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The year 2019 has just finished, but for us, the 
more important is that the year 2020 has just be-
gun. At the end of the year, people often do some 
kind of summary or retrospective. But, we won't.

When we started this magazine, we had a clear 
vision of what we want to share with our readers. 
After three years of magazine's existence, the vi-
sion is still cristal clear. We've slightly changed 
the way how we will do it, focusing on our on-
line edition:

www.bcoaching.online

The reason is very simple, the bigger reach. We 
want to be a knowledge-sharing platform, con-
necting business people, help them learn from 
each other and help the business community to 
grow. And that's not easy. From the other side, 
it's really changed the way we work and even 
think.

Business people and top managers are willing to 
share their experience and best practices, firm-
ly bieliving that giving is the greatest way to get 
something, the new knowledge.

Vision is the main topic of this edition. To have 
a vision, we need to be open minded and willing 
to listen and learn. And that's the easiest part. It 
is much harder to follow your vision during your 
daily work, and follow your North star.

In this edition, we will have an opportunity to 
learn from:

Howard Sublett, Melissa Boggs, Peter Zemsky, 
Friederike Fabritsius, Dejan Turk, Snežana 
Lakićević, Sanja Grabež, Ivana Jevtić, Violeta Il-
inčić,  Azra Sarić and others.

I hope that we helped a bit to find your 
thrully North star.

THE EDITORIAL

Photo: Predrag Todorović
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POWERFUL WAY TO MOVE 
THE WORLD OF WORK IN 
THE RIGHT DIRECTION

HOWARD SUBLETT, Co-CEO/Chief Product Owner at Scrum Alliance, Arkansas, USA / 
MELISSA BOGGS, C0-CEO/Chief ScrumMaster at Scrum Alliance, Denver, Colorado

Howard and Melissa, please share with us 
one interesting thing about you.

HOWARD: One thing people might not know about 
me is that I have owned my own real estate appraisal 
business for about 30 years. When I was introduced 
to Scrum and agile principles about 10 years ago, 
and saw what they could do for teams and compa-
nies, I brought those ideas to my established busi-
ness with great success. I also love to scuba dive. 
But my favorite thing to do is to connect with people, 
and to connect people with one another.

MELISSA: Many people do not know that I’m a Certi-
fied Agile Coach—more specifically a Certified Enter-
prise Coach— so I did actual hands-on agile coach-
ing for many years before coming to Scrum Alliance. 
People are also surprised to learn I was the lead 
singer for a metal band (when I was much young-
er). My favorite thing to do, though, is to show peo-
ple how much their lives can change when they are 
open to learning and trying something new. 

Vision, as the main topic for this edition is 
a very wide topic. We had an opportunity 
to hear your speech at the Global Scrum 
Gathering Vienna 2019. You were very in-
spiring to the audience. So, what is the vi-
sion for Scrum Alliance?

HOWARD: The vision for Scrum Alliance is to trans-
form workplaces around the world so that they’re 
joyful, prosperous, and sustainable. We believe that 
agile principles and practices, such as Scrum, when 
done for the right purpose and with the right mind-
set, are a powerful way to move the world of work in 
the right direction. 

Enabling sustainable agility is also the best 
way for a company to be adaptable and able 
to thrive in the “VUCA” world we are all 
living in: one filled with volatility, uncertainty, 
complexity, and ambiguity.
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After the vision, it comes to the mission. 
The mission is probably the most important 
element of success. What do you think?

MELISSA: The most important element for success 
is the people—the teams working to implement the 
mission and the vision. Leaders need to empower 
their teams to create the right solutions for their cus-
tomers, to make decisions about what their custom-
ers need—within the boundaries of the vision, the 
mission, and the overall company strategy. 

What is in your opinion the secret sauce for 
successful collaboration?

MELISSA: We are co-leading this organization, 
which isn’t all that common and doesn’t necessar-
ily come naturally. It’s something we have to com-
mit to and work on, each of us bringing our individ-
ual strengths to make our partnership stronger and 
more effective. 

HOWARD: I’d say the secret sauce is trust… and 
probably communication, which goes hand in hand 
with trust. We need to be aligned, which means 

talking, sharing, spending time together thinking 
through options and opportunities.

In order to succeed, the team has a crucial 
part. How do you create such a great team?

MELISSA: 

The teams create their own greatness. 
We just create an environment where they can suc-
ceed. We designed a structure and culture that sup-
ports each person in our organization to be their 
best self through autonomy, teaming, training, and 
opportunities for continuous learning.  We offer ev-
ery employee the immediate opportunity upon join-
ing us to attend our Certified ScrumMaster or Cer-
tified Scrum Product Owner courses, then support 
them through coaching. 

HOWARD: Yes to all of that. Plus we encourage 
teams to take risks, to try big new things in small, in-
expensive ways. 

The cost of failure is cheaper than it has ever 
been. 
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We don’t have to spend years building before we 
bring a finished product to a customer. We can spend 
a week or two building something, some small piece 
of a larger idea, and get it in our customer’s hands 
right away. If it’s exactly what they need, great! We’ll 
build the next part. If we need to tweak and try again, 
we can do that too. And if what we hand customers 
is a complete disaster, so what? We’ve only spent 
two weeks of one team’s time to find that out. It’s the 
learning we’re after.

What is the Scrum Alliance strategy for the 
next few years (or months)?

MELISSA: Our strategy is to continue to build aware-
ness that agile isn’t a noun; it isn’t a thing you can 
buy or a framework you can adopt. It’s an adjective. 

Agile describes a movement and a mindset. 
To become more agile is to be more 
adaptable to change, more team focused, 
less hierarchical, and less centralized 
in decision making. 
For agility to be sustainable, it must be a 
part of the organization’s DNA—part of 
the culture. It’s not just “something the 
IT teams are doing.” It’s a whole com-
pany shift, from HR to Finance to Mar-
keting to the C-suite.

HOWARD: And we believe the best way 
companies can begin to shift their cul-
ture and mindset is by engaging with 
Certified Agile Coaches. Our Certified 
Enterprise Coaches and Certified Team 
Coaches know Scrum, sure. But they also 
know other tools: things like Lean, orga-

nizational change,  Design Thinking, and Kanban. 
More importantly, they know how to help shift mind-
sets, how to change culture, how to enable transfor-
mations that stick… how to bring sustainable agility 
to your business.

There’s a lot of buzz about coaching at 
Scrum Alliance. What is your direction 
about coaching?

HOWARD: Our direction is fast forward. In the US 
last month, there were over 10,000 jobs advertising 
for agile coaches. We currently have around 150 cer-
tified coaches. There’s a tremendous demand out 
there for people with proven experience and exper-
tise in helping organizations reach their goals—and 
a lack of supply. We plan to change that.
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MELISSA: But in changing that, we don’t plan to 
lower the bar for what it means to be a coach. We re-
quire several years of hands-on coaching, a certain 
expertise with agile principles and practices, and a 
peer review. It’s a rigorous process. We don’t want to 
change what it means to be a Scrum Alliance Certi-
fied Agile Coach, but we do want to make sure more 
people have the opportunity both to become one 
and to engage one.

HOWARD: And we’re not saying that coaches 
should live inside a business forever. We envision 
agile coaching as one part of a broader approach 
that includes some training, some coaching, some 
consulting, and then a transfer of skill and knowl-
edge to internal sources inside the business. Scrum-
Masters can become great team-level agile coaches 
with some time, mentorship, and experience. Expe-
rienced ScrumMasters can learn to become enter-
prise-level coaches. We have resources to help with 
that—free ones that anyone can access. We have 
over 80 videos on our website right now to help peo-
ple who want to get better at agile coaching or even 
pursue a certification one day. And we’re planning 

The final words should 
always be impressive. So, 
impress our readers …

much more content in 2020.



MELISSA: 

Here’s what I want to impress on the readers—what 
I want everyone to understand. Agility isn’t some-
thing you buy in a box, something prepackaged and 
ready to install. And agility isn’t something you can 
just implement overnight in three easy steps. Any-
one who tells you that is probably trying to sell you 
something. At the core of the agile principles is hu-
manity. Agility is heart, soul, and connection—with 
each other, our customers, and our purpose. You 
can’t buy that. 

HOWARD: 

I agree with everything Melissa just said. We are a 
not-for-profit, which means we aren’t trying to sell 
you anything. What we are trying to do is give ev-
eryone the tools, the resources, and the people that 
they can trust to help them transform their world of 
work, whatever that work is and in whatever corner 
of the world it’s happening. That’s us in a nutshell.

Dream IT. Design IT. Build IT.
codeit.rs codeit.rs codeit.rs

WEB MOBILE IT CONSULTINGDESIGN
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VISION INSPIRES, 
CALLS FOR ACTION 
AND GENERATES A 
UNIQUE ENERGY

Mr. Turk, first of all, our compliments for 
the incredible agility and speed of your re-
sponse to our interview request. Perhaps 
this is a hallmark of innovative companies?

