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Introduction

The current research paper takes a critical bustooctive look at the practices related to media
relations activities in Estonian third sector orgations. The research expands on the topic from
the perspective of the organization.

Mass media is a means of communication to intevébt the publics with whom an organization

wants to exchange messages. According to Grurag €002) communication is vital because it
enhances the organization’s behavioral relatiorsskph key publics. Media relations are the
most visible part of public relations (PR). Majgriof PR related activities, such as research,
evaluation, analysis, and planning are performethiwithe organization and remain largely

invisible to the public eye. Effective media rebas presuppose a strategic planning of
organizational communication processes. Consistedtwell-planned communication activities

assure long-term co-operation relationships withdimeas well as help build and maintain a
positive reputation. Good relations with media amere likely to result in objective media

coverage reflecting organizational messages, whithrn, influence public opinion.

A viable civil society consists of three pillargydiratively speaking. Business or private sector
makes up the first pillar; the public sector cotssaf government institutions, and the third sector
is formed of non-profit organizations. The thredeses function most effectively when they are
all well developed and interdependent. The nonHpsafctor consists of organizations that are
established based on the public interest princgdenething done in the public interest that seeks
to maximize the general welfare of the member$iefdociety. Public interest refers to amenities
that are not utilized for private consumption anel available to all such as nature, security, and
culture (Lagerspetz 2006). As Estonia is going uigio a transition from a closed totalitarian
system into an open democratic society, the thactos is gaining an increasingly important
position in the society. Estonian non-profit orgaations operate as service providers, advocacy
groups, grant makers, societies, think tanks, tits$s, clubs, networks and umbrella
organizations (“Civil society”).

Definite indicators of a strong civil society ateetlevel of independence that media has from
political pressure, the plurality of opinions arite tvoices of various social groups in media
(Kivirdhk et al. 2006). In a democratic societyisitin the capacity of media to assure a platform
for a balanced and diverse dialogue between thécpabd various interest groups as well as
between the public, private and the third sectdth@dugh, rated third on the Worldwide Press
Freedom Index in 2007 (“Reporters sans frontierésjonian media has still a long way to
develop into a reliable source of information fts own citizens. Journalism is one of the most
distrusted institutions in Estonia, ranking sectxedween parties { and the Parliament (3,



according to a survey conducted in October 200%if&hk et al. 2006). The same survey
indicated that non-profit organizations ranked be tourth place due to lack of trust into the
institution. It is in the capacity of NPOs to builde trust through consistent, open and honest
communication.

According to a research conducted by sociologisisfthe Tallinn University in 2005, non-
profit organizations place the significance of tireiationship with media on the third place right
after local governments S and schools (9) (“The Institutionalization.”). The membership
survey of the Network of Estonian Nonprofit Orgaatians (NENO) conducted in 2006
identified that the most important area of trainith@t the members see a need for is image
formation, public and media relations (Kibar 200Bjternal communication and member
involvement came a close second in the same stogeyher with asset development, financing
principles and possibilities. This indicates tha nhon-profit sector in Estonia has realized the
value of a positive organizational image and psitesally managed communication activities.

The goal of this research paper is to investigatetier the third sector organizations, also
referred to as non-profit organizations or NPOsulghout this paper, in Estonia recognize the
need for interactive relations with media. In therent paper the term non-profit organization
(NPO) denotes both non-profit associations and dations. Throughout this paper, the term
‘media’ denotes the institution of mass media, whsr'the media’ in plural indicates the media
organizations.

The current research paper consists of five pdite first part will explore the theoretical
background associated with the research topic.sBaend part will take a look at the past and
present development of the third sector in Estomfege third part of the paper describes the
research objectives, presents the research quesinchmethodology used in the current paper. In
the empirical findings chapter the results of thevey among Estonian NPOs will be presented
and analyzed; direct quotes from respondents &d 0 italics enclosed in quotation marks. In
the fifth part the research results will be disadsand interpreted. Also, possible topics for
further investigation will be elaborated.

| would like to express my gratitude to my supeavirofessor Kaja Tampere and all survey
respondents. Thank you to my partner Olav for bgpsrt, patience and faith in me, my mother-
in-law Heldi for her devotion and good advice, nister Sandra for technical help, my parents
for support, and my daughter Kaia Helena for urtdeing.

“Never doubt that a small group of thoughtful, coitted citizens can change
the world. Indeed, it is the only thing that evasli - Margaret Mead



1. Theoretical research

The theory chapter of the current research papktakie a closer look at the two counterparts
involved in media relations: mass media as a sae#itution and the model organization that
interacts with the media by transmitting messagés. author will explore the primary concepts
that deal with the mass media institution, and desdts functions and effects. Thereafter, the
author will focus on the strategic planning of orgational communication processes,
specifically media relations activities, in a modeganization.

1.1 Mass media as means of communication

In the present research paper the term ‘medidiastdor ‘mass media’ and describes the means
of communication, or technologies, that operat@a darge scale, reaching and involving virtually
everyone in a society to a greater or lesser dgite®uail 2000). McQuail describes media as a
‘social institution’ within the society, with its vn rules and practices. Media has an
interdependent relationship with the society thetpes, defines and sets limitations to media. In
turn, media reflects and shapes the social realitgl,defines the norms, values and standards for
the society, thus, influencing the public opinion.

Media has great influence on shaping the publimiopi Essentially, public opinion is a
construction of opinions and attitudes towards @adly relevant topic or situation, which are
shared and expressed by a large part of the papuldtherefore, public opinion that is reflected
and magnified in media has a great impact on &lésgs of the society. According to McQuail
(2000) mass media is the most easily accessibkesdor individuals to evaluate and form their
opinions. Individual opinions that do not coincidéh the dominating opinions in media tend to
be kept silent in fear of falling into isolation @shaped to fit the public opinion.

1.1.1 Mass media function and effects

The term ‘agenda-setting’ has become increasingbpufar when characterizing the
contemporary media. As per the agenda-setting appronedia influences the topics that the
audience thinks about, but not the direction ofgghbklic opinion itself (McQuail 2000). Van Dijk
(gtd. in Coulthard & Caldas-Coulthard 1996) statest the power of media is symbolic and
persuasive having the potential to control the meminsumer’'s minds but not their actions.
Media agenda originates from public opinion as wslproposals of political, social and business
elites, thus, news selection subordinates to pressftom various sources (McQuail 2000).
Agenda-setting is related to the framing concepiictv characterizes the effects of mediad).

The media sets a frame to the context in whichvesnieem is presented and as such influences



the audience’s interpretation of the informationd asubsequent attitudes as well as behavior
towards the issue.

The agenda-setting approach is further explaingd thie ‘gatekeeper’ concept. Media filters the
information and determines what becomes the newswdrat is left out. Once on the media
agenda and allowed to enter ‘the gates of meditieh defines, explores and attempts to find
solutions to socially significant problems. Variouderest groups such as the government,
political parties and business interest groups, ¢ertain extent need to along with the agenda set
by the media and transmit as many of their messagjéisey are able to ‘push through’ the media
channels (McQuail 2000). Thus, access to mediarnarpount and may lead to the ‘cultivation of
news’ for the sake of getting media coverage.

In mass media theory one of the functions of meslthe ‘construction of reality’ in the society.
In other words, the way the society perceives tipgcs covered in media is largely prescribed
and determined by the media channels that the msndiethe society consume. “The media
represent the major means by which individualsupgsoand classes construct an understanding
of the lives, meanings, practices and values okroithdividuals, groups and classes, thus
acquiring a picture of how ‘social reality’ hanggiéther. Reality is not in any sense ‘given’, it is
constructed; media texts do not reflect realitgytlare a construction of reality” (Underwood
2003). Hall (1982) adds the element of ideologythte ‘construction of reality’ approach and
describes the relationship between the dominamtiodg and social reality: “social reality, as
constructed for us by the media [...] results [...]Jnfrthe power relationships within our society
and serves to maintain them” (gtd. in Underwood300/edia is both a ‘watchdog’ and an
agenda-setter. Thus, media works to maintain asasalhallenge the existing status quo.

1.1.2 Accessto media

The level of access to media varies greatly from @manization to another. Media organizations
and professionals are constantly bombarded byrmdton from various external sources. The
media present information selectively. The selectioteria depend on the type, intent and reach
of the information as well as the target audielr@em the perspective of media there are several
determinants to evaluate the newsworthiness of itffermation received. Although the
‘gatekeeping’ function or selection and editoriedgessing of news can be considered subjective
and specific to each particular media channelpé@sdfor the most part follow a certain criteria.
During the editorial process the value of the nmazeing estimated. The primary news values in
Western media are: relevance, closeness, shortstiale, personification, negativity, drama and
action, significance, clarity, eliteness (McQuaiD0B). News that rate highly in the
aforementioned values are expected to generatealigience interest.



Van Dijk sees media as a ‘valued social resourcel thus “controlling the means of mass
communication is one of the crucial conditions otial power in contemporary information
societies” (qtd. in Coulthard & Caldas-Coulthard@® In simple terms the level of access to
media is proportional to the extent of power aniviaial, group or institution has within the
society as public discourse has an affect on threlsnof most people. As per McQuail’s (2000)
definition of ideology the mass media does not dgfly intentionally reinforce the ruling
ideology, but does usually propagate values andthedhat are characteristic to that ideology.
The theory of mass communication supports the tiat media has a tendency “to serve the
interests of those who already have [...] politicatleeconomic power in the societyfbid.).
Media does not, nevertheless, work as a ‘one-waglife tube’ of information from the political
and economic elite to the public. The media firstl doremost consider the demands of its
audienceslbpid.).

