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Communication is 
Investment

global terms?
- Confucius almost predicted the future 
of the communications world when he 
said: "Tell me and I'll forget. Show me 
and I'll remember. Involve me and I'll 
understand." This almost describes the 
core of our industry. Today we can see 
that traditional TV is slowly being re-
placed by smart TV. On the other hand, 
the latest global surveys show that TV 
advertising costs have been reduced 
and yet they still make 37% of the total 
spending on advertising (in Serbia this 
stands at 55 percent which is still con-
sidered significant). There were also 
predictions that print will disappear all 
together, but there is still substantial 
demand for this communication chan-
nel. The same goes for radio. Outdoor 
advertising is going through a ”renais-
sance” thanks to interactive technol-
ogy used in accordance with consumer 
needs. It is quite evident that every-
thing we see around is going digital, but 
not as fast as was initially thought. The 
communications sector in the region 
closely follows this development trend, 
but is somewhat slower compared to 
the rest of the world in terms of adopt-
ing the know-how for new technologies 

and their implementation. I think Ser-
bia and Croatia have been at the fore-
front in this area. 

• Do you think that complete inte-
gration of all communication tools 
awaits us in the future - having been 
a trend for the last few years? How 
difficult is to attract consumer atten-
tion, become recognisable and pre-
serve a reputation?
- In the years ahead there will be a defi-
nite need for the integration of tools. 
Advertising, as such, will be predomi-
nantly guided by digital and mobile 
communications. Different types and 
sizes of screens – from billboards to 
cell phones – will enable targeting of 

T  
he communications sector, 
which is essentially a service 
sector, needs to be better 
organised professionally, 

in terms of implementing business 
standards and raising awareness 
about what we actually do and how we 
contribute to our clients' success; and 
this should be done in a very transpar-
ent, responsible and relevant way.

• The communications sector is 
not recognised and acknowledged 
enough in Serbia as one of the driv-
ing forces behind development. It 

also doesn't have the social status it 
deserves. What needs to be done to 
change this?
- The communications sector has 
been hit heavily by the economic situ-
ation in Serbia and other countries in 
the region which, prior to the onset 
of the global economic crisis, was 

riddled with challenges and instabil-
ity. According to AGB Nielsen Media 
Research, investments in the Serbian 
media market in 2008 amounted to 
€206 mil, only to drop to €155 mil 

in 2013. We still don't know anything 
about the 2014 data, but most indica-
tors show that this trend of reduced 
investment endures. Furthermore, 
the communications industry in Ser-
bia is young and is still not viewed as 
an important driving force behind the 
country's economic development. 

Accepting this sector as a relevant 
factor that contributes to economic 
development can be done through im-
plementing and improving two impor-
tant factors. The first, and probably 
the most important is to have a more 
innovative approach to clients and 

services, which I believe can result in 
complete collaboration between busi-
nesses and our services. Marketing 
and communications services should 
become an integral part of the opera-
tions of any company that considers 
itself a major player. The second fac-
tor is that the communications sector 

needs to be better organised profes-
sionally, in terms of implementing busi-
ness standards and raising awareness 
about what we actually do and how we 
contribute to our clients' success; and 
this should be done in a very transpar-
ent, responsible and relevant way. All 
through more intensive engagement 
with professional associations, the 
adoption of a professional Code and 
relevant rules, and of course monitor-
ing whether they’re being respected.

• Which path will marketing budgets 
take in 2015 in the markets in which 
you operate?
- As always, the answer to this ques-
tion depends on the annual strate-
gies and plans that our clients are in 
process of adopting. In the best case 
scenario, the advertising budgets will 
be at last year's level. I don't think the 
communications sector will be viewed 
as an investment in growth and devel-
opment in 2015, considering that com-
panies in our country still treat it as an 
overhead. I think this trend will domi-
nate throughout the entire region, not 
only in Serbia.

• In which direction has the commu-
nications market in Serbia been de-
veloping? Where do we stand rela-
tive to the rest of the region and in 

the desired demographic in real time, 
at any given moment and everywhere. 
Shopping experiences will continue 
to evolve and enable the consumer to 
make shopping decisions beyond re-
tail objects. The prediction is that by 
2020 smart phones will be so widely 
used that they are going to become 
the No. 1 marketing instrument for 
shopping and entertainment. 

In order for companies to con-
tinue to succeed in the market and fol-
low new trends in this new marketing 
era, their brands need to become bold, 
strategic, understandable and, above 
all, creative. Without a doubt, creating 
a relevant message that is compat-
ible with consumers will continue to 

be important from a communications 
perspective. Still, the key thing for the 
communications sector is to embrace 
technology in order to continue shap-
ing brand perception, establish loyalty 
and predict consumer behaviour. Fol-
low, listen, measure, improve! Commu-
nications will enable brands to remain 
strong, fresh and recognisable, while 
companies will be able to avoid pos-
sible failures. 

The world economy won’t experi-
ence a speedy recovery and manage-
ment and control of budgets dedicat-
ed to communications continue to be 
very controlled in terms of cost. Time 
is money and to have the opportunity 
to evolve together with your clients 

or consumers in a fast and efficient 
way will determine whether you will 
be profitable or go bankrupt. To make 
this possible, agencies, or advertis-
ers, rather, will have to implement 
tools for monitoring and listening to 
their customers.

• How willing are companies in Serbia 
to invest in training their staff who 
are responsible for communications; 
are they more willing to outsource 
communications professionals?
- I can tell you from our experience 
that serious companies in Serbia are 
wiling to invest in their employees. 
However, due to the different level of 
expertise and know-how, as well as as 
their work volume, I think our profes-
sional services are still needed. At our 
company education is treated as part 
of our corporate standard, where eve-
ry single employee who wants to grow 
and advance needs to perfect his or 
her knowledge and skills. Constant 
learning is part of the work evaluation 
of every employee. Training sessions 
take place locally or at our offices in 
London and New York.

• Considering you've been operation-
al for almost 17 years and operate 
successfully in eight countries across 
the region, how difficult was it to earn 
the reputation you have today?
- In the long run, the best and the most 
efficient tool for building one's reputa-
tion is knowledge, professionalism and 
client satisfaction. There are clients in 
our portfolio that have been with us 
for over 10 years. Equally important is 
an awareness among our employees 
that we are in this together, not just as 
individuals but all together, are part of 
the community and country in which 
we live in. Therefore, socially responsi-
ble behaviour is part of our corporate 
culture. In time, we have applied the 
same standards to the companies in 
all the regions in which we operate. 
Working in I&F McCann Grupa I have 
realised that communcations and ad-
vertising is the passion that drives me, 
even though reason rule. ■

 www.ifmccann.com

The communications industry in Serbia is developing 
and still not viewed as an important driving force 
behind the country's economic development
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INSEPARABLE PART OF EVERY SERIOUS COMPANY
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TIME IS MONEY AND TO HAVE THE OPPORTUNITY TO 
EVOLVE TOGETHER WITH YOUR CLIENTS OR CONSUMERS IN A 
FAST AND EFFICIENT WAY WILL DETERMINE WHETHER YOU WILL 
BE PROFITABLE OR GO BANKRUP