I think that agility is not only a prerequisite for in-
novation, but also for the survival of all companies 
in the global market that is currently shaken by tec-
tonic changes. Digital transformation has pulled the 
rug from under the feet of certain corporations, giv-
ing a chance to small businesses and startups. The 
rules of market competition have changed and vic-
tory is no longer guaranteed to the largest compa-
nies, but to those which are the fastest and most 
willing to change.

A survey by Dell found that 95 percent of respon-
dents — large corporations — are concerned about 
their survival and fear that smaller companies will 
take their place. This is a confirmation that the 
market is, in a way, “upside down” and as such 
offers a great opportunity for those who adopt 
change and innovation as the very core of their 
business.

And there are no better foundations on which 
to build these values than agility, capacity to 
welcome and respond to any change and dy-
namic request by your customers. Howev-
er, agility is more than speed. It is a change 
in the direction of thinking and company cul-
ture, as it requires courage to give employees 
the space to experiment, and for them to feel 
safe to make mistakes. 

Only if you focus on your people, re-
spect them, give them purpose and 
the space to grow, you can expect ex-
ceptional innovation and results.

DEJAN TURK, CEO of Vip Mobile and A1 Slovenia
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The topic of the issue is VISION. What is 
your vision for the company you have been 
running for many years?

When Vip Mobile arrived on the Serbian market 
twelve years ago, we started off with one base sta-
tion in a field. The fact that we have been building a 
company on our own, practically from scratch, has 
been a challenge for us, but also an opportunity to 
be pioneers and innovators, and to create a com-
pletely unique brand. 

Our vision was to make Vip a different story. 
So we had to step out of the crowd - out of 
the comfort zone and learn to recognize and 
be guided by the needs of our customers 
when creating new products, offers and 

functionalities.

Perhaps the most important thing is the 
fact that we have brought Braveheart to 
Serbia. It is an internal initiative during 
which our overall operations have been 
committed to complete transparency 
and fair treatment of our customers. 
Guided by Braveheart, we were the 
first in the market to lift the custom-
er service call charges, call connec-
tion charges  and rounding up to the 
minute and we have introduced a 

free trial - 30 days free use of our services. The NEO 
revolution followed, the first free 1GB when roaming, 
followed by NB IoT technology and VoLTE, our first 
steps towards the upcoming 5G revolution.

Twelve years later, we can proudly summarize the re-
sults. With almost one billion euros invested to date, 
we remain the largest Greenfield investment in the 
country, with our 4G network covering more than 97 
percent of the population. Customers have reward-
ed our courage and willingness to take risks, which 
is why apart from our coverage, we are continuously 
expanding our Vip family, which brings together over 
2.3 million customers and 1,400 employees.

How important is vision for business activ-
ities in today's uncertain environment?

For me personally, vision is the most powerful tool 
that I have encountered in over 20 years of my ca-
reer because it has the unique power to bring dif-
ferent ideas, people and resources together for the 
same purpose. Vision inspires, calls for action and 
generates a unique energy. It motivates individuals 
and organizations to commit, persevere and do their 
best to make it happen.

It is also a very practical guide to creating plans, set-
ting goals, making decisions, and coordinating and 
evaluating work on any project. It helps organiza-
tions and teams focus and team up in particularly 
complex projects and stressful times.

Many companies understand the value of a true vi-
sion. Unfortunately, only a few can create it. A good 
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vision is clear, involves changes in attitude, it is posi-
tive and big enough to inspire and open your mind to 
everything you can achieve. Most importantly, 

true vision comes from the heart, not the 
head because you have to give yourself 
freedom and use your imagination to see and 
feel something that does not exist yet.

The telco industry has suffered serious 
blows from disruptors, primarily from 
popular communications services such 
as Whatsapp, Viber, Skype etc. How does 
your company deal with them?

When Vip mobile arrived on the Serbian market, it in-
troduced the Uber Syndrome, a competition that ap-
pears out of nowhere and causes concern with tradi-
tional telecommunications companies. The healthy 
competition we fostered when we arrived stimu-
lated faster growth, development and transforma-

tion of existing business models for the benefit of 
all customers. That is why, as the youngest opera-
tor, we understand how each new player turns that 
wheel of change for the better - how it motivates ev-
eryone in the market to be even more valuable, agile 
and innovative.

The situation is similar with regard to the new digital 
ecosystems and OTT. They are radically changing 
the needs of customers and raising the scale of their 
expectations from us, the operators. They make us 
accept competition and the idea that we must inno-
vate if we want to survive.

When these services appeared in our market, Vip re-
sponded proactively and provided additional giga-
bytes and free internet for their usage. This is a good 
example of how all participants in the mobile eco-
system should collaborate: digital and OTT compa-
nies and operators, in order to provide benefits for 
all parties.



They say that a successful company 
is one that invests in the develop-
ment of its employees. How much is 
your focus divided between employ-
ee development and KPIs?

They say the real purpose of 
management is not to grow your 
business with the help of people, but 
to develop your people with the help of 
business. 

We at Vip know this and we know that we have 
crossed the path from a startup to a success-
ful corporation thanks to our people.

This is the reason why we have adapted our 
corporate culture to their needs. We invest 
in their knowledge, skills and expertise, we 
guarantee them a safe environment and the 
same working conditions and promotion re-
quirements. We strive to provide them with a 
good work-life balance and support them in 
the most important life role - parenting. That 
is why, apart from being the Most Desirable 
Employer, we are also recognized as the Most 
Gender Sensitive Company and the first Fami-
ly Friendly Company in Serbia.

In today’s dynamic business life, it may be eas-
ier to focus on Key Performance Indicators 
(KPIs) instead of People Performance Indica-
tors (PPIs), but at the end of the day, goals are 
still achieved by employees. Reports are help-
ful, but if you want to really get to know your 
company and the way it "breathes," you need 
to reach out to your people instead of num-
bers. We at Vip have a golden rule to make 
sure our employees are okay, so that our re-
sults are okay.

And finally, in one sentence, what ad-
vice would you give to all current and 
future leaders, how to survive and 
succeed in business?

"Earn their trust" is one of the best tips I have 
personally received. Build your business on 
sound foundations, on fair and transparent re-
lationships, and success will be guaranteed.

Is there an English language
skills gap in your team?
If you are an IT outsourcing company,
most likely there is.

Isn't it time you
CLOSED THE GAP?

BEOLINGUA
Nušićeva 6 / Beograd
www.beolingua.co.rs
office@beolingua.co.rs

English for IT outsourcing

SPECIALISED & FOCUSED COURSES

language / vocabulary / writing and 
speaking skills / soft skills / understanding 
business concepts and terminology / 
assertive communication

three levels: A2, B1, B2

created in cooperation with programmers, 
agile coaches and managers in IT

Get in touch for an offer.



12

PETER ZEMSKY,  Deputy Dean 
at INSEAD, Paris, France

VISION 
FOR 
FUTURE OF 
LEARNING

Peter, you’re a professor, but 
also you are a deputy dean, for 
INSEAD. Could you tell us a bit 
more about your role?

Yes. So on the one hand, I still am a 
strategy professor. So I think ever since 
getting my PhD at Stanford in the ear-
ly 90s, I've been very interested in how 
technology change impacts in indus-
try and the companies and their strat-
egy and their organisations within it. 
And then, I've been part of the leader-
ship team of INSEAD for 10 years, and 
for the last several years, deputy dean 
with a particular responsibility for doing 
what I teach. So how is it that INSEAD 
needs to adapt to all the changes espe-
cially to technology to remain relevant 
and leading in management education.

The topic of this issue next is-
sue is vision. What is the vision 
of INSEAD?

Obviously, even as strategy 
becomes more agile, and long 
term planning becomes less and 
less important, vision remains. 
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See, people still want a broad sense of where they're 
going. But again, the mission of INSEAD remains 
the same, which is bringing together all of these di-
verse people to help develop people and contribute 
to business and society. Our vision for the school 
remains to be just a super high quality platform for 
business management. So fundamentally, talk to 
your management education continues to be about 
top students, top faculty, top recruiters. And so I 
think to sustain that, what we need to do is under-
stand what the key issues are. One is clearly tech in-
novation entrepreneurship. Another big one, though, 
is the changing relationship between business and 
society. Certainly, if I think about our vision and 
strategy, we're really looking to deepen our capabili-
ties in both of those two key areas, technology inno-
vation, but also the nature of this whole shift array 
from pure shareholder value maximisation. 

Today, everything is digital. You’ve said 
something about this, but how does digital-
isation influence the INSEAD way of work?