The diversity of topics covered and sources useahisndicator of a balanced and functional
media, which mediates the arguments and opiniomkfferent societal interest groups. Bringing
various topics into the media agenda serves tosftioe public awareness. Although liberal, the
Estonian media has been criticized by Lauristino®ing too party and government centered (qtd.
in Pilvre 2006). The voices of various societaknast groups such as non-profit organizations
are not audible. Vihalemm and Lauristin (2002) Hert add that Estonian media is currently
attempting to redefine its public role in a mar#igven society. There are significant points about
the development of Estonian media since the republjained its independence in 1991. The
media system has undergone diversification andnfeagation as multiple new print and
broadcast media channels have come to the matketigh, this process is slowing down in pace
compared to the situation some five years ago. Assalt of diversification and the increased
cost of media consumption also the audiences haeenhe increasingly distinct and segmented.
This has resulted in media losing its former cuallyr and socially unifying role.
Commercialization of Estonian media has resultethen growing entertainment orientation in
media use. Also, the usage of new media technalogyinues to be on the rise.

1.2 Organizational communication

The following part of the theoretical research d¢bapvill focus on the model organization that
interacts with media.

Mass media communicates messages from and to theene of the public thus mediating a
dialogue between individuals, organizations andtitut®ons. McQuail (2000) describes
communication as an interactive process that is alssocial relationship. Communication
process is characterized by Lasswell (1948) as “sdys what in which channel to whom with
what effect” (Biagi 1992). Communication is a cygeli process that takes place within a context



between individuals, organizations or institutioroceeding from Lasswell's statement, a
communication model includes five componeintsthe process: the sender who initiates the
process and encodes a message; the message thatwatien, verbal, non-verbal, or electronic;
the receiver who decodes the message; the medwough which the message is transmitted;
and the impact that provides feedback and confitmsthe sender that the receiver’s
understanding of the message was intended by titese

In the context of the present research paper arghonal communication activities, including
relations with media, can be more precisely classifas public relations (PR). Long and
Hazelton’s define PR as “a communication functibmanagement through which organizations
adapt to, alter, or maintain their environmenttfo purpose of achieving organizational goals”
(gtd. in Wilcox et al 1997). Cutlip et al. (19943 avell as Grunig and Hunt (1984) both
emphasize the management function of PR. Like tica@il communication models, the public
relations process also has a cyclical nature altsstvith research and analysis of the situation,
continues with policy and action plan formation @his then implemented. At the end feedback
is collected and the whole process evaluated barsechich adjustments in the strategy or tactics
are made. The process then starts anew with rés@smd analysis to evaluate the situation.
Martson’s RACE model depicts the PR process witlhr flements: research, action or planning,
communication or implementation, and evaluationl€d# et al 1997).

As mentioned in the definition of PR above, orgatianal communication processes must
emanate from organizational goals. PR activitiee aemmunication to help achieve larger
organizational goals (Grunig et al. 2002). For @ffee communication activities organizational
goals must be clearly defined. In a two-way comroaton cycle the feedback from

organizational environment, or more simply saidlajae with stakeholders will, in turn,

influence future adjustments in organizational obyes.

1.2.1 Organizational communication from the perspective of stakeholder
approach

The essence of the environment determines the comoation methods and tactics to be used by
the organization in its interaction with stakehetdeindividuals that have an interest in the
organization. For an organization to function etffedly and successfully in its environment, it is
important to determine its stakeholders. “Staketuwddare “those groups or individuals with
whom the organization interacts or has interdepecids” and “any individual or group who
affect or is affected by the actions, decisiondicps, practices or goals of the organization”
(Conner gtd. in Gibson 245). Therefore, stakehaslthave a direct influence on the direction that
the organization aims for. Grunig et al. (2002¢reb stakeholders as key publics and distinguish
Six major groups: employees, investors or sharems)dthe media, customers, government



institutions, members of associations, and the conity in which the organization operates.
Media is loosely defined as a key public becausenjlists act as representatives of other publics
(Ibid.).

The stakeholder approach emphasizes the need fetrategic stakeholder management.

Stakeholder systems and communication strategeesraated by the organization. The systems
have a dynamic nature: the existing stakeholdeugg@nd communication strategies need to be
adjusted as the organization goes through vari@isycles or as the organizational environment

changes (Tampere 2003). Acknowledging the intendégece between the organization and its
environment is vital (Grunig et al. 2002). At timefsorganizational or environmental change the

organization needs to adjust its stakeholder systand policies in order to persist. A practical

tool for profiling is stakeholder mapping, which Ipe to identify and assess the people,

organizations and institutions that can be affebiedrganizational activities or can influence the

organization. Literature lists various methods taksholder mapping proceeding from different

characteristics such as the level of interest, ppared influence of the stakeholder group.

1.2.2 Mediarelations

Organizational relations with media are paramoontaf variety of reasons. Through media the
organization spreads its messages. For the orgemizd is the most effective channel of
communication in terms of audience reach. The maialso considered independent sources of
information and are, thus, perceived as more ckedhiian the direct sources (Caywood 1997).

The goal of media relations is to balance orgaiumat goals with public opinion. From the

perspective of an organization, relations withghblic are vital for its longevity as they function

in the same environment and are interdependemdf ether. Press coverage influences public
perception and behavior with regard to the orgdinma As per Caywood (1997) approach to
media relations can be proactive, reactive, orraative. Reactive media relations respond to
media inquiries. Proactive media relations promand publicize the organization. Interactive
media relations take a step even further to deve&ations with the press. Positive and
consistent relations with the media are more likelyresult in media interest and objective
coverage than non-existent or reactive media oglati Interactive media relations presuppose
knowledge of the principles of the media industmytioe part of the public relations professional.

Knowing thoroughly the message one intends to éels/ the start of proactive communication.
The format of messages delivered to the publianealia can roughly be divided into two types:
paid media coverage and free media coverage. Radiarooverage is marketing communication,
advertising, and promotional coverage sponsoredhbyorganization. Free or non-paid media
coverage is any kind of media exposure that thargegtion is not paying for, such as published
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news, press releases, and broadcasted events.s@ntiat difference between the two types of
publicity is the level of control the organizatitkas over the message that is being delivered
(Pinzon 2002). In case of advertising the level agintrol is high; however, the (cost)
effectiveness of such message communication focarate rather low. Whereas, with non-paid
media coverage the level of control the organizatias over the message is low because the
media channel will decide the context, time, ananimt of message delivery. Essentially, public
relations are non-persuasive and concerned witldibgi relationships with stakeholders and
generating goodwill for the company; whereas, mankes persuasive and deals with customers
and selling products and servicésd.). Ideally, the two activities must support eadineo.

In working with the mass media the push-and-pulategyy can be applied, which is more
commonly known in marketing and advertising. Th@amization ‘pushes’ the products or
services it provides, and the target stakeholddispthe services or products for consumption. A
similar analogy can be applied to communication agament practices. A representative of the
organization co-operates with the media ‘pushingpmactively offering information. On the
other hand, once a relationship has been estaftjithe media start to ‘pull’ or request for
information from the organization to mediate to théblic. The balance between the usage of
‘push’ and ‘pull’ or proactive and reactive stratyvaries largely on the scale and focus of the
organization. The organization must at all timessider the balance between the supply and
demand of information as well as the timelinessmfafrmation delivery.

1.2.3 Strategic planning of organizational communication

Organizational messages that are communicated@kelsdlders are formed through an on-going
strategic planning process. A strategy defines dbarse of action to reach organizational

objectives. Tactics describe the specific actisitagplied to achieve the strategy (Alas 1997).
Strategic planning proceeds from organizationalsiors that describes the purpose of the
existence of the organization. Ideally, it is a rshend memorable statement, and takes into
account all stakeholder groups. In principle, thesmn is a static definition of the organization.

The mission can be altered when organizationalrenment changes dramatically.

Strategic planning starts with situation or problamalysis and research. Research provides a
solid platform for understanding the organizatioeaVvironment and characteristics of each
stakeholder group such as media consumption haifetstyles, behavior and attitudes towards
the organization and its field of activity. Uponsearch strategic goals and objectives will be
constructed. Goals and objectives must be speaifit measurable (Alas 1997). A versatile
organizational strategy includes a communicatianpghat sets goals for internal and external
communication. The strategic planning cycle ends withorough evaluation process and starts
anew with research.
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A simplified list of activities in organizationatrategic planning process:

Mission = Purpose of the organization: Wio are we and what do we do?

Vision: Where and why we want to go? What we want to be@-«««- .

|

Research / analysisWhere are we at the moment? <+
Strategy: What the organization is going to do to achieeuision?

Action plan / Tactics: How does the organization get there?

Implementation: Execution of the action plan

Evaluation: Where are we? Did we meet our goals? —

Figure 1. Strategic planning process.
Adapted from: Alas (1997) and Siil

Strategy implementation includes goal-setting tiglowvhich performance is evaluated (Miller

1999). Goals must be realistic and specific enangbrder to be measurable. Upon goal setting
one will proceed to action, and organizational léraresults. Ultimately, the results are

measured against set goals. Feedback is providethdosetting of new goals or adjusting of

existing objectives.

1.2.4 Communication strategy and messages

Many academics and theorists emphasize that o@amal public relations including relations
with the media should be a part of the larger bessnstrategy. The employee responsible for
communication activities must participate in theatggic planning stage in order to provide
valuable research based information from and atbheu¢nvironment of the organization.

