries like 
Germany decided to introduce finan-
cial packages for artists during the 
crisis amounting to staggering 50 
billion dollars (source: artnews.com). 
Other European countries followed 
on a smaller scale, while Serbian cul-
ture lost 600 million RSD in funding. 
This just goes to show how develop-
ing countries like Serbia still have a 
different view on the culture and its 
importance during the crisis. 

When talking about Serbia, the 
research was done by Serbian Film 
Association in cooperation with 
Serbian Film Center and Serbian 
Chamber of Commerce, losses of 
companies in the film industry 
during 3 weeks in march amount 
to about 9.6 million dollars. To 
determine the real picture of the 
audiovisual sector, Association’s 
poll included a sample of 130 
companies, 25 of which are 
members of SFA. In reality, the 
losses should be at least 3-4 
times larger than that. Huge losses 
continue after March as well, and 
it’s expected that by June 60% 
of companies will be without any 
income, while 27% will have losses 
of about 50%. A small number of 
companies, around 4% that dwell in 
the post-production sector, don’t 
expect to have any losses. (source: 
politika.rs)

Ivana Scepanovic, which we could 
watch recently in Ajvar by Ana 
Marija Rosi, thinks we won’t be 
going back to ’normal’ because that 
normality was the problem. „The 
whole planet is in isolation. Mother 
Nature has said: It’s enough, all 
of this has to stop. We are facing 
an invisible enemy sent by no one 
other than Batman... It sounds like 
a logline for a dystopian film, for 
which we would happily enter into 
the movie theater’s darkness. But, 

now it’s enough for us to stay in 
bed, and with one press of a button 
on our remote or smartphone 
device watch the daily news and 
reality that happened to us. 
Cinemas have no point, they are 
even forbidden. Social attention 
and social distancing, costumes, 
masks, and gloves are becoming 
our „must wear“ for standing in 
lines that lead to an apocalypse of 
daily or weekly grocery shopping. 
And where’s the film industry? It’s 
moving away from cinemas towards 
streaming platforms because 
content won’t give up to no deadly 
virus – as long as there’s life it 
will create content for the film. 
Postcoronary genre, because the 
pandemic genre is already history, 
will be created soon, probably with 
the arrival of the vaccine. Until 
then, until we find out HOW, we 
must step by step, day by day, 
try to be closer to ourselves, to 
develop the ability to easily and 
quickly adapt and accept the new 
order that’s coming. Released 
from fear and worries, on higher 
frequencies of consciousness and 
existence we’ll be the witnesses 
and creators of new era and order, 
new balance, and distribution 
that’s in line with our possibilities 
and freedoms. We must be patient, 
brave, and endure, so we must stay 
healthy!“ said Ivana Scepanovic. 
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And how will the film industry look 
after all this is over? According to 
Zlatko Rakonjac, actor, we may see 
a rise in post-apocalyptic content. 
„I think everything on this subject 
has already been said in Goran Mar-
ković’s film „Variola vera“, which 
uses epidemic to highlight a disease 
of one’s society and how we behave 
towards each other, “ said Zlatko. 

 All in all, the fact is that we won’t 
be seeing massive film sets with 
over 150 people for a while, but 

even those movies will wait and most 
probably rise again when the oppor-
tunity comes. At the moment, the 
priority should be to help artists 
the majority of whom are left with-
out any income. This is important 
so when the time comes – they can 
proudly take their places in front of 
and behind the cameras again.

 Dragan Jokanovic, 
dramaturg, NMC Marketing 

Coordinator

WILL THE NEW TREND BE 
PAJAMAS OR WILL FASHION 
STILL SURVIVE?
Like almost all industries, the corona-
virus pandemic has also affected the 
global textile industry. Reduced de-
mand has already been reported due 
to supply chain problems, restrictions 
on movement and closure of shops, 
canceled or postponed fairs and fash-
ion and textile events, and even New 
York Fashion Week and similar events 
in Paris, Milan, Barcelona, and Beijing 
have been called into question, while 
Bridal Fashion Week turned to vir-
tual fashion shows. Fashion brands - 
Chanel, Burberry, Ralph Lauren, Dior, 
Gucci, Prada, and Versace - have can-
celed their fall collections, and have 
temporarily suspended operations at 
some of their plants.