What does digital mean for INSEAD?  Two things: 
First, we have to shift what we teach and how we 
teach. How we teach would mean more digital ped-
agogy, more online education. And then the sec-
ond thing is what we teach. So the basic principles 
of business, creating and capturing value, leading 
change, have not fundamentally shifted. Howev-
er, the way they are deployed, the phenomenon, the 
cases you teach are completely different today than 
10 years ago. So we have to make those shifts.

But people still prefer human interaction. 
Why is that?

Absolutely, one of the challenges of being a top 
three management education is a lot of the disrup-
tion happens at a lower end. And so we have to be 
careful. So still today, if you're really top talent, if you 
have the budgets, you still prefer to do in person. 
And yet what we know the phenomenon is that bit 
by bit, the digital stuff will get better and maybe ulti-
mately disrupt. But clearly, I think there's two things. 
First, online has gotten quite good at disseminating 
knowledge. But interactivity is still not there. It's just 
not the same having five people who maybe don't 
know each other chatting online, compared to put-
ting five people in a room and having them interact. 
That interactivity is not there and again, for high lev-
el skills, that kind of interactivity is critical for learn-
ing, number one. Number two, it turns out that learn-
ing together is a great way to build relationships. 
And relationships are still best built in person. May-
be you can extend them online. And again, the role 
of a Top Three Business School is to connect some 
of the top talent with a network they can leverage 
throughout their career. And that's still best done in 
person. Is that? 

I definitely agree. What would be your key 
message to people eager to learn?

My key message would be: This is your age. Learn-
ing has always been important. But the faster the 
rate of change, the more new practice comes into 
play, the more being a learner will drive advantage 
for you as an individual, for you and the teams that 
you lead, and for organisations. 

This is an age of learning and you should abso-
lutely just be nurturing that skill. 
It means not being afraid. I think sometimes some 
people think „Oh, things like technology... that's too 
technical.“ It's still just business. So, you just want 
that thirst for knowledge,  not to put up barriers 
about what you think you can learn, what you think 
you're good at. And if you can do that this is just a 
fabulous time to be a learner.

Again, in terms of more about what to learn, 
I think a lot of the value that's created today 
is being able to combine understanding of 
technology, not the deep technology but the 
new technical capabilities. 

What can we do when we talk about winning? What-
ever it is AI or blockchain? What can it do with knowl-
edge of the business context? We still need individ-
uals who can bridge the two. So even if you're super 
strong in tech, you want to get some business knowl-
edge. You're super strong in business. You want to 
get some tech knowledge so that you can really 
partner well across that because that's where a lot 
of the value is. There’s a lot of get contribution and 
reward for playing there. In terms of building your-
self as a leader today, I do think collaboration skills 
are clearly a huge growth. I mean, in general, soft 
skills have been important. Everything I see with all 
the development of tech actually is only accelerat-
ing and reinforcing the value of soft skills. Let me 
give an example. Humans tend to be very tribal, and 
getting collaboration is hard. And one of the things 
that leaders and managers do is they ensure collab-
oration across these sort of tribal units. Tech has 
made both internal collaboration and external col-
laboration more important. Why? Because when you 
fundamentally innovate your product, the interfaces 
between different groups change, you need groups 
to work together internally. Secondly, and maybe 
even more importantly, with the rate of change, you 
can't build all the capabilities yourself. You're forced 
to increasingly partner with other men, very different 
players, startups, big tech, former competitors. So 
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those skills about how do you foster collaboration 
in a much more flatter world with less commanding 
control is just clearly a skill set that has been valu-
able and only gets more so.  

For the end of this interview, what would be 
your key message?

One of the key trends across sectors, whether it's re-
tail or education, is hybrid. So at the end of the day 
digital is super powerful. And yet humans evolved in 
a physical world. We're still made sick by VR, if you 
do it long enough. 

I sounds even looking at younger kids, my 
kids there, they end up living with one foot in 
the digital world for sure, very happy digital 
foot, but they still cultivate and develop a 
foot in the physical world. 

One of the key trends is again, how do you manage 
that and how do you build value propositions that 
blend physical and, and digital.
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FRIEDERIKE FABRITIUS, MS, neuroscientist, keynote speaker, and award-winning author, 
Dusseldorf, Germany

PEOPLE THRIVE IN 
DIFFERENT KINDS OF 
WORKPLACES

Friederike, for the start, please tell us about 
your leadership role in the house.

We have five kids aged 6,5,4,2, and 1. How do we 
keep up with that? Every single thing we do at our 
house is based on neuroscience - and I have a lot of 
fun with that. 

Let me give you an example. This winter I decided 
that we should spend at least an hour outdoor ev-
ery day, regardless of the weather in order to get 
more natural light, which is important for our brain. 
How do I achieve that? Do I force my kids to go out 
when it’s raining? We know that willpower is a limit-
ed resource, so that would probably be a very pain-
ful process. 

Instead, I’m using a technique called “Implemen-
tation Intentions”. Research shows that people are 
much more successful in adopting new habits when 
there is a clear “when-then”-connection, linking a 
certain behavior to a specific situation. For us it’s: 
“When we get home from school, we go outside”. 

In addition, I’m using a technique called “Nudging”. 
Nudging is a way of setting up the environment in a 
way so that whatever behavior you want to encour-
age, is easy to do. What does this mean here? I have 
put all of our outdoor clothes conveniently next to 
the door. You just don’t leave the house if it’s cold, 
dark, and raining outside and you first have to search 
for seven different outdoor gears. 

The same principle that applies if you want 
to encourage any kind of behavior in the 
workplace: Make it easy. It sounds trivial, 
but it really works. 

You have a great theory for suc-
cess, with a lot of science in the 
background. It's called 3F (Fun, 
Fear, Focus). (Please explain 
a bit), and if you could 
choose another, 4th F, 
what F would it be?

We all need a certain mix 
of neurochemicals to 
reach peak perfor-
mance. And when 
you have the right 
mix, you will be 
multiple times 
more productive. 
You can save a 
lot of time if you 
know how to get 
there, whenev-
er you need 
it, whenever 
you want it
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So how can you get there? It all comes down to three simple things and I like to 
call them Fun, Fear, and Focus. 

Fun
When we have fun, our brain releases dopamine. 
And dopamine is a real brain booster. It makes us 
think faster, it makes us learn better. Everything is 
easy when you are high on dopamine. It’s not just 
nice to have to have fun at work, it’s essential. 

So how can you have more fun at work? 
Fun is highly individual. 

The easiest way to have more fun is to find 
a job that is in line with your strengths. 

If you are good at crunching numbers – find a job where 
that talent can shine. If you are talented with words, 
seek an environment where you can use these skills. 

FEAR
Most people think that we reach the best possible performance 
when our skills are in line with the challenge. That’s not true. 

We reach our best performance when our challenge is a little 
bit too big for us. 
We need to be what I like to call “slightly over-challenged”. 

Because that’s when the brain releases a 
substance called noradrenaline. 

Noradrenaline is like a wake-up call for our brain, telling us: 
“Wake up! Something truly important is going on! You need to 
rise to the occasion!”  Your brain is not going to go into peak 
performance when you are sitting in a boring meeting. 

Do you know that feeling when you take a cold shower or 
plunge into a cold pool? It’s a bit scary at first, but once 
you do it, you get that kick. That’s the noradrenaline. 

So how can you get it at work? Take on projects that are a little bit 
too difficult for you, get that promotion, take some risks. If you are 
never nervous at your job, you are not reaching peak performance.
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Imagine Serena Williams taking a call in the middle 
of the Wimbledon finals. Her fans would be appalled. 
Yet, in the business world, people behave like this all 
the time. Research shows that when we multi-task, 
we make 50 percent more mistakes and we take 50 
percent longer to complete the task. That’s insane! 
Our brain needs to be focused in order to reach peak 
performance. Because only when we are fully fo-
cused, we are going to release a substance called 
acetylcholine. 

Acetylcholine is like a spotlight. It highlights your 
most important thoughts while everything else re-
mains in the dark. 

How can you become more focused? Many books 
will tell you to meditate or to try yoga. There is a 
much easier way. You can hack your brain for focus. 

When people are multitasking or distracted at work 
or anywhere else, it’s usually the symptom, not the 
disease. They use their smart phones as an escape 
mechanism when they are bored out or stressed. 
Here is the hack: 

Find the right level of fun, find the right level 
of fear, and focus will follow naturally.

If I had to pick an additional F, it would be Flow. Be-
cause that’s what you get when you combine the 
3Fs. 

After you explained 3Fs, you are saying 
that we need to be aware of 3Ss, in order 
to live a healthy life. (Sport, Sleep, Snacks) 
and if you could choose another, 4th S, 
what S would it be?

Usually when people get cranky, it could be fixed by 
doing some sports, getting some sleep, or having a 
snack. 