A well-planned and documented communication stsatesjs organizational objectives and the
tactics that are used to achieve the goals. luded a map of stakeholder groups that can
possibly be influenced by and interested in thévities of the organization. The strategy also
lists the spokespeople who will have the rightitieiact with media in matters that concern the
organization. More specifically, it prescribes tmntent, format, channel, audience, and expected
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results of communication activities (Suhtekorrallusisiraamat). Upon implementation of a
specific communication activity the results areiegxed and evaluated against the set objectives
by acquiring and evaluating feedback via variousrees from the targeted stakeholder groups
(e.g. market research polls, surveys, questiormaitestomer satisfaction interviews, etc.).

A viable communication process has a cyclical rat@runig et al. (2002) describe a two-way
symmetrical communication model as the most ideah fof communication with the public. The
goal of two-way symmetrical communication is mutuatierstanding between the organization
and its stakeholders. It attempts to balance therast of the organization and its publics.
Feedback from the public is sought in order analyweresults of communication. Research is
conducted in order to evaluate not just attitudetstive level of understanding of organizational
messages (Wilcox et al. 1997). Grunig (2001) empbkaghat the symmetrical communication
model is more beneficial for the organization ia thng-term because by giving up some of what
they want the organization gains more in returd.(ot Roper 2005).

Thus, effective organizational communication is aotnere transmission of messages but an
exchange of information, ideas, and experiencesimilar principle is also explained in the
systems approach: an open system, whether it bei@ty or an organization, is viable because
information flow is two-directional; the systememacts with the environment (Alas 1997). An
open system is dynamic as it adjusts to the chamgeés environment and stakeholders systems
(Tampere 2003). In contrast, a closed system igackexized by one-directional flow of
communication; the system is static and the resaihtropy (Miller 1999).

As organizations communicate with the public arfteostakeholders they send out messages. A
message that is visible, audible and cognizablg brisinambiguous and relevant to the targeted
receiver. Thus, messages must be created keepimguahthe target audience. The organization
has to ‘speak the language of the stakeholder gfougffective communication to occur. The
message must be tailored for each audience growpand affected by organizational decisions
and behavior. This means that the same messagessnped in different format, paraphrasing,
simplifying or adding details. It is vital that comunication professionals are a part of the
strategic message design process in the orgamzatid not acting as mere technical clerks
(Grunig et al. 2002). The communication professignask is to mediate messages between the
public and the organization. Research and evalugtiocess help determine and ensure that
organizational messages were accurately receivédedarget publicdljid.).

1.2.5 Communication tactics and methods

There are a number of tools and techniques then@aon can apply to communicate its
messages. The means vary depending on the inteamitbicontent of the message as well as the
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specific target stakeholder group. Transmissiome$sages takes place mostly via media. There
are spoken, written, and visual tactics. Within trganization the messages are dispersed by
interpersonal communication. Communication with pwblic takes place via media through
which organizational messages are mediated. Inrdadselect the most appropriate tactic, the
organization must know the format that each meduuefers (Claywood 1997).

Written tactics and tools of communication with fheblic are: press releases, newsletters, annual
reports, booklets, brochures, and other publicatidihe media channels for written tools are
print media and the Internet. Spoken tactics ineludterpersonal conversations, speech, news or
press conference, press parties and tours, intesyieneetings, word-of-mouth. Visual and
audiovisual tactics are: news releases on TV, raahd the Internet, photography, slide shows,
corporate design, outdoor displays. (Wilcox etl@97) The media channels for spoken tactics
are radio, TV and the Internet. The latter is arractive two-way channel making it possible to
acquire instant feedback and speeding up the comngation process.
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2. The third sector in Estonia

The third sector, also referred to as the voluntarindependent sector of the society, consists of
non-profit or non-governmental organizations (NINGO). The first and second sectors of the
society are respectively business and governmetdrse The term ‘independent sector’ indicates
the sector’s independence from the institutiongaleand commerce restrictions, which constrain
other sectors (Lesly 1998). The term ‘civil socié€blso referred to as ‘civic society’) denotes a
social sphere where individuals, organizations amstitutions co-operate to promote their
interests and values (Lagerspetz 2006). The nofit-m@ctor is an important part of the civil
society. The direct result of the activities of N®1Q the improved wellbeing of the members or
clients and the ultimate result is public bené&ibmewhat newer concepts in the context of the
third sector are ‘social economy’ and ‘social epteses’, which point to the organizations’ social
goals. A social enterprise would, for instance,vi®e employment opportunities to formerly
incarcerated individuals.

Being classified as a post-communist country, Hat@a representative of a transition society
undergoing a change from totalitarianism to democind learning to communicate according
to democratic principles. Estonian society hascesimegaining independence in 1991, fast
adapted democratic principles and gradually abasdiocommunist ones. Market economy
instead of planned economy has been applied. Ttietgaannot be defined as a closed system
anymore, but is also not a fully open system ydte hewly emerged democratic ideology
brought along the emergence of a civil society @wd initiative where NPOs through a dialogue
and cooperation with the public and private sedbmigl social capital. Social capital denotes the
norms and networks that strengthen the people’saigpto cooperate for the purpose of
common goals and general wellbeing of the soclRttr(am gtd. in “Sotsiaalne kapital...” 2006).

According to the Central Commercial Register theme two legal forms of non-profit
organizations in Estonia: non-profit associatiod &sundation. As of March®] 2008, there are
25,862 non-profit associations and 775 foundati@ugstered in Estonia (Ariregister). Four to
five percent of the labor force in Estonia or 28,08eople are occupied in the third sector
(Lagerspetz 2006 and “Civil society”). Accordingttee Center of Policy Studies Praxis, in 2007
the non-profit organizations contributed 0.8% of &Dbr 1.7 billion kroongEnder 2008). Thus,
statistically the role of NGOs is seemingly insfgrant in the Estonian economy. However,
Ender notes that majority of activities and sobahefits that are generated in the third sector
organizations do not reflect in their financialtstaents. In 2006, an estimated 1.9 million hours
of volunteer work were accounted for in non-praditganizations. The hours translate into
approximately 200 million kroons and increase teeta’s contribution into the GDP to 1%.
Other contributions into the Estonian society thahnot be directly measured include: the
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employment possibilities provided and the reduceskdn for social support, increased
consumption and tax accrudbi.)

There are various types of non-profit organizatiaepending on their field and nature of
activities. In the present research paper the termprofit organization (NPO) denotes both non-
profit associations and foundations. The Estonentral registry for non-profit organizations and
foundations specifies 12 types of organizationgdimary association, trade union, artistic
association, apartment association, housing aggwtiabuilding association, church, abbey,
congregation, the association of congregationstypaassociation of local governments,
commercial co-operative with the members' persbalaility, additional liability commercial co-
operative, land improvement association, limitedility commercial co-operative.

More than half of the NPOs in Estonia are apartmeatrdening and garage associations
(Lagerspetz 2006). Of the remaining 11,000 orgdioa about 1,200 are actual public benefit
organizations (“Civil society”).For the purposes of current research only the viotig
organization types are included in the sample: nayi association, trade union, artistic
association, foundation.

For recourses the third sector relies on the twerosectors and individuals. Financial recourses
are used to accomplish organizational goals and madéybe used to earn a financial profit to
owners and organizational members. Traditional N&€end heavily on funding and donations,
whereas organizations classified as social ensgprearn most of their income from their
operational activities. In Estonia an NPO may reedts income from a variety of sources:
membership dues, direct support from the stat@aallgovernment, project grants financed by
local and international foundations, sale of praduand services, and donations from private
persons and other organizations. Indirect sourcesnaome are tax allowances, in-kind
contributions as well as time and effort contriltitey volunteers (“About civil society?).
Project-based funding has become increasingly po@d the Structural Funds of the European
Union have opened up to Estonian organizations.

The state has conduced to the development of NBQgdnting subsidies and imposing tax
incentives for funding. There is a list of non-pr@issociations and foundations approved by the
government, which benefit from income tax incergiv€his means that private individuals get a
refund on the income tax from the donations ants gis of January®} 2008 the list contained
1,655 organizations (“Tulumaksusoodustusega...”).ofder to be included into the list an
organization must meet the following requiremeritee association operates in the public
interest; it is a charitable organization offeriggods or services primarily free of charge to a
target group, or makes support payments to theopsrbelonging in the target group; and the
organization does not distribute its assets, incomether benefits to its founders, members,
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members of the management or controlling body esqes who have made a donation (“Income
Tax Act’). According to law religious associatiomse automatically included into the tax
incentives list.

2.1 Media relations in third sector organizations

The organizational objectives of a third sectoramigation differ from traditional goals of
business corporations to earn a profit to sharemsldNevertheless, the communication strategies
and methods are similar in each type of organimafithe significance of media relations in a
third sector organization depends on its size atdra of the field of activity. If the organization
relies heavily on donations and membership feestber funds as financial resource, then
influencing the public opinion is important.

According to Caywood (1997) media representativad public relations practitioners are
increasingly becoming aware of their interdependemt each other. There is a mutual need, as
journalists depend on PR professionals for informmatand organizations rely on media to
mediate their messages. In media relations then@aton must ‘package’ its information in a
format that is acceptable and usable for the médieglia is looking for an angle that is relevant
and interesting to the public. Ultimately, the imf@mtion must be something the target audience
wants and needs, something that motivates themaition or provokes a change in perception
(Ibid.).

According to Claywood (1997) for a non-profit orgeation there are typically two major
audience categories: (1) those targeted for fursiiga purposes, such as foundations,
government agencies, and corporate and indiviqamisors; and (2) those who are the objects of
the organization primary activities such as serveeeivers, local and state politicians, and the
general public. An average non-profit organizatalocates minimal funds to public relations
related activities and often there is no singlesperwhose task is to interact with the media.
There are two reasons: lack of resources and atsoof managerial awareness of the importance
of professional communication (Lesly 1998).