Many, even luxury brands, have 
turned to mass production, primari-
ly of items for protecting healthcare 
professionals and the general public. 
Louis Vuitton, H&M and other brands 
made masks, Nike developed protec-
tive gear and Armani suits for medi-
cal workers. Armani has also donated 
€ 1 million to hospitals in Milan and 
Rome, and Bulgari, Dolce & Gabbana, 
and LVMH have donated more than € 
2 million to coronavirus research.
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The “Fashion Empire”, as the 
second strongest industry in 
the Italian economy, is the most 
affected. With revenue of € 300 
billion a year, the epidemic is 
affecting 2.2 million companies and 
seven million employees. The media 
reports that the “made in Italy” 
sector will have 50% less revenue 
in 2020.

According to Angelo Flaccavento, 
a fashion critic and journalist at 
Business of Fashion magazine, 
reported by buro247.com, Italy 
is also the only place in the 
world where ancient skills have 
evolved into unique modes of 
production. “We could easily go 
back to small workshops and 
small-scale production too - and 
that makes me happy. Creativity 

and authenticity have never 
disappeared in Italy, even in the 
most difficult times like the 1950s 
and early 1980s. Creativity will not 
die out now also, it is our national 
treasure. The collections of great 
designers will be smaller, but 
their messages will be stronger,” 
Flaccavento said.

This is actually the message of the 
greatest Italian fashion designers. 
Giorgio Armani said that it is 
immoral to change trends quickly 
for increased sales and profits. 
“Luxury cannot be transient. It 
doesn’t make sense to design 
clothes that will only be in the 
shop for three weeks and then 
replace them with new similar 
things. “, the fashion designer 
wrote for WWD magazine.

Although the world’s most fashion 
centers are in fear, countries that 
depend on the production of cloth-
ing should not be forgotten. Ban-
gladesh, after China, is the largest 
manufacturer of clothing for brands 
in the West and more than 80% of 
its exports are made by the textile 
industry. With orders worth up to 
$ 3 billion canceled or postponed 
and exports plummeting by as much 
as 84% in April, local factories are 
willing to reduce the contract price 
by up to 50%. Many stores around 
the globe are still closed, unsold 
goods are in storage, advertising 
campaigns have been suspended.

Still, this industry is encouraged 
by the image that toured the 
world when, after the quarantine 
was canceled, the Chinese rushed 
to clothing, household items and 
luxury goods stores. The French 
Hermès, known for its headscarves 
and bags, earned a whopping $ 2.7 
million in Guangzhou in just one 
day.

Coronavirus has also introduced 
new trends. Many now find them-
selves at home, and because of 
working from “the living room”, 
brands are promoting pajamas and 
bathrobes. Some European fashion 
companies have already reorganized 
their businesses and turned to mass 

production, so Bulgari produces a 
disinfectant gel for fans of popular 
perfumes.

According to a fashion design-
er Jelena Atanaskovic, founder of 
the Yeya “rule” brand, Covid-19 did 
bring an economic decline in the 
textile industry, as it usually happ-
ens during a global crisis. “How e-
ver, I also think this the moment of 
quality wins over quantity. Now is 
the time to decide what we want to 
give out and how to create the best 
in ourselves. So, this could be pro-
ductive at all levels, because “sell-
ing” is one segment of the process 
in all industries, including textiles. 
I think the time of “instant” fash-
ion will go “bankrupt” and finally, 
timeless pieces and authenticity 
will occupy many cleaned-up ward-
robes. I also see this as a milestone 
in raising awareness that the brand 
is not created by an influencer, 
but a character of the creator, so 
in that sense, what should survive 
will regenerate as well. I would defi-
nitely send a message to the region 
to support the domestic fashion in-
dustry because now is the moment 
to show solidarity and support in 
this small “casket” so that we can 
turn to the world again later,” Jele-
na Atanaskovic said.
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Let’s be responsible together.

Let’s take care of each other.

#stayathome

Novaston - Vuka Karadzica 7A, Belgrade, Serbia

WWW.NOVASTON.COM

Visit us on