Most people think that you go to the gym to exer-
cise your body. And then you do crossword puzzles 
to keep your brain fit. 

No, the most effective way to exercise your 
brain is by exercising your body. Let me 
break it to you: your brain is a part of your 
body 

It’s with sports, sleep, and snacks that your brain 
gets most of the neurochemicals it needs to reach 
peak performance and emotional wellbeing.

FOCUS

Sports

When we move physically, our brain releases dopa-
mine and serotonin. These neurotransmitters make 
us feel great and boost oaur cognitive performance. 
We also release a substance called brain-derived 
neurotrophic factor (BDNF) which helps us to learn 
better. Our brain gets more oxygen too, which is al-
ways a plus when it comes to cognitive performance.

Sleep

Sleep is important to restore dopamine and sero-
tonin levels. It’s during sleep that the brain removes 
toxins and stress hormones. Sleep is also import-
ant to transfer information from short term to long 
term memory.

Snacks

All of the neurotransmitters we need for 
reaching peak performance and emotional 
balance are not built from love and air. We 
have to physically intake the building blocks 
so that our body can produce them. 

If I had to introduce a fourth S, it had to be social: 
We know that our brains are very social. When we 
have great social relationships, we will live up to 
eight years longer, we will be happier, and more prof-
itable too. 
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Have you ever thought that coaching also 
could release some of the hormones, and 
helps the client to feel better and be more 
successful?

Research shows that the best predictor for success 
in coaching is the relationship between the coachee 
and the coach. This is really interesting because 
when we trust someone and when we truly connect, 
the brain releases a substance called oxytocin. Oxy-
tocin triggers the release of dopamine, which makes 
us feel great and 

motivates us. Oxytocin also triggers the release of 
serotonin which reduces anxiety and stabilizes our 
mood. With this potent release of neurochemicals, 
coaching can be a truly powerful tool! But only when 
you have a great relationship with your coach. 

You are preparing the new book. Could you 
promise that you will pay attention to the 
question: "How we could change some-
one's behavior, without the "boomerang" 
effect?"

People always ask me: How can we change? The 
brain has evolved in a certain way for millions of 
years. It’s much more effective to change the work-
place than to try to change somebody’s brain. When 
the workplace is right, you will automatically get the 
behaviors you want to see. 

Here is how this is relevant for my new book: Most 
companies try to increase diversity and they fail. 
Why do they fail? They ask women to “lean in” and 
focus on “unconscious bias” while completely ignor-
ing neurochemical diversity. What is neurochemical 
diversity? People thrive in different kinds of work-
places. Some excel under pressure; others require 
less stress to reach peak performance. 

My message is: 

Don’t change the women, 
change the workplace. 
If the workplace is 
brain-friendly, it will 
naturally attract a more 
diverse set of people. 



SRDJAN PAVLOVIC, Founder of Coaching Expert Team, Belgrade, Serbia

THE POWER OF THE 
SHARED VISION
Having a clear vision can help you achieve almost 
anything. Not only in business, but in private life too. 

So, why is that we often don't have the vision? I've 
heard a lot of excuses for not having a vision. Let's 
discuss some of the most interesting.

The most frequent reason is that people simply 
don't know anything about vision. They live "happi-
ly" in their world, work and plan activities for the day, 
month, even for a year. An interesting thing is that 
they are very good even in strategy. Still, one part is 
missing, the vision.

The second group is also a big one. People from that 
group know about the importance of having a vision 
but they don't have the time to "create" it. Do we re-
ally have time to go in the wrong direction? To work 
hard to achieve something that we don't want? Obvi-
ously, this group has.

The third, big group, is a group of people who do 
have time but don't know how to set a vision. This 
article is probably written for them.

Setting a vision, the strong and clear one, isn't easy. 
That is the moment when coaching could help. In 
business, executives are often afraid to admit that 
they don't have a clear vision. That is perfectly nor-
mal. Just acknowledgment of the need for a vision 
is enough to start with the coaching process. This 
is crucial for the beginning of the process. That is 
the reason why the coach should ask powerful ques-
tions such as:

1) And you achieved your goal. What 
does success look like? 

2) What do you notice? What do you 
feel? What do you sense?

2) Achieving your goal influences 
the environment ... how?

3) What resources do you need to 
establish your vision?

In the business world, a leader is a person who 
needs a vision for the team. It often happens that 
the company has "quoted" vision, but is struggling 
when it comes to spreading the vision through 
the company. That is the main reason why a 
leader tries to create its own vision, which 
is "compatible" to the company's vision.

Now, things are getting even com-
plicated. The vision that a leader 
created isn't a vision for the 
team. A leader should have 
a so-called "shared" vi-
sion if he wants the 
team to follow 
him.

This sit-
uation 
leads 
to an-
oth-
er ques-
tion. How 
to create a 
shared vision?

Hopefully, there is an 
answer to that question:

• First, create your own vi-
sion. Make sure that the vi-
sion is perfectly clear and easy 
to explain to the others.

• Secondly, you need to include your 
team and work with them - try to under-
stand their aspirations and how engaging 
in your vision can help them achieve those 
aspirations.

Sharing your vision demands taking into account 
the team's feelings, dreams, hopes. They should 
see themselves as a part of something bigger if you 
want them on your side. Once you have achieved 
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that, a shared vision has full power to convert "com-
pany" to the "our company". For that to happen, a 
leader should change the mindset, and just rotate 

for 180 degrees one letter in the word "ME".

You are right, rotating "M" we got one more 
powerful word "WE". Using the word "WE" 

you can move the whole mountains!

Be aware, you cannot just rotate 
"M", you need to believe in that.

Without bringing the 
team in the process of 

creating the vision, 
shared vision, 

they will feel 
ignored 
and not 
valued. 

Of 
course, 
you can 

predict the 
result, they will 

not follow the 
vision in a way you 
would like them to.

The team members want 
to know how their goals and 

aspirations can be fulfilled by 
achieving a shared vision. Finally, 

that's the power of a truly shared vision. 

Some tips and tricks for creating a great 
shared vision, the one that team members 
will "die for":

• If you want to create a strong shared vi-
sion for the future, you will need to fo-
cus on the present. A leader should 
develop deeply connected rela-
tions with the team members. 

• Also, a true leader should focus on lis-
tening, not talking. Only trough listen-
ing, a leader could understand the needs 
and aspirations of the team members.

• At this stage, a team coach or a lead-
er should ask one powerful question: 
" What do WE want to create and why 
is it so important to us?" You've proba-
bly noticed, we changed ME into WE.

If the team members feel like they are part of the vi-
sion, and also that they can help to make it happen, 
they will be far more likely to give their energy and 
time towards the outcome.

If the team members can see themselves in that fi-
nal picture, they will invest their feelings, minds, and 
hearts in that shared vision. 

The shared vision is one of the most powerful driv-
ers of the change we want to happen.

For the end, I will quote Ken Blanchard: 
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"The greatest leaders mobilize 

others by coalescing people 

around a shared vision." 
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SNEŽANA LAKIĆEVIĆ, Advisor to Deputy CEO - Director of  Function for government 
relations and corporative communications

EDUCATION MUST BECOME 
A VALUED AND IMPORTANT 
PERSONAL GOAL

Eight years ago, NIS identified the problem of short-
ages of professional staff in the fields of its busi-
ness needs, in particular in natural and technical sci-
ences, as well as a need for the modernization of 
technologies and methods of work. To these ends, 
the company set about with the aim of improving 
educational programs and creating more modern 
working conditions.

It was for this reason that NIS launched its Energy of 
Knowledge program in 2012, in recognition of a mis-
match between the supply and demand of person-
nel upon the labour market, with the end goal of im-
proving the educational system and providing staff 
for its requirements. Ever since then, I have head-
ed up a team that implements various activities with 
the aim of enhancing cooperation between the com-
pany and scientific and educational institutions in 
Serbia, and also in the Russian Federation.

Cooperation through the Energy of 
Knowledge program includes cooperation 
with schools and scientific societies in 
Serbia, and collaboration with universities 
and colleges in Serbia, the region, and the 
Russian Federation, as well as a program 
that focuses upon individuals, i.e. student 
scholarships.

Cooperation with higher education institutions in-
cludes collaborating with faculties that work with-
in the scope of the company's business activities, 
and includes scholarships for students at these fac-
ulties, guest lectures by faculty professors and NIS 
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experts, field visits to the compa-
ny's operations, and implementa-
tion of joint research projects.

NIS cooperates with 2 universities 
in Serbia and a further 8 universi-
ties throughout the region and in 
the Russian Federation, as well as 
over 30 faculties and 3 scientific 
societies.

In its cooperation with secondary 
schools, NIS supports the organi-
zation of competitions in the nat-
ural sciences (mathematics, phys-
ics and chemistry) and the Russian 
language across all levels.