In Estonia media has become increasingly interegtethe activities of the third sector.
According to the Network of Estonian Nonprofit Ongeations (NENO), in 2004 mass media
was named as the second co-operation partner amoneprofit associations (after local
governments), and"5partner among foundations (“The Institutionaliaati.). According to
Rammo (2005) stories published and broadcasted P@sNare mostly focused on events or
feature individuals. There is a lack of deeper wsidading and analysis of the civil society
concept. A major reason for this shortcoming is ek of skill and practice within NPOs to
produce and package information so that it is @itra for media. Currently there is very little
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professional and strategic image building in NPDsvertheless, the public image of third sector
organizations is positive. This is indicated by tmnstantly growing number of volunteers,

numerous successful charity projects, and the astmg awareness of the corporate social
responsibility conceptllfid.)

2.2 Previous research into media relations and the thd sector in Estonia

A number of research papers have been written entadpics of media relations and various
communication aspects of the Estonian third sediwwever, none of the earlier works
specifically concentrated on media relations intthed sector organizations.

In 2003 Peterson and Kaljund (gtd. in Rikmann 20@8garched the stereotypes about NPOs and
civil initiative among media representatives. Thsearch revealed five primary stereotypes
about people related to NPOs: without any career money-making prospects or ‘losers’;
individualists who perform the job for their persbpleasure; ineffective and incapable in their
field; have a marginal influence and are insigaifit in the context of the society; and
incompetent and unprofessional in media relatigss.a result of those stereotypes a vicious
circle has developed: media representatives haegative image of NPOs in their mind, which
reflects in their relationship with representativ@sNPOs. As a result NPO representatives
behave as the ‘underdog’, lack faith in their @foaind thus, the stereotype is regenerated. This
greatly hinders the NPOs’ possibilities to transthigir messages via media. According to the
authors there is a great task to be achieved bgniest NPOs and political journalism: to build
awareness of the civil society and civil initiative

A research into the public relations practices stbBian third rector organizations was conducted
by Kristina Kurm as part of her bachelor thesi§attu University in 2005. Kurm concludes in
her study that most Estonian third sector orgammatdo perform some PR functions, which
lack, however, strategic planning and are not ctest. In majority of cases the PR related
responsibilities are performed by the manager efdiganization. The third sector organizations
see a need for an increased importance of the RRwhich is often lacking due to personnel,
skill, time and financial shortages. The means ahmunication used for interaction with the
public and stakeholders vary: some organizatioefepdirect phone and e-mail correspondence,
others rely more on press releases and home pdg®,. évent organization and meetings with
representatives of stakeholders were mentioned.

An in-depth study of communication practices of dagn third sector organizations was
conducted by Telvi Tonsiver as part of her bach#lesis at Tartu University in 2007. Research
concentrated on organizations which primary foctigaivity was to improve the welfare of

children. Research results concluded that in sorganizations it is more likely that a single
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person handles all media communication tasks. ldiume and big sized organizations the tasks
were more often disbursed depending on the occakess than a third of respondents sent out
regular press releases or published opinion astidéso, a small number of organizations had a
direct contact with a media representative (e.gaiftocal newspaper). The lack of skills to
‘promote’ themselves appears to be the biggesholesin getting the message to the public. At
the same time, the organizations recognize the teée visible in media and talk about their
activities.

A number of research studies have been conductddeorelationship between media and public
relations practitioners in Estonia. Research gdlyedemonstrates the perceived oppositional
nature of the two professions, especially in tinedscrises (Laasme 2005). Though, PR
professionals are more likely to see journalistthag co-operation partners. Journalists tend not
to fully understand the function of a PR speciadista communicator and information mediator,
whereas, PR professionals disapprove of the joistealsuperficiality and disregard for the
consequences of publishing a story that ‘sells 'wé&here is a lack of understanding of each
other’s roles on both sides; there is distrustpg&sm, and prejudices that somewhat hinder their
co-operation.lpid.)
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3. Research questions and methodology

3.1 Research objectives

The goal of this research paper is to observe tadianrelations practices in the third sector
organizations of Estonia. This research is moto/dtg the growing significance of the third
sector organizations as Estonia is transforming atmature civil society. In addition, several
surveys, referred to in the Introduction of thereat paper, have demonstrated that NPOs
increasingly recognize the need for relations wittdia.

3.2 Research questions

The following four research questions are presented

Do Estonian NPOs see a need for media relations?

What practices do NPOs use in media relations?

What experiences have NPOs had in their interagtiath the media?
What conclusions have NPOs made from their expeegh

bR

3.3 Data collection and analysis

In order to answer the research questions preseaiieste a survey was conducted among
Estonian NPOs, which are actual public benefit nizgtion. The research instrument used in the
current research paper is a questionnaire. Thetiqgoeaire was prepared by the author upon
research into theory on media relations and backgloinformation on the situation and
characteristics of the third sector in Estonia.

The questionnaire is semi-structured consistingflofjuestions. (See: Appendix 1) There are four
open-ended questions, twelve multiple choice qoaestiand five factual questions about the
organization. Thirteen questions were presentetiréztly research the media relations practices
of each organization. The remaining eight questiovese presented to gather additional

background information about the organization aaenvironment. Organizations that replied to

not having any interactions with media did not h&wenswer specific questions on the media
relations activities.

The questionnaire was distributed by e-mail in AR08 in Estonian and translated into English

for the purposes of presenting the current thdhe. questionnaire was initially tested on five
NPOs in order to determine the accuracy of multgbleice categories and relevance of questions

20



to their organizational activities. No changesha tjuestionnaire were made. The results of the
survey will be displayed in statistical charts e tempirical findings part and interpreted in the
discussion and conclusion part of the research rpapk inferences, extrapolations and
conclusions based on research results about tmd #actor organizations of Estonia are
applicable to the approximately 1,200 organizatibras are actual public benefit organizations as
per NENO (as opposed to all the 26,000 NPOs cuyresgistered in Estonia).

3.3.1 Survey sample

Contact information for NPOs, that eventually foththe survey sample, was pulled from two
sources: members of the Network of Estonian Nompr&@frganizations (NENO) and
organizations registered among the non-profit aatoos and foundations approved by the
government, which benefit from income tax incergiyg ). This particular sample was selected
because these organizations are expected to h@asanable interest in the public opinion and
various communication activities as they dependihean funding from outside sources.

NENO is a non-profit association that unites pulbenefit nonprofit organizations in Estonia.
Their member count as of Marcf, 2008 was 94. The questionnaire was sent out iIn&aber
organizations. Prior approval was acquired from IEdVer the phone to send the questionnaire
to their members. One organization on the list imathe process of being liquidated. In case of
four organizations no contact was able to be estad. Either the e-mail address was not
provided and the phone was not answered or theileser@ out gave an erroneous response and
no alternative contact information could be found.

Upon first mailing to members of the NENO samplea?2Swered questionnaires were returned.
Thereafter, a reminder phone call was made toehsining members. As a result, three more
guestionnaires were answered over the phone amt®ahi questionnaires returned upon a
reminder. Upon numerous attempts no contact wassilges to establish with twelve
organizations possibly because there are no fuk @mployees in the organization, there is no
permanent office or the contact information wasdated. In total 41 members of the 94 NENO
members returned the survey. One questionnairaatiqualify for analysis due to contradictory
and incomplete answers. Response rate of the NENQIs was 46%.

In an effort to conduce to the emergence of vidhilkel sector the state has imposed income tax
incentives for a number of approved NPOs. Therecargently 1,655 organizations registered in
the income tax incentives (ITI) list. The authorguested the contact information of
organizations, including e-mail, phone and address) the Center of Registers and Information
Systems (CRIS). Less than a third of the orgardnati(31%) in the ITI list had an e-mail. In
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addition, the contact information for many orgatimas was outdated as it had only been
inserted into the RIK database once when the azgdon was first registered and never updated.

Using a systematic sampling technique every seoogdnization with an e-mail address on the
ITI list was selected and included in the sampl@rRo sampling the organizations were listed
according to their location as opposed to alphehlyi Such order of organizations assured a
proportional coverage of all regions of Estoniatire sample. Nineteen (19) of the sample
organizations that were members of NENO were aed in the ITI list. The overlapping
organizations were excluded from the ITI sampleefionnaires were sent out to a total of 241
organizations. The mailing returned 34 reportsrajreeous e-mail accounts. However, due to the
outdated and poor quality of data received from Rl was impossible for the author to
determine the exact number of questionnaires tttabHy reached the intended recipient. A total
of 36 questionnaires were returned by the orgaoizsiin the ITI sample yielding a response rate
of approximately 17%. Three questionnaires didquatlify for analysis due to contradictory and
incomplete answers.

Neither reminder phone calls nor a second mailirag wonducted with the ITI sample due to
research time limitations. Thus, the responsefaatthe ITI list is significantly lower. The author
considers the total of 77 returned responses ®itwlo mailings a sufficient and representative
sample of Estonian third sector organizations ¢jesterate actual public benefit. The respondent
organizations are active in a variety of differéatds and have varying numbers of employees,
members and volunteers.

3.3.2 Research limitations

Although fast and efficient, electronic correspameie is unreliable. The survey was sent out to
respondents via e-mail. It was impossible to deitenthe exact number of e-mails that reached
the intended recipients. It was possible to tragll aount the reports of erroneous and non-
existent e-mail accounts. However, no data canotleated on the number of e-mails that were
blocked by e-mail servers and unsolicited e-mailsfmam) filters. Regardless of the limitations,
the author is of the opinion that the survey respamte was satisfactory.
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4. Empirical findings

4.1 General information on respondent organizations

The survey yielded 77 responses. Four returnedtiquaaires did not qualify for analysis due to
contradictory or incomplete answers. Five orgamratrefused to participate in the survey. The
final count of surveys that were included in thealgsis is 73. Forty (40) respondent
organizations were members of NENO and the remgirf88 were listed among the ITI
organizations.

Majority of respondents (52) were located in Tallior Harjumaa; 11 organizations were from

Tartu. Other regions that were covered include@Bhaapsalu, Rapla, Paide, Pdlva, Lihula. The
legal form of 56 respondent organizations was narfitpassociation. The remaining 17 were

registered as foundations.

The average age of respondent organizations is eblsy Five organizations were initially
established during the first Republic of Estonitwsen 1918 and 1940, and reestablished in the
end of 1980s or beginning of 1990s. The averagebeuraf employees in an organization is 5.
Fifteen organizations have no people on payrollerwhs 11 organizations have 10 or more
employees. The average number of volunteers penmdaagtion is 33. Seventeen organizations
have no volunteers, whereas 8 organizations ha@eofi@nore volunteers. The average number
of members is difficult to establish because narfipassociations can have individual members
as well as serve as umbrella organizations forrdtfROs. Foundations on the other hand, do not
have any members. The estimated number of peopeavéhdirectly involved with the surveyed
organizations either through employment, membershiplunteer work is at least 200,000. The
largest membership numbers are in student and yog#nizations.

The sphere of activities of the respondent orgaioza is diverse. Respondents were allowed to
choose multiple appropriate fields of activity. Tlaegest sphere in the sample is education and
training with 27% of organizations. This is folloiay the social sphere with 16%, culture and
art with 12%, child protection and welfare 10% aaido sports 10%. Other noted fields were
nature and environment (9%), legal sphere andig®l{B%), administration and distribution of
financial resources (7%), health and medicine (796yth and student organizations (6%),
support and administration services (4%), artistgsociation or trade union (3%), religious
organizations (2%). Also, other non-listed fieldsagtivity were mentioned such as: security,
development of volunteer work, co-operation withdbmunicipalities, project development for
EU grants, media, and science.
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4.2 Strategic planning activities in NPOs

In order to evaluate the communication activitiesespondent organizations the survey included
guestions on more general issues and activitiel s strategic planning and the mission
statement.

Mission statement defines the purpose of an orgéiniz and it is the basis of all organizational
operations including communication related acegtiThus, the survey respondents were asked
to state the organizational mission and goal af/giets. Though, seemingly a trivial request not
all replies were straightforward. Ten of the 73m@wents did not specify a mission statement in
their reply. Eight mission statements can be carsd very long and having a complicated
phrasing.

Majority of respondents (82%) confirmed the existerof a development plan or operating

strategy from which they proceed in their actigtieThe remaining 18% of respondent

organizations that did not have a development plaoperating strategy operated either on a
project-basis or were formed as a legal body fatingna group of people with specific interests

in a sphere or activity. Four of the organizatians in the process of developing or updating the
strategy. In one organization the newly recruiteelogitive director replied that regardless of his

advice, the supervisory board of the organizatias ko far not deem a development plan or
operating strategy necessary. In one organizaheretwas a lack of recourses to execute an
operating strategy, thus it was not developed. dtganization operated on project-basis and
depended heavily on funding from outside resources.
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421  Communication strategy

In 27 (40%) organizations a general communicatiattice had been developed over time but it
was not documented. In 7 (11%) respondent orgaaimathere was a written communication
manual in use. In 11 (17%) organizations commuinnatlated activities were a part of the
management or marketing strategy. Thus, in totahoat two thirds of the respondent
organizations have communication related activiegler in a written format or as practical
experience stored in ‘organizational memory’. Naggt (29%) of respondents reported that there
IS no communication strategy or manual in theiranigation. With one exception, the same
organizations that did not have a development planperating strategy reported that they also
do not have a communication strategy or manual.

Is there a communication strategy or manual iothanization?

11% 3%

40%

29%
O Yes, there is a general practice shaped over titeib not documented.
E No
0O No, communication-related activities are a pathefmanagement or marketing strat
O Yes, a written document.
B Yes, but it is outdated or not in use.

®
g

Figure 2. The existence of a communication strategyanual in the organization, n=64.
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42.2  Publicimage research

More than half of respondents (58%) had taken aarast in the public image of their
organization or field of activity. Of those, 32 %&chinvestigated the topic from other sources or
had heard about it at an event. Twenty six peroéméspondents had conducted their own or
outsourced a public opinion or image research. &tgu of the organizations would be interested
but lack resources for research. The remaining d4%spondent organizations do not take an
interest in public opinion as it does not direatiffuence their activities.

Research on the public image of the organizatidfoathe sphere of activity

14%
32%

28%

26%
@ We have investigated the topic from other sourcd®ee heard about the topic in a conferenceg

training or seminar.

B We have conducted our own or outsourced a puhiitoopor image research of our organization
and/or our sphere of activity.

O No. We are interested, but lack resources for resea

1)

O No. Public opinion does not directly influence aativities.

Figure 3. Research on the public image of the azg#ion or the sphere of activity, n=73.
The nine organizations that did not have any meslaions, also, had not researched the public

image of their organization as they reasoned thdtlip opinion does not influence their
activities.
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4.3 Media relations

Respondent organizations were divided into two gsothose who interact with media and those
who do not. Sixty four (88%) of the total 73 res@ents confirmed their relations with media.
Whereas, 9 of the 73 respondents (12%) replied ttieat organization does not interact with
media. Two primary reasons given to explain thet faere: the operations of the organization
are targeted at a specific group of people, tmisraction with the target group takes place via
alternate channels (39%), and the organizatiorogs dmall for media and the public to be
interested or the organization has nothing imparten announce via media (38%). One
organization specified, however, that their expereein media relations is too short and does not
enable them to give a more appropriate answer. Dwganizations (15%) reasoned that
regardless of their attempts media does not takmtarest in their sphere of activity and they
have quit trying. One organization admitted to hgvunad a negative past experience with media.

Reasons for not interacting with the media

8%

15%
% 39%

38%

@ The operations of our organization are targetedsatecific group of people, and our interacﬁion
with the target group take place via alternate radlan

B Our organization is too small for the media andpttielic to be interested and/or we have nothing
important to announce via media.

O The sphere of actity of our organization doesimetest the media.

O We have had negative past experiences with theamedi

Figure 4. Reasons for not interacting with med#g.n
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4.3.1 Distribution of media relations responsibilities

The implementation of media communication actigitigithin the organization determines the
level of success. In nearly half of respondent mizgions (49%) there is a single employee who
is responsible for media relations. In the othéxShe responsibilities are divided among several
employees.

In 47 respondent organizations (73%) media relatamtivities are performed by the manager. In
addition to the manager also the project manaderaats with media in 16 organizations (25%).
In 14 respondents (22%) other organizational mesibguch as members of the board or
members of volunteer work groups perform the meslgtions duties.

In 13 respondent organizations (20%) there is ancomication manager or similar on payroll.
Five organizations (8%) outsource the media comoation services.

Media relations activities in the organization pesformed by:

Assistant [1 1
We outsource the servic;I S5
Communication Manag(; [ 13 |
Other employe(; 14 |
Project Manage;_ 16
Manageri 47 |
0 10 20 30 40 50

Figure 5. Distribution of media relations responigies, n=64.
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43.2 Target audience

The author identified nine major target audienceegaries defined by NPOs who they interact

with via media.

Target audience
category

Identified by
the number of
respondent
organizations

Target groups

Specified target group

48 responden
(75%)

t$arents/families/children (13)

Students / Youth (11)

Pedagogues (6)

Disabled people/people with medical diagnoses
Local inhabitants (3)

Social workers (2)

Consumers (2)

Estonians abroad (2)

People who practice a sports or activity (2)
Voters (1)

Pensioners (1)

Lawyers (1)

Immigrants (1)

The public

26 respondents
(40%)

5 Terms used:

The public

All citizens regardless of ethnicity, gender, age
Average citizen

All Estonians

The public sector

10 respondent
(16%)

organizations:
Politicians (4)

Local governments (3)
Municipalities (3)
Ministries (2)

The government (2)
Civil servants in a specific sphere (e.g. socia an
education sphere)

The third sector

10 respondents

Other NPOs (4)

(16%)

Organizational members (2)
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Organizational competitors (2)
Organizational partners (2)
Employees (1)

Volunteers (1)

‘Those who are
interested’

9 respondents
(14%)

People interested in culture (3)

Those interested in our activities (2)
People interested in folk dance/folk music/
sports/religion/nature preservation (5)

Prospective target
groups

7 respondents
(11%)

Prospective members (3)
Prospective clients (2)
Prospective sponsors/donors (2)
Prospective volunteers (1)

Media

4 respondents
(6%)

Media organizations (3)
Journalists (1)

Business sector

2 respondents
(3%)

5 Enterprises (1)
Entrepreneurs (1)

Clients

2 respondents

Organizational clients (2)

(3%)

Table 1. Primary target audience categories idedtliy NPOs , n=64.
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4.3.3 Proactive and reactive media relations

The experience of the majority of respondent ogations (74%) shows that initiation of contact
between NPOs and the media takes place on thativétiof both sides. Fifteen of the 64
organizations (23%) have constantly been proadiyenitiating all their contacts with media.

Media first sought contact with two organizatioB%).