In 2016, we became the first com-
pany to receive the prestigious 
Saint Sava's Award for our con-
tribution to education in Serbia, 
awarded by the Ministry of Edu-
cation, Science and Technological 
Development of the Government 
of the Republic of Serbia. We are 
recognized as a company that has 
contributed to the improvement of 
educational conditions in institu-
tions throughout Serbia through 
our Energy of Knowledge corpo-
rate program.

To date, our company has em-
ployed almost 50 students who 
were previously recipients of NIS 
scholarships, of whom 26 have 
graduated from universities in the 
Russian Federation and returned 
to Serbia to begin their profes-
sional careers with us. All of these 
graduated from faculties working 
in oil- and gas-related disciplines.

Currently we have 20 scholars who 
are due to start their careers at 
NIS after completing their studies.

The 21st century is 
characterized by a race 
in terms of technological 
development, but also a race 
for the provision of human 
resources required to tackle 
the digitalisation process. 
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And NIS, as one of the largest companies in the re-
gion, has taken up this challenge. In addition to the 
digitalisation process within the company itself, we 
want to encourage the advancement of young pro-
fessionals through cooperation with partner facul-
ties in this field. At Niš's Faculty of Electrical Engi-
neering, we plan to equip the laboratory with modern 
computers and programs as early as the first part 
of 2020. We plan to open similar laboratories in co-
operation with the Faculty of Technical Sciences in 
Novi Sad, as well as the Faculty of Electrical Engi-
neering in Belgrade. Through these actions, we will 
create conditions for the implementation of various 
projects, and improve teaching and learning condi-
tions for students, in order to ensure the provision of 
an appropriate labour force for the future.

I would like to take this opportunity to stress that we 
already have exceptional experience of cooperation 
with colleagues at all three of the aforementioned 
faculties, and that this synergy and mutual trust, as 
well as a future-oriented approach, form the basic 
preconditions for our progress. By creating the con-
ditions for young people to work, develop and thrive, 
we also create a chance to retain them. 

Money is not the only motive for leaving 
Serbia: much more often it is a desire to 
advance, improve, and seek an environment 
in which this can be achieved.

I'm an optimist. I always have been. Having worked 
on this program – which few believed would be so 
successful – for eight years, today I am proud of my 
colleagues and the company's scholarship holders, 
who – thus far – have been assisted in their edu-
cational journey by the Energy of Knowledge pro-
gramme. Guided by their successes, NIS continues 
to provide opportunities and invest in science and 
education for the new generations, in order to keep 
us competent and competitive in the future.

The age in which we live certainly poses new chal-
lenges and gives rise to new requirements. I believe 
that it is necessary to strive for the creation of a criti-
cal mass of adequately educated professionals, and 
the primary factor in creating this is the uncompro-
mising and continuous adaptation of education and 
the educational system, and its adaptation to the 
needs of rapid-paced development and the labour 
market.

It is imperative that a system in which education is a 
matter of pride is re-established. In order for this to 
happen, however, a positive attitude toward knowl-
edge needs to be instilled, and content must be 
placed above form once again. Education must be-
come a valued and important personal goal, with a 
desire for the pursuit of continuous and high-qual-
ity education, which also includes reliable informa-
tion on contemporary trends and needs in all seg-
ments of life. 

I believe that education, as a pillar of society's 
progress, should become one of the basic factors 
of social status, leading to the re-affirmation and 
redefinition of the role of the educational elite.



Vuka Karadzica 4 / Belgrade / Republic of Serbia
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SANJA GRABEŽ, General Manager at GALERIJA PODOVA, Serbia

A SINGLE MOST IMPORTANT  
THING FOR THE COMPANY  
- VISION

If I should think of one single most important thing 
for the company than I would think vision. In the 
usual sense as your final, but ultimately unreach-
able goal and wider as the whole path you have 
chosen to it. In that sense it is your true North 
and also shows the direction and roads on which 
company should be moving. The same is for us 
personally. 

If we know where we are headed 
it is easier to see whether some 
choices will take us there.  

Vision is not a nice slogan or a picture in your 
office. In order to be alive you need to show 
your vision everyday by the way how you 
actually do things. It starts as your internal 
dream, after analyzing all outside and in-
side factors, but it is only alive when you 
externalize it through activities and com-
munication i.e. all the things you do daily 
to reach that vision and different strate-
gies you employ for that purpose. And 
if it’s not the same as you imagined, 
seen from the outside and grasped by 
your customers, then you are not do-
ing something right.
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Your customers have perception of you by looking 
at all actions you engage in. Based on that, they feel 
the character of your company and decide wheth-
er they like your products, attitude, culture.  So for 
me vision is basically all about finding ways how you 
properly execute it in a sense that you radiate your 
message and customers are able to grasp it in the 
way you intended.

Team

The bigger the team you lead the bigger the 
importance of the vision. 

In order for the company to move in certain direc-
tion you first need to agree where you are going, 
then how you will come there by acquiring competi-
tive strategic advantage and then to define specific 
tactics, KPI and activities for team members. This is 
your deliberate strategy. And then life happens. And 
you should be prepared to adapt how you do things 
(emerging strategy) and try not to lose your vision 
along the way.

Among many existing tools there is in lean philoso-
phy a very good one (Hoshin Kanri; Catchball) that 
can be used to deploy your vision and strategy into 
smaller goals and actions and recheck their consis-
tency with the big picture you agreed to make. This 
deployment can also show you which of your pro-
cesses do not comply with the big idea and could be 
the start of your improvement efforts in terms of op-
timization or innovation.

The same tool also enables team members to prac-
tice and calibrate their position. Possibility to chunk 
up and down from vision to daily steps and vice ver-
sa in order to provide consistency is one of the most 
desired features in team. It enables systemic think-
ing. We could also use it as a good starting point to 
notice and communicate the need for change. First 
step with change is creating a sense of urgency and 
you will feel it after using the tool. 

And when talking about team members there are 
some things that can stand in a way of their accep-
tance of change. Fear or problems that change in-
stills in your team are different but always exist.  
Some of team members may be having the biggest 
problem of being afraid of the unknown and not 
ready to think of possibilities, some  accept novelties 

immediately but sabotage themselves by not being 
able to make plans, follow the action steps and go 
through milestones, some get lost or procrastinate  
along the way, some do not plan for the obstacles 
and how they would overcome them, some underes-
timate team or systems resistance and the need to 
be persistent and creative in solving problems. 

That’s when they need to be supported and coached 
internally and often externally, as well. So carefully 
managing change and alignment on the way, having 
in mind human nature (including yours as a leader) 
is the way to vision. 

As a leader you need to be present enough 
and give feedback to your team members 
when things go right way but also to notice 
inconsistencies with the vision, strategy or 
energy drop in coping with the challenges. 

Digital times

And then, to become even more interesting, the 
game in today’s world has more levels than it had 
for the last century, when a lot of the progress you 
could reach by propoer focus and execution in pro-
duction, operations, sales and marketing… Now we 
are speaking about collaboration, sharing, autono-
my, business models, people over processes and 
tools… Soft skills from the past become hard skills 
of today and there are many even softer that chal-
lenge modern leaders on the way to vision. 

Today we are not speaking anymore about the vi-
sion as solely the goal of your company. We speak 
about it in terms of purpose. We speak about it sys-
temically and holistic. What impact and contribution 
you would bring to the world? Why do you exist and 
which values you share and promote?

Today we could be in the constant spiral of emerg-
ing strategies and many different ways to achieve 
the vision and purpose. So we should not be stuck 
on one road, than cling to the final purpose and to 
the impact and improvement we wanted to make. 
We should try to find the best ways to reach it having 
in mind that just optimization and improvement of 
what you already do in today’s world are not close-
ly enough. 
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Innovation

Today no vision goes without innovation. 
And innovation is not necessarily always 
invention. Sometimes it’s just new 
combination, new model, different way of 
doing things, borrowed features.

You need to innovate and introduce new business 
models, products, services. Fast! Not by making 
huge plans and preparations. Then by experiment-
ing. Try, be curious and learn along the way. Be pre-
pared to change, adopt new way if you see that cir-
cumstances changed.  

Today there are different frameworks to cope with 
this uncertainty of innovation. There is Design think-
ing  which would help you to observe your custom-
ers’ „job to be done“, see problems or unmet needs 
they have, and help you to make and experiment 
with a product or service that can be one of poten-
tial solutions. You can also use Lean startup that ba-
sically starts from your innovative idea with the log-
ic to test it as fast and cheap as possible. And then 
learn about your customer’ acceptance of the idea 

along the way and adapt it. To accompany there are 
other agile methods that help in implementation and 
digital execution of your ideas. 

So there are many possible solutions. Bearing in 
mind that work with all these frameworks can be 
blurred, overlapping and filled with options, having 
clear vision and purpose, will keep you in the right 
direction. That will also provide energy necessary 
to accomplish things and curiously cope with un-
predictability of the outcomes, with the belief in the 
guiding process you have chosen. 

Especially for we need to be aware that we are going 
to be working with some sort of  good enough from 
now on, for perfect takes time. And how to define 
where to stop is challenge by itself.  

Steve Jobs once said that we overestimate changes 
that will happen in 2 years and underestimate ones 
that will come in 10. Having in mind that it is not go-
ing to get any slowlier and less turbulent, seems 
wise to curiously dive into uncertainty with the trust 
in people and the process you have chosen to follow. 

And most important never compromise with 
your vision, purpose and values. 
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IVANA JEVTIĆ, HR director at Tehnomanija, Belgrade, Serbia

IF YOU 
COULD DO 
EVERYTHING 
FROM THE 
BEGINNING, 
WHERE 
WOULD YOU 
MAKE A 
MISTAKE?

IMPORTANCE OF A 
VISION IN BUSINESS

A vision in business, namely, the definition of the 
things we would like to achieve, where we want to 
get, without doubt represents the real compass for 
each company. When we mention the importance 
of the definition of a vision in context of business, 
we often recall the famous conversation  between  
Alice and the Cat (Alice in Wish for Miracles, Luis 
Carroll), but it might be more picturesque for each 
of us to remember ourselves in the period of child-
hood, i.e. the youth and the decisions we have made 
at that time. How many decisions we have made at 
that time with a vision in mind, or at least the fanta-
sies about where we would like to be in future? How 
often were we honest  towards ourselves and real-
ized  what  should we really do at the moment to in-
crease the probability of reaching that, presumably  
- nice place, one day?

The identical things happen in a 
company … 

The things which are today often quoted as 
the ones that really complicate the definition 
of a company’s vision, is a more dynamic en-
vironment in which the business happens, dif-
ferent rapid changes on the market, in tech-
nologies, among the employees, within the 
consumers… and that is why the doubt, if the 
sustainable vision can at all be set. Does  the 
vision have a lifetime? Is the good vision a flex-
ible and correctable one, or  it is as stable as 
the US Constitution? Is it possible to define an 
inspirational vision, which will be sufficiently 
concrete, but still of such kind to outstay all 
the changes that would happen? Some would 
say that the above will depend on the sector 
in which the business happens, a part of the 
world in which the business is operated, speci-
ficities of each company, the moment in which 
everything happens and probably many other 
things. But, ask yourself because of who, the 
vision, as such, is set? For sure not because of 
a machine in a production plant, also not be-
cause of an expensive office space in which 
a company operates, surely not because of 
the most recent software  and business mod-
el implemented. It is written because of peo-
ple. Because of those who should follow and 
lead such a vision and strive toward its fulfill-
ment, but also because of those who should 
be the consumers of the product and services 
of such successful and directed business. 

And a man, like it or not, is still 
compellingly the most slowly changeable 
factor in the complete equation. 
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Of course, if we are talking about the employees, 
everyone knows how many things have changed in 
an employee – employer relation. If we are talking 
about a customer, of course that up until yesterday 
he was satisfied with a classical vacuum cleaner in-
cluding a cable, a bag, as long as it sucks well … and 
now they prefer wireless, which moves by itself and 
it is enough just to turn it on, by an application, of 
course… But in the background,  there is an identical 
basic need of a man to make his life more pleasant. 
The same  needs over the ages. 

But, assume that a company still masters all these 
dilemmas and big questions about it how to set a 
vision, and comes up with a vision which success-
fully communicates to the employees, in which peo-
ple believe, and which really helps in leading the op-
erations and attaining successful business results. 
Nevertheless, what when a big change happens? 
What happens with a company’s  vision when own-
ership changes? It is easy if the business  was un-
successful, but what if it was not the case? What to 
do with the company’s vision when stepping out-
side the known frame – assortment, market, com-
munication channels, sales, size of a business… And 
are the decisions  about such big changes, made  in 
compliance with a company’s vision, or the vision 
is adjusted to the changes resulting from the deci-

sions. Who should think about the above? The own-
er, management, consultants, everyone? In my opin-
ion the well-set vision should be of such kind that 
the above changes cannot invalidate it, that it can 
provide for successful business and motivate the 
employees, who will accept the changes as the chal-
lenges and opportunities. If it can follow the above, 
the vision will not be changed – there will not be a 
need to change it, neither by a new owner, nor by 
anyone, who sees its effects. 

There is a specific situation in case of 
merging, and it is well known of how 
often it happens that such undertakings 
are not successful and that the clash of 
different corporation cultures, habits and 
inflexibilities, simply prevent any positive 
synergic effect of merging. 

In such cases, even the best set vision, simply can-
not be held down to the employees in the right way 
and come into life at all. But in cases when there is 
reediness and the capacity for understanding of a 
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wider picture, the work on reevaluation, adjustment, 
or creation of a new vision of a future integrated 
company, represents the real challenge and oppor-
tunity which appears very rarely  - set the things in 
the right way from the only beginning. Set the things 
in a way that the dream about 1+1=3 becomes real-
ly attainable. 

To all the above, or maybe even despite the above, 
we should be aware that there are always the skep-
tics about this topic, particularly in undeveloped so-
cieties and economic systems. They would say that 
the mission and vision are the structures that came 
from the West, which usually, framed, hang on the 
walls of the corridors or in the management offic-
es, they show up in the web sites under “about us” 
and that is approximately their complete range. 
What does it mean to an ordinary worker, who is try-
ing to make the ends meet from a salary to a sala-
ry, that the company’s vision is defined in this or that 
way? And what effect at all it has on his job? Would 
his salary be bigger if he knows what is the compa-
ny’s vision? I would dare to say that it is real to as-
sume. Namely, I could agree that the defined vision, 
itself, even if every employee would know to state 
it in one fell swoop, will not contribute in any way. 
But if each employee knows how that the same vi-
sion reflects to his job, and why he performs his ac-
tivities and tasks in this and not in some other way, 
it unequivocally  gives the purpose and sense even 
to the simplest job and in such situation the worker 
is inevitably more motivated and more productive. If 
the employee knows that his colleague performs his 
jobs in certain way,  in compliance with that same vi-
sion, and that when there is a hitch in their activity, 
they would know that they need to solve it in com-
pliance with that same vision, the effect is only mul-
tiplied. The worker on a line, who knows, for exam-
ple, that the vision of his company is to go forward 
through innovations and advances in business pro-
cesses, and that each innovation, i.e. its creator, will 
be recognized, praised, awarded, authentically re-
sected in the system in which he works, for sure he 
will not spend his working life per the principle: 8 
hours a day in a factory, working what he is told, and 
from 16 hours on Friday till 8 h on Monday the job is 
in “off” position. In other similar factory which has no 
defined vision, or more importantly, not adequately 
communicated and passed down to each employ-
ee, in which employees  do not know which way the 
company goes, and what it means for their jobs, the 

worker would most probably function per the above 
principle. I know the examples of the craftsmen, en-
gaged in maintenance of very complex machines in 
the plants, who have created the real small revolu-
tions in their garages on Saturday after dinner,  and 
by their implementation in the companies they in-
creased the usability of the machines, earned seri-
ous bonuses  and proudly spoke of their jobs and 
employer.  So, the existence and knowledge of a vi-
sion, does not bring bigger salaries by itself. 

Knowledge of a vision and work in compliance 
with it, leads to better business result, 
which, in well established system, brings 
better salaries. 

And that is maybe the essence of the whole story – 
a vision is gazing out into future, which starts from 
today, with each of us. A vision is not a sentence, 
which sounds nice, but does not say anything con-
cretely and with which the employee simply does 
not know what to do. A vision is a destination lead-
ing us ahead and which, as such, can and should be 
lowered down to the level of each position and each 
employee, who will understand how it defines his job 
and how such defined job brings to success and ad-
vance of the company and himself personally. A vi-
sion is a wider picture, by which we become more 
constructive, and consequently more satisfied.  

For the end, not to forget the other type of skeptics, 
who will ask: How can we separate from ordinary 
day to day business and topics, from analytics, num-
bers, percentages, targets, all of what is gone, even 
some monthly and year results, and get more vision-
ary relationship towards our business? As a great 
fan of cars, especially the company ones, I would 
say: 

Compare the size of the windshield and 
rearview mirror, and think, with regarding to 
that, how important is to look at something 
in front of you, in comparison with looking at 
something that you have just left behind…
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AZRA SARIĆ, Chief Culture Officer at Mistral, Sarajevo, Bosnia and Herzegovina

WHO OWNS CULTURE?
PERSPECTIVE FROM MISTRAL TECHNOLOGIES, SARAJEVO, BOSNIA & HERZEGOVINA

You know that feeling when you walk in a space and 
there is something off about it, but you cannot pin-
point the exact reason why? Same goes with the 
opposite - positive vibe. You instantly feel it, even 
though there are no visible give-away signs of any-
thing that would make you feel either way. Yet, the 
feeling definitely exists. 