Initiation of contact with the media

3% @ Both our own and media'
23% initiative
B On our initiative

12

O On media’s initiative

74%

Figure 6. Initiation of contact with media, n=64.
More than half of respondents (61%) had one orrséyeurnalists that they are accustomed to

interact with. It was noted by a few of the respamid that journalists change too fast in media
organizations making it difficult to establish diddong-term relationship.
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In cases when media had initiated the contactetineare generally five types of reasons and
cause-effect type of phenomenon.

The cause of media interest

Experienced by
the number of
respondent
organizations

Specific occasions and situations

Event or project report

21 respondents
(33%)

The media reported prior to, during or after
seminars, conferences, concerts, charity
events, sports events, anniversaries or othe
celebration and similar. Also, various projed
were reported to the public via media, such
survey results and various statistics;
scholarships, grants, and various awards;
various public awareness campaigns, and
similar.

=

as

Publicity or broadcast on
members and organization

18 respondents
(28%)

Organizations were contacted by media in
order to write or broadcast about the activiti
of the organization or its members.

esS

Professional advice or expert
opinion

13 respondents
(20%)

Organizations were contacted by media to
inquire about professional advice or expert
opinion on various issues.

Information inquiry upon a pres
release

57 respondents
(11%)

Press releases sent out by the organization
resulted in an interview, news story or
broadcast. In those cases a media
representative had contacted the organizati
to inquire for additional information.

n

on

Unique / extraordinary /
sensational / newsworthy

5 respondents
(8%)

Organizations were contacted by media in
order to write on a topic that is unique,
extraordinary, sensational, or otherwise

newsworthy.

Table 2. The cause of media interest in NPOs, n=64.
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4.3.4 Reporting frequency, channelsand method

The average reporting frequency via mass media gMBIOs is approximately once every few
months. Twenty-eight respondent organizations (448 something newsworthy to announce
to the public once a month. The same proportioorgénizations reports their messages via mass
media once every quarter. Significantly fewer orgations interact with the media once a week
(6%) or once a year (6%). Some respondents alsdgabout that reporting tends to be seasonal
or project-based rather than regular throughouyéae.

Average reporting frequency via mass media

6% 6%

44% @ Once a month
® Once a quarter
O Once a week
O Once a year

Figure 7. Average reporting frequency via mass mati64.
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The usage of various mass communication channetsn@mMPOs did not reveal any strong
preference of a certain medium. All but two of tlespondent organizations (62) had used print
media to forward their messages. Internet camesedecond after print media as a channel for
information dispersal used by 58 organizations.ik@as mass communication device was used
by 55 respondent organizations. Television waddhst favored channel.

Usage of mass communication channels
80
62 -

60 1 47
40
20

0

Print media Internet Radio Television

Figure 8. Usage of mass communication channels}.n=6

The most common form of information dispersal indiBg out a press release. Other methods
used in the order of preference include: meetintp \&i journalist, meeting or inviting a media
representative to an event or function, dispatchirdbrmation materials, and a phone
conversation with a media representative. Othehott indicated by respondents include: an
online diary or weblog on the Internet (3), regud&ectronic newsletter (2), regular programs on
the radio (2), articles and interviews ordered Bdm organizations, a special section for media
on the organization’s homepage. Two organizatiepstted having held press conferences.

Methods of interaction with media

80 58 55
60 a7 43 42
40
0 T T T
Press release  Meeting with dVleeting at an  Dispatch of Phone call Other
journalist event or information

function materials

Figure 9. Methods of interaction with media, n=64.
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435 Mediarelationsexperiences

The subjective evaluation of media coverage by aedent organizations showed that an
overwhelming majority of NPOs (87%) had experienpesditive media coverage. Eleven percent
of respondent organizations described their meoh@mge so far as neutral. Two organizations
(3%) evaluated the media reporting of their orgatian as mostly negative.

Media coverage of our organization has so far been:

11% 3%

@ Mostly positive
B Neutral
0O Mostly negativel

86%

Figure 10. Media coverage evaluation, n=64.

Respondents were asked to give an evaluation df @ogmeriences in their interactions with
media. Appendix 2 lists the answers of all respahdeganizations.

There were five primary points that were highlighb®y respondent organizations to characterize
their observations and experiences in media relatactivities:

1. One must carefully formulate the message, watch wha says and re-check before
publishing/broadcast

Media is seeking for sensation, serving their omtarests and is not interested in us
One has to be consistent and proactive in intenagtivith media

Media is superficial

Personal contacts and ‘private’ journalists in raege important

ok wbn
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Selected quotations from respondents’ statemeatgrarted below in quotation marks.

Identified by the
Conclusion or experience of respondent organizatien number of
respondents
One must carefully formulate the message, watch whane says and | 20 respondents
re-check before publishing/broadcast. (31%)

“The more sufficient information you give the ldgésely an interviewer will have space f
imagination.”

“It is important to interact with a reason, usingecific media rules, and communicating a prec
message. Any noise has to be avoided.”

“We have learned that being too outspoken doesm’ady good, that the right words need to
carefully selected, and that we have to always kloger every article before print.”

“It may happen that an opinion is publicly presahia a slightly different context, i.e. the idedsy
distorted. Usually journalists ask for a quick amsvever the phone but we have started to pr
written answers via e-mail so that the opinion vebultimately be unequivocal.”

“EVERYTHING has to be personally checked over. Ngie oral answers.”

“Every article has to be read beforehand to specifgumstances. There’s always a chance

se

be

cfer

that

the journalist has not understood correctly, or mddctual errors etc.... the message has to be

carefully thought through.”

“Despite all the efforts journalist usually find weworthiness from statements that actu
shouldn’t have been said.”

“To prevent the information from changing to itspmsite a sense of caution is sensible w
interacting with media. It's better to send neutnaéssages, announcements or articles writte
ourselves than leave everything to a journalist.”

ally

hile
n by

“Articles should always be read over before printdrder to guarantee your own contentment as

well as avoid later conflicts. Journalists may osicmally be very creative.”
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Media is seeking for sensation, serving their owmterests and is not 17 respondents
interested in us (27%)

“Our subiject field is too dull as there’s no bloalyeat or tears, let alone sex, money or criminals

“Interaction with media is necessary but at the satime there’s always an underlying hope {
they are not looking for bombshell for the coveg@dut actually write/talk/show about the re
situation.”

“Media’s main interest is, however, directed toy#iming extraordinary, and conflicts or problen
A simple good deed doesn’t always get media’s tittereven when hundreds of people have &
involved or it's backed by years of work.”

“Tabloids lose their interest fast if they cantdi out “who’s sleeping with whom”.

“Journalists typically wish to expose themselvescWwhmakes the subject matter a mere tool
achieving that.”

“Media works one day at a time and always has W& @ims that have very little in common w

our organization. Therefore, it may be a tool anthetimes an opponent but hardly ever an ally.

“Good news doesn't sell if a bigger negative netesysor event has conquered media at the s
time.”

“Regrettably newspapers Eesti Pdevaleht and Pogtsae not interested in the current situat
and problems of pensioners, which is strange.”

“Our work doesn't really interest them as we ardgher developing the environment than solv
specific and sexy problems or clearing out consegeg.”

hat
hal

1S.

een

for

ith

ame

on

ing

One has to be consistent and proactive in interacns with media 13 respondents
(20%)

“You have to certainly be consistent while intemagtwith media and not give up after initi
negative feedback.”

“You have to interact openly, guardedly but coresily with media.”

“Turning to media always pays off. It is importamwever, to keep the conveyed informa
reliable and unequivocal... It is essential to kepanstant interaction and contact.”

tion
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“Conclusion: be constantly on the horizon and repoot only about negative cases but a4
positive developments.”

“There is a way to begin communicating with medi ibtakes a lot of time, and may not gener
any outcome.”

“Be active and inform local publications of youapls and results.”

“In general, our experiences with media have beecoearaging — the key is to be active and o
topics yourself!”

“Be active and offer information in a media-attrag way.”

“The key is to find out what makes media tick aitthme. Presentation of survey results is
proven media magnet.”

“Proficiency in interaction with media comes thrdugraining, and the skills have to be put in
practice. Improving media competency of pupils @sachers is of great importance in [ou
school.”

“Becoming newsworthy is difficult, almost impossildReaching consistency requires resources.

“Show initiative and come forth; information negdsbe written/presented in an attractive way.’

Iso

ate

ffer

Media is superficial 9 respondents
(14%)

“Media has difficulties with separating the wheadrh the chaff.”
“County newspapers prefer to publish peaceful,ygyiice stories.”

“Media generally has very strict and rigid sterepgs about NGOs, which do not enable an
intense, concise or professional coverage.”

“Incorrect facts and shallowness disturb the mdisaften seems that the publication just need
fill a space and then a story is rapidly “created”.

“We tried to report our activities to the countywmspaper in the past but what remained of
stories were just headlines, so we gave up.”

the
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“Journalists are every shallow. They have no timevdl to delve into the specifics of the event.”

“Media has extensive power but too little time &search subjects. Therefore, we have to make

extra efforts to avoid factual errors in articles.”

“We have encountered very few journalists who haeeneeded expertise, broad-mindedness,
generalization skills for covering our subject. Yrere usually quickly promoted or they leave
other fields of activity. As a result personal @mts with journalists have been frighteni
regardless of the pervading positive media coverage

and
for

“All too often there are (incompetent) journalis#o are not familiar with the topic, and therefare

write deficient stories. Luckily this is not a ridéthumb — there are competent people as well
wish to cover the subject accurately.”

Personal contacts and ‘private’ journalists in meda are important 8 respondents
(13%)

“It is vital to have a “personal” journalist and t&eep him posted on our activities as well as qgffer

him topics for articles.”