Naturally, you want the place you spend most of 
your days in, to have that feel-good factor. 

But who owns that “positive factor / vibe” in a 
workplace?

Why is my perspective relevant?

A little backstory for the sake of 
context 

My current professional home is Mistral. A place 
where 180+ software development creatives choose 
to spend 8 hours every day working on challenging 
solutions that change the global digital landscape. 
Mistral is a well-known name in the IT world of Bos-
nia and Herzegovina, and one of the most desirable 
places to work. The good reputation does not come 
easily anywhere, especially Bosnia. I had a privilege 
to see and play a part in building Mistral through var-
ious roles I’ve held.   

My first encounter with this company was almost 6 
years ago, when I worked with 24 Mistral people on 
improving their English language skills as a consul-
tant. Little did I know that they secretly lobbied to 
have me in Mistral full time in an HR type position. 

I had previous HR experience in London, and im-
mense love for people as I am a true extrovert and 
a social geek. This opportunity was right up my ally. 
The greatest worry I had was how will I  spend 8 
hours a day in one place. Up until then, I was nev-
er the “stay-in-one-office-all-day” person. But even 
though the offices weren’t as futuristic and awe-in-
spiring as they are today, the feeling I had when 
around Mistral people made me comfortable, reas-
sured, and eager to give my best in the role. 

That marked the beginning of 
the end of my nomad days.  

What I’ve learned over the past 6 years 
as an English coach, HR Manager, 
Head of Communications, and now 
Chief Culture Officer?

I will not regurgitate the textbook definitions of or-
ganisational culture, but hope you will all agree that 
at the end of the day, the culture is determined and 
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set from the founders (leadership). So, in Mistral’s 
case - you get a better sense of culture at the final in-
terview with the CEO.  

Nine years and 180+ employees later, he is still 
someone who you meet at the end of the interview 
process. He is someone who genuinely listens to 
each individual sitting across from him. The conver-
sation continues into your work experience in Mis-
tral. The CEO’s sincere care for people in Mistral fas-
cinates me to this day. Certainly, as a Chief Culture 
Officer it also absolutely motivates me.

People First and Culture of Trust

Staying true to the purpose of building the best 
workplace with the most desirable positive culture, 
means being agile in adapting to the constant dy-
namics of software development world. The defini-
tion of what “the best workplace” is changes with 
time. This is where a keen sense of hearing plays a 
vital role. Being an active listener can have a dramat-
ic effect on the course of your business curve. 

Good news? 

When encouraged, people love to express their opin-
ion, give suggestions or state their complaints. If 
you give them enough opportunities, platforms and 
forums for expression, and then really listen, you will 
hardly lose your way. 

Values play a fundamental role in staying true to the 
purpose as well as filtering the feedback noise. Obvi-
ously, values practised, not just preached. 

As everything we do in Mistral, defining our values 
was done in collaboration with a working group 
made of various stakeholders in the company. After 
numerous creative sessions, the two things came 
on top; People First and Culture of Trust. 

These two values are what underpins Mistral. All 
of us, especially the management is expected to 
uphold and practise the art of cultivating trust and 
showing care for people continuously. It is no coin-
cidence that Mistral has two C-level positions - Chief 
Human Potential Officer and Chief Culture Officer 
that focus on the well-being of individuals, as well 
as general employee engagement. 

Who owns the company culture?

It is a popular opinion that Human Resources de-
partment owns culture. HR people are usually the 
first people candidates meet since they are respon-
sible for recruitment, selection, and onboarding. But 
does it necessarily mean they own the culture too?

Before a candidate reaches the interview stage, they 
hear about the company through different external 
communication channels, events, or through friends 
who work in the company. 
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In Mistral, our Human Potential department shred-
ded the resources from its title years ago. Our HP 
team is responsible for recruitment and selection, 
performance reviews, professional development of 
individuals, while the Marketing and Culture depart-
ment is responsible for external and, even more im-
portantly, internal communication and representa-
tion of our brand, as well as employee engagement.  

We meet many amazing people through organisa-
tion of themed events where people meet, learn, and 
find out more about business, technologies, and 
Mistral. Since Marketing is the official mouthpiece 
of the company stating what we’re like both exter-
nally and internally, Marketing holds culture too. Our 
Human Potential and Marketing & Culture depart-
ments work closely together to ensure everyone has 
the best experience in or with Mistral. But still, do 
they own the culture?

I mentioned potential employees having friends who 
work in the company. Our colleagues are the best 
ambassadors and the ones who truly promote and 
contribute to the culture. That is why it is super im-
portant that they play a key part in defining the val-
ues that we all uphold. 

So, who owns culture? Nothing is so easily compart-
mentalized nowadays, and culture was never sup-
posed to be. Nothing at Mistral is done in isolation, 
and every success achieved is primarily collabora-
tive effort . In short, every person, starting from the 
top, owns culture.  

Trust, but verify

Nothing should be taken for granted and neither 
should be the environment we work in. We are end-
ing the 2019 with the company vibe survey, to mea-
sure where we stand, where we need to make im-
provements, and how we can grow together better. 
Last month, we conducted a short one question sur-
vey sent to a 100 people, with a single question “Why 
do you stay in Mistral”. You will not be surprised that 
positive work environment came on top with profes-
sional development and before work-life balance, 
content of work or salary.

It has to feel right!

Going back to the start of the story, when going for 
an interview remember to be in sync with your gut! 
Remember to look for small giveaways of the com-
pany culture, and read through the spoken word. 
Once you decide to make that career move, consider 
the values of the company and remember the feel-
ing you had when you walked around offices. The 
last tip: trust those inner feelings, and don’t hesitate 
to speak up when something doesn't feel right. Don’t 
be afraid to make an impact. If nobody is there to lis-
ten, you’re probably in the wrong company. 
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VIOLETA ILINČIĆ, HR and Organizational Director at AIK Banka

SUCCESSFUL HR IS INTEGRAL 
PART OF THE BUSINESS MODEL

Violeta, you have a lot of experience in 
"bank" HR. Do you see some differences 
between HR in banks and in other indus-
tries?

Positioning and the role of HR should be the same 
in every industry. HR processes are also the same, 
what is different is the methodology or implementa-
tion of the processes. The difference is coming out 
of the specific field of industry and also from differ-
ent competencies required for the jobs.

We are privileged to work in the banking since it is 
one of the most regulated sector and therefore we 
are enforced to implement the professional stan-
dards and the processes regardless the conscious-
ness of necessity or understanding of their benefits 
within the organization. The banks were, in a way, a 
driver for development of HR in our region.

Devoted people are the biggest strength 
for a company. How can we nourish them 
to stay in that “mode”?

Of course it is a complex question; and the answer 
goes back to the early stages, all to the recruitment 
process and setting up of the company business 
models. There is not one single thing you need to do 
or not to do, it is about creating a culture of common 
values, openness, trust and responsibility and shar-
ing that culture with professionals. Competent and 
motivated persons are joining the company, but de-
voted are those contributing to the company devel-
opment. The first is what you get, the second one is 
what you are able to create.

I’ll emphasize two points.  

Nevertheless in what industry you are 
working, your job needs to make sense. If 
you give purpose to the job, add value to the 
goals or associate the goals with the values 
your coworkers are sharing, that is one 
important part of the puzzle. 

Depending on the industry, you will modify the level 
of information you are providing or the way you are 
communicate the values to your people.

The second point is to acknowledge your employ-
ees. It is not easy or the shortest way to make the 
business finished, but is mandatory to ensure the 
desired outcomes and success. How do we do that? 
You need to see your coworkers as individuals; to 
hear what they have to say even when you know that 
their proposal is not the best at the moment. They 
need to feel that they could address you openly and 
express their opinion on every subject, that they are 
appreciated, that you value what they think. It would 
be beneficiary for the business if you are able to de-
vote your time to develop and operationalize their 
ideas and make them personally aware of the quali-
ty of their proposals. It also means that your cowork-
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ers have a right to be wrong; to make mistakes, as 
we all do unintentionally. Learning from mistakes is 
not just of the saying; it is a real opportunity to eval-
uate and validate our perspectives. Eventually with 
the experience of the open discussion, they will be-
come more productive, realistic and doable. Both 
sides will learn (both sides, because decision mak-
ing as one the main role of the manager or leader 
needs to stay with them).  Yes, it is time consuming, 
but benefits are numerous. You will create trust and 
their trust will help you to make them still devoted 
when you do not have a privilege to include them in 
the project, when you just need to say what needs to 
be done without additional explaining. 

Do it because I told you so won’t work for profes-
sionals or people in our culture. Or even if it works, 
think if you really need the people who would always 
wait for you to tell them what’s to be done?! This will 
increase your ego, but what if you are failing to no-
tice the obvious obstacle? Obedient people may be 
loyal, but they will not become devoted. And one 
more thing: we do not need to create people devot-
ed to the managers, but devoted to the results, busi-
ness, and company.

Your role is very important when we talk 
about people’s development. How can you 
explain it in more detail?

HR needs to know and understand the compa-
ny’s business and on the other side, to know the 
employees. 

People’s development is an integrative 
process, where deepening one’s knowledge 
on business is followed by personal growth 
and maturity. 

The success comes if you manage to elevate all 
those streams. The outcome could be that you de-
velop the person who is ready to leave the company, 
but this is not a negative thing. We are all growing 
throw this process and the benefits for the company 
are numerous, both internal and external.

The best results are when we combine dif-
ferent methodologies for people’s devel-
opment. What do you prefer?

I prefer when I start all the way from beginning: pro-
fessional assessment of the candidates in the re-
cruitment process, careful leading throw the integra-
tion, smart evaluation and feedbacks when needed. 
It is not about the methodologies so as it is for your 
realistic approach and balanced interventions. 

How can coaching influence HR’s way of 
work in order to improve it?

Internal coaching is an important HR role. 
Managers open to work closely with HR 
are not only solving the “issues” in their 
area of responsibility, but also learning and 
improving their manager’s set of skills. 

This depends on the experience of HR, for sure, but 
softly leading managers in their personal growth is, 
from my perspective, one of the main tasks for HR.

In the end, what is your vision of future HR?

I believe that successful HR is integral part of the 
business model. From my perspective, you do not 
need to know what exactly your HR is doing (mean-
ing, to name all HR processes), and that the greatest 
achievements are coming when HR is intertwined 
with other processes in the company. The greatest 
compliment for me personally is when people come 
to ask for my opinion on their work, reflection on 
ideas or advice how to proceed with some project 
or interrelations. It stays confidential, you cannot go 
around praising yourself for this. But knowing that 
someone trusts you and cherish your experience 
and support is gratifying. To accomplish this, know-
ing your people and understanding business is man-
datory. So, HR is a travel kit in your successful busi-
ness journey that true HR is for me.
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EVERYTHING YOU 
SHOULD KNOW ABOUT 
COWORKING AND INSTANT 
OFFICE PREMISES

Coworking is a modern method of doing business at 
the premises shared by multiple independant individ-
uals or teams. It was primarily related to various-pro-
file freelancers who wanted to work in profession-
al environment. As the professional-environment 
working trend was spreading, the consciousness of 
coworking advantages became stronger. Today, be-
sides the freelancers who still represent the major-
ity of the users, these premises are used by entre-
preneurs, digital nomads and even the employees of 
the small and medium businesses.

The coworking premises offer the possibily of inde-
pendance but at the same time gives their users the 
feeling of belonging to the community, which some-
times is the mail reason why a person will choose 
this way of working. Compared to the coworking 
premises, the instant office working method is more 
suitable for small and medium businesses which 
have the tendency to expand their capacities. Oth-
er than the need for expanding, some of the key rea-
sons people choose the instant office or coworking 
space are the productvity enhancement, the abili-
ty to be connected to the people of same or similar 
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interests as well as the improvment of their social 
life. This type of premises often offer the accommo-
dations packages which cover all the users` needs, 
since thanks to the facility management the tenants 
do not need to worry about maintaining the work-
ing space. These all-inclusive packages provide the 
possibility for the clients to direct their energy and 
time to business development.

CHOOSING THE COWORKING 
AND INSTANT OFFICE SPACE

By choosing the coworking and instant office space, 
it is of high importance to pay attention to the loca-
tion of the premises, since it is crucial when it comes 
to successful business conducting. What is essen-
tial with choosing the right location is that it should 
be accessed easily, both by the coworking and in-
stant office users, and by their clients as well. The 
benefits that make a location serviceable are prox-
imity of the high-way, airport, bus and train stations, 
commercial objects, parks and all the other spots 
which can be in common use in everyday activities. 

OFFICEME CONCEPT

Having our coworking and instant offices users` 
needs and wishes  on our mind, OfficeMe created 
the concept that fulfils all the above mentioned cri-
teria, and being the way it is, it represents the ideal 
solution for everyone who decides to develop their 
business in a place like this. 

The OfficeMe is the first domestic company which, 
besides the coworking, is characterised as the in-
stant-office as well, because it provides the innova-
tive business solutions and puts its clients and their 
professional strategies as the priority, whether it is 
about the office space, a conference room or a vir-
tual office. By acknowledging the users` needs, Of-

ficeMe helps the small and medium businesses to 
grow and succeed, following their engagement in 
every field, and thanks to the mutual understand-
ing and a desire to accomplish more, the OfficeMe 
grows together with its clients.

The premises of the OfficeMe company are posi-
tioned in three locations: Belgrade Office Park, Sava 
Business Centre and BoatMe, at the confluence of 
the Sava and the Danube rivers. The first two loca-
tions are in the representative, urban and complete-
ly equipped A - category buildings. The third one, the 
BoatMe, represents the instant office and event cen-
tre at the river mouth, overlooking the Kalemegdan 
fortress. It is very close to the city centre and main 
road substructures, but still surrounded by the ver-
dure and isolated from the city noise. It contains of 
all the necessary conveniences of the modern prem-
ises enriched with inspiring and creative working 
atmosphere. BoatMe is not a building, but a float-
ing object, also equipped with the A-category stan-
dards. The lighting, the alarm system, sensors, vid-
eo surveillance, equipment, working units, together 
with the facility management – these are all the 
facts that make the BoatMe unique not only in Ser-
bia, but nationwide.

With the OfficeMe each client has got the possibili-
ty to get just the thing they need at the specific mo-
ment, whether it is the office, a working position in 
the open space or an individual place for the employ-
ees. The purpose of the OfficeMe services is to pro-
vide its clients the unannoyed working atmosphere, 
without having to worry about the everyday obliga-
tions. In other words, this concept provides the 24/7 
access to the premises, taking over all the monthly 
expenses: electricity, water, internet, cleaning main-
tenance, security. Also, the very important part of 
the premises are the common rooms, where many 
new acquaintances are made and experiences are 
shared, which is crucial in the world of business and 
company or personal development.



Xenon Conference & Event space

Our secluded conference room with a natural daylight is an inspiring 
location to host your business meeting, presentation, lecture, lunch 
or function.

Hidden away in the corner of Xenon Hotel, our meeting room 
seats up to 60 people in a theatre, has everything you need for a 
successful event, not to mention an atmospheric setting that will 
immediately get your guests’ attention! The room is equipped with 
the following:

• Floor-to-ceiling windows with natural light
• Projector with remote controler
• Compatible with most computers and video sources for electronic 
presentations
• Concealed drop down projection screen
• Sound system
• Flipcharts
• Tables and comfortable chairs
• Wireless high speed fibre optic internet access

Xenon Spa Concept

A lavish underground sanctuary. Healing holistic treatments to relax, 
renew, and pamper.

Xenon Spa Concept in Belgrade turns valuable time into still more 
valuable results through a meticulously tailored experience re-
emphasizing wellbeing and health. Our treatments are carefully 
structured to put time on hold, creating a discreet, healing inner 
sanctuary, far from the whirl of central Belgrade.

Here your needs are carefully assessed as the basis for highly 
personalized beauty and health spa treatments.

Extras:

We have 24h secure parking available to our guests. 
Free wifi is available throughout the hotel.

Address Vojislava Ilića 67   |  11000 Belgrade  |  Serbia 

Contact  +381 11 770 1214  |  +381 69 111 2 311

E-mail  info@hotelxenon.com

one of the most luxurious hotels in Belgrade! 

Welcome to

xenon hotel
Xenon Hotel is a 4 star hotel located in Vojislava Ilića street 67 in Belgrade.  It has 27 luxurious standard, superior and deluxe rooms.

Our rooms are uniquely furnished and offer simple elegance and timeless interiors. Ideal for shorter stays in Belgrade broader center and for 
discerning business travelers, Xenon rooms provide all the modern guest comforts to ensure a luxurious stay. All rooms have a comfortable 
king-sized or twin beds, en-suite rain showerhead bathroom with luxury amenities, complimentary WiFi, flat screen TV’s with cable, minibar 
and tea and coffee making facilities. 

Xenon rooms are a popular choice with guests seeking a luxury hotel in Belgrade. Some of our spacious bedrooms have king-size beds and 
comfortable seating areas with armchairs and sofas. All bathrooms have walk-in showers making them ideal for comfortable stay.

www.hotelxenon.com





Development Programs

 www.cetbalkan.com