“Having contacts counts! Strangers are not invitedhe circle.”

“What comes to the local government newspapers they publish stories that are profitable for

them and chosen people, so the circle closes -awé get through with our information.

A rule of thumb — if you are not a personage atltdwal government then you don'’t really have

access to certain information nor to publishing ogpnities.”

“TV is the most problematic of all as you need ¢calclose “buddy” to get in.”

“Lessons: personal contacts matter. There’s no eengrying to convince anyone who already has

a disapproving mindset. Just find another jourrtadis they often think they know the best.”

Table 3. Experiences and observations of NPOs aktations with media, n=64.
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5. Discussion and conclusion

The current research paper investigated the metitians practices and experiences in the third
sector organizations of Estonia. Seventy threeprofit organizations from different regions of
Estonia participated in the research. The follommitj be an interpretation and analysis of
survey results on the basis of research questioiially presented by the author.

5.1 The need for media relations among NPOs

Majority of NPOs that responded to the survey hadractions with media. Therefore, the need
for media relations has been recognized among NP@mnizations that did not practice media
relations identified two primary reasons. Theienaiction with primary stakeholders takes place
via alternate channels such as e-mail and phorer®noted that the organization has nothing
important to announce via media or the organizagaoo insignificant for media and the public
to be interested in. The latter statement can besidered a subjective self-evaluation that
downplays the importance of the third sector asnatitution and thus, regenerates the ‘loser’
stereotype related to NPOs that was also identiigdPeterson & Kaljund (2003) (qtd. in
Rikmann 2007). The respondents that did not hayenaedia relations had also not taken an
interest in the public image of their organizatms they reasoned that public opinion does not
influence their activities.

Organizations that interact with media do it mosilytheir own initiative rather than that of the
media. Very few organizations have experiencedhgtimedia interest in their activities. Media
contact is initiated in a few cases by a journaligth whom there is an acquaintanceship.
Nevertheless, several respondents pointed outaheg relations with the media have been
established, it tends to become increasingly e&siget onto the media agenda and transmit their
messages.When journalists consider you a significant opinleader then making news is not a
big probleni was stated by one respondent. Media starts tk seetacts with the organization
when a person associated with the organizationestablished himself as an authority and
opinion leader, or the organization is able torthste professional advice or expert opinion on
an issue of public interest. Thus, the possessfonformation is the greatest asset in media
relations.

Although time-consuming and difficult at first, cstent work and co-operation with the media
eventually pays off the effort. On one hand redeandicated that for young and inexperienced
organizations it is difficult to get onto the medigenda. In the start-up and growth phase it is of
great significance for the organization to get supfrom third parties such as representatives of
similar interest groups, established opinion lead@emprofessionals in the same field. They would
initially ‘lend their authority’ and act as spokespons for the new organization until it
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establishes its own reputation. On the other hdmutesented in a unique and interest-catching
format, the media rather easily pick up on newiatiites to report about, thus, making it
somewhat easier for young organizations to enterntiedia agenda. Once a relationship with
media has been founded, it will take less effortdatinue transmitting organizational messages
via media provided that the information is preséritdlowing the news value guidelines.

511  Target audiences

The primary target audiences that NPOs interadt wa media are specified stakeholder groups
united by common interests, demographic variabtesb the like. Therefore, most NPOs that
interact with media recognize the need for targeug segmentation. Other target audience
segments include: the public sector, which is aperation partner as well as a source of revenue
for many NPOs; the third sector itself; the mediae business sector; and clients. Three
organizations had shifting target audiences, wh&bended on the nature of the project currently
in progress. Supposedly, this would make theirti@ia with media a lot less consistent and
more effortful.

When listing the target audiences respondent orgfions identified all stakeholder groups or
key publics as per Grunig et al. (2002). Of the lpaplics the most difficult seems to be
communication with the community in which the orgation operates. Specifically message
formation and targeting needs more consideratidre dommunity can be further divided into
stakeholder groups to target the messages moreradelyu The author hypothesizes that
improved relations with the organizational commyvill ultimately pay off the effort as it will
increase the overall credibility of the third sedtgstitutions among the public.

Ten organizations named ‘the public’ as their otalsget audience who they interact with via
media. The problem with a stakeholder group defimsd‘the public’ is the broadness and
vagueness of the term. It does not enable to athesmmessage to different audience segments.
Not all members of the society literally and metaptally speak the same language. Many
stakeholder groups need the message to be intelpreb a language that they can understand.
McQuail (2000) adds to the point that mass meddiemee is abstract and anonymous as well as
dispersed and heterogeneous. Mass media audierksedalf-consciousness and a homogenous
identity, and is therefore, unable to perform aaffoms in unison and in an organized manner to
attain common goals. Thus, a message sent to tthkcpwill not yield any results and will not
find the intended recipient as there is none. Adicmy to Lasswell’'s (1948) communication
model the receiver who decodes the message isngisim the communication process, thus no
communication occurs.
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In addition, it is impossible to evaluate the résof communication with a sole generic message
transmitted to an abstract group named ‘the pulfti}mceeding from the nature of activities and
stakeholder systems, most NPOs should, in fachbieto specify more precise target groups for
their communication activities. Furthermore, asal@mm and Lauritin (2002) have pointed out
Estonian media system has become increasingly difieel and fragmented thus making the
audiences more distinct and segmented. Therefath, sufficient prior media usage research
every organization should be able to aim their ragss at specific target groups.

Similar criticism applies to the target group segimeamed ‘those who are interested,” which
was used by nine respondent organizations. Theapyimeasoning for using such vague target
group categories is that the primary stakeholdeugs are accessible via other channels, such as
interpersonal communication, the Internet, phomal direct mail; thus, reducing the need to
transmit organizational messages via media. Onother hand, such a vague target audience
segment is probably also not worth the organizatiaifort that the NPOs invest into media
relations activities.

It is noteworthy that the number of organizationBowtarget their media communication at
prospective or potential stakeholder groups, sushpassible future members, employees,
volunteers and donors, is not very big. Due toldle& of resources, skill or managerial awareness
many NPOs have not devoted effort to stakeholdgyping and thus, developing relations with
all stakeholder groups.

5.2 Media relations practices applied by NPOs

521  Strategic planning of organizational communication

The research determined that most organizationsctipea strategic planning in their
communication related activities. Strategic plagngmoceeds from the mission and vision of the
organization, which have to be unambiguous and nstaledable to all relevant stakeholders. A
few respondent organizations were unable to speaifymission statement or goal of
organizational activities, which would make theiubsequent communication activities
unmanageable. Tor organizations that have diffiesiistating their mission and vision it is
advisable to carry out a revision and update ifessary. It is very difficult to create consistent
messages and target the intended receivers withdefinite mission statement that serves as a
solid base for all communication and helps to &taysed.

In total almost two thirds of the respondent orgations have communication related activities
either documented in a written format or as prattiexperience stored in ‘organizational
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memory’. For the sake of consistency it is advigdblhave a written document that formulates
the organizational communication activities. Thenaening one third of respondents reported
having no communication strategy or manual in tbeganization. With one exception, the same
organizations that did not have a development plaoperating strategy reported that they also
do not have a communication strategy or manualcatog a lack of strategic planning in
organizational activities.

Causality was identified with organizations thad dot have a communication strategy, as they
tended to have vaguer target group segments amdtedphaving difficulties presenting their
information as newsworthy and thus, getting acde$s media. It is also noteworthy that
organizations without a communication strategy #¢swled to evaluate the media coverage they
had received as neutral or negative rather thaiyms

5.2.2  Didtribution of media relations responsibilities

The distribution of media relations tasks is rateanilar in all organizations. In majority of
organizations the manager interacts with the mefianetimes another employee, such as a
project manager or member of the board performsntedia relations duties. In half of the
organizations that interact with media there issme person responsible for communication
with the media. This arrangement may work very @lsmall organizations, where the work
load is limited and people are well informed of afpheres, to have multiple individuals
performing media relations responsibilities. Howevia larger organizations, for the sake of
consistency, it is more functional to have a singheployee responsible for media relations
activities. It does not mean that this person almst do all interaction with the media because
there can be more than one spokesperson in thenipajan. One quarter of NPOs have a
communication manager on payroll or outsource tedimcommunication services indicating an
higher than average awareness of the need forgsiofeally managed communication activities.

Older and smaller organizations tend to rely mometloe non-documented general practice

shaped over time in their media communication &@&s: Younger and bigger organizations had

either a communication specialist on payroll or batsourced the service. The organizations that
have either a communication manager or outsoureenthdia relations service tended to be

marginally younger and have slightly more memberd @lunteers. Also, these organizations

tended to be somewhat more well-known comparedthieraespondent organizations. These

facts demonstrate the cause-and-effect phenomémbrhie increased awareness of the need for
professionally managed communication activitied vabult in greater public awareness of the

organization and its activities. In addition, orgaions that proactively manage their public

image will ultimately benefit as they have contvgkr their reputation.
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The author believes that the differences were malgn the present research due to a small
sample and the relatively short period of time thafanizations have applied professional and
strategic communication management. The authorthgs@es that a bigger sample in ten years
time will demonstrate a greater gap between tharorgtions that manage their communication
activities professionally and those that ‘go witke flow.’

523 Tactics and channels

More than half of respondents had one or sevewmhglists that they are accustomed to interact
with. Several organizations made a comment thainplists change at a rapid pace in media
organizations making long-term relationships difficto establish. The average reporting
frequency via mass media among NPOs is approxignatede every few months. The usage of
various mass communication channels among NPOsatideveal any strong preference of a
certain medium. Almost all respondents had usewt pnedia to forward their messages. Also,
the Internet and radio as channels for informatisspersal were used extensively. Television
was the least favored channel and several resptsgemted out that TV is a difficult medium
to gain access to.

NPOs use a diverse variety of tactics for intecactivith media. A press release is most
commonly used to communicate information. Howeverpress release rarely results in
subsequent media coverage. Organizations with lestatl media relations are asked for opinion
articles or are approached for professional adaiceé expert opinion. Interactive methods of
communication tend to be more successful, suchessing with a journalist or inviting media
representatives to events. Also, the Internet sduextensively as a means of information
distribution. Several organizations send out regulawsletters or keep an online diary or
weblog, which is a great example of an interactiretwo-way communication as instant
feedback is possible.

5.3 Experiences and conclusions of NPOs in their interdions with media

Most NPOs had experienced positive media covel@ge.respondent pointed out that although
the media coverage is positive or neutral in eteotr channels it receives negative comments
from readers. Whether anonymous readers’ commentseinternet are reflective of the public
opinion is a topic worth further research. Somgaeeslents pointed out that due to the nature of
organizational activities their reporting to thedigetends to be seasonal or project-based, thus
making media interaction rather irregular and irssstent.
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Approximately a quarter of the respondent orgaronatrecognize that media relations activities
need to be consistent and proactive for long-teatcass. Organizations have learned from
experience that one must take great care in threuiation of their messages. When interacting
with a media representative one must be cautioal tines about what is said verbally and non-
verbally. For this reason many organizations preveitten interactions with the media and
request to re-check their statements before pubgstor broadcasting. Thus, respondent
organizations have recognized that media constitgtewn reality, which is not necessarily
reflective of the NPOs reality as they see it. Meskts its own frame to the context in which the
news are presented, which in turn influences thgitia perceived.

A few respondents pointed out in their answers tinganizations must ‘play by the rules of the
media’. In other words, they realize that in ortierattract media interest their organizational
messages must be presented in a newsworthy mannezet the media standards. Organizations
with more experience in media relations had dewedopersonal relations with one or several
media representatives. The need for personal dsnitaenedia was pointed out by a quarter of
respondent organizations. It was noted by a feth@fespondents that journalists change too fast
in media organizations making it difficult to ediab a solid long-term relationship. Please see
appendix 2 for a complete list of respondents’ ol@ns and experiences in their interactions
with media.

53.1 Criticism of media

The primary criticism towards Estonian media haddtowith the level of access granted to
NGOs to transmit organizational messages. Medgpeiseived as very selective in their sources
of news and information. According to various mettiaorists (McQuail 2000, Hall 1982, Van
Dijk) news selection subordinates to pressures fi@mous interest groups. Thus, it can be
concluded that according to NPOs themselves, tleepat possess significant social power to
influence the media agenda. This explains the comnmierpretation among respondent
organizations that there is a lack of interest fibim media’s side and it is difficult for NPOs to
pass the news selection process and get onto tluta nagenda. Whether the third sector
organizations in reality get proportionally lesvemge compared to other societal spheres needs
to be backed up by further research though mediatoring and content analysis.

Television was pointed out by several NPOs as tbstraxclusive medium that is difficult to

gain access to. This can be explained by the teahsophistication of the medium that attributes
a great significance on the visual characteristifered by the subject, which the NPOs are
probably not able to readily offer due to lack aswources, skill and experience. Two
organizations expressed their dissatisfaction whth local print media organizations for their
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unethical preference of certain individuals anditpall interest groups as well as unequal
treatment of information sources.

The common stereotype about sensation-seeking medianot strongly supported in the context

of the current research. Only 8% of respondentrorgdéions had been contacted by media in
order to report information about the organizatioat can be classified as unique, extraordinary,
sensational or otherwise newsworthy. Other critgtatements about media included comments
such as ‘media is serving their own interests ambt interested in us’ and ‘media is superficial’.

The critical statements refer to the profit-drive@mmercialization of media, which is unable to

focus deeply on specific issues and rather pregeiotgnation in a sensationalist manner.

The current research confirmed that Estonian meshds to favor reporting on personalities,
events and projects. Media does not handle wetratisconcepts such as civil society or civil
initiative. Specific problems, events, personaditiare more easily digestible for media.
According to McQuail (2000) abstract topics areenfipersonified and simplified in order to
make them more specific and interesting for theiema®. The Western media prefers news
where one or several persons, preferably well-knpensonalities, are central figures. Prominent
persons in almost any field can rely on privilegeatess to media and, thus, get more media
attention with less effort. It is not rare, tha¢ titnedia publicize the opiniasf the celebrity about
an event and not the event itselft Is not what is said but who says it that getsdias
attentiorf to quote one respondent. It was also mentioneNPB@s that it seems to be rather easy
to get media exposure by presenting survey or relseasults or various statistics.

5.4 Future research

The current research is by no means a completérealdstudy of the media relations practices of
Estonian third sector organizations. The reseaftimad some of the points highlighted in
earlier studies and the study of the topic shoeld¢dntinued. The author proposes a few possible
topics for future investigation. Proceeding frone turrent study it would be worth conducting
an in depth research into the entire media comnatioic cycle in an NPO from message
formation, medium selection and transmission to sugag the effects of communication. A
topic of interest would also be the usage of thespmlities of new media among NPOs as an
alternative to traditional media. Another topicimterest would be the analysis of different types
of media from the perspective of media relationsr Fstance, why is television the most
difficult medium to gain access to? A study shaalkb be conducted among media organizations
to determine their conception of the third sectod & pinpoint the sources of obstacles that are
perceived by NPOs in their interactions with medile stated lack of trust among Estonians in
the third sector institutions as per Kivirdhk et(@D06) is likely to pose more serious problems in
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the long term. Therefore, a sociological study & tp the roots of the distrust will serve a
beneficial purpose.
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Summary

The third sector in Estonia has gone through alrdpvelopment process since the state regained
its independence in 1991. Estonia is currently ittaasition phase as totalitarian ideology is
being replaced with democratic principles, thusigfarming from a closed system into a civil
society. Non-profit organizations are civil soci@tgtitutions that function in the public interest
for the purpose of improving the welfare of the nbens of the society. As of March 1, 2008
there were over 26,000 NPOs registered in Estordat@e number continues to grow.

The current research paper investigates the medddians practices of Estonian NPOs. The
study was motivated by two factors. As per earbsearch there is an outdated stereotype rooted
among media representatives, which sees NPOs #&aca for incompetent ‘losers’ unable to
succeed anywhere else whose media relations praaie unprofessional (Peterson and Kaljund
gtd. in Rikmann 2007). On the other hand, a suoanducted among NPOs identified public and
media relations as an area that organizations a&een interest in (Kubar 2006).

The primary function of media is to keep the pulniformed of issues that have a news value,
are current and relevant and serve the publicasteMore often the media focus on topics that
have a real, perceived or prospective negativeiedie the public. Media shapes public opinion,

which either on a greater or smaller scale is 8aamt for any organization. Therefore, taking the

initiative to govern one’s public image is produetand serves the objectives of the organization
in the long-term.

A survey was conducted among 330 Estonian NPOs. dUiestionnaire was returned by 77

organizations. The survey sample included only NB@erating in the public interest, which are

approximately 1,200 organizations of all the 26,6000s currently registered in Estonia (as per
NENO). Thus, all extrapolations and inferences fribv current research paper are applicable
only to a small proportion of NPOs. Majority of ppmdent organizations (88%) had interactions
with media. Nevertheless, the author hypothesihas the actual number of Estonian NPOs,
which operate in the public interest and have razagl the need for media relations is

significantly smaller because the respondent omgions are deemed to be more active in all
their operations, including communication relatethaties.

In most organizations the media relations duties @erformed by the general manager. One
guarter of NPOs have a communication manager orroppapr outsource the media
communication services. Majority of NPOs have ledrthat in interactions with the media the
messages need to be carefully formulated. Carecantion is taken when talking to a media
representative in order to avoid unambiguous in&drom. In addition, organizations prefer
written interaction with the media and want to heck their statements before publishing or
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broadcasting. Fewer organizations recognize thatder to yield satisfactory results in relations
with media, the communication activities need to dmnsistent, strategically planned and
professionally managed. Increased awareness of nised for professionally managed
communication activities will result in greater piabawareness of the organization and its
activities. Current research proved that orgaronatithat did not have a communication strategy
also tended to have vaguer target group segmedteported having difficulties presenting their
information as newsworthy and thus, getting acdess media. In addition, organizations
without a communication strategy also tended tduzwe the media coverage they had received
as neutral or negative rather than positive.

As per research results majority of NPOs do noamd=stonian media as well balanced and
functional because it does not readily mediateattggiments and opinions of different societal
interest groups, specifically those transmittedtioy NPOs. A similar point is emphasized by
Lauristin (qtd in Pilvre 2006) in that Estonian needs too centered on party politics and
politicians; therefore, leaving less available raedpace for other spheres including the third
sector institutions. However, when media initiaties contact with NPOs it is generally due to
the following reasons: to report about an everproiect that the organization is involved with,

to broadcast or publish information about orgamiretl activities and members, to inquire

professional advice or expert opinion on variousués, or to report information about the
organization that can be classified as uniquegexdiinary, sensational or otherwise newsworthy.

The possession of information is the greatest ansetedia relations. A good tactic for NPOs
that are in the beginning phase of establishingficels with media is to find an ally or authority
outside of the organization who would initially &t the spokesperson of the organization until it
establishes its own credibility. In order to havgamizational communication activities result in
media coverage it is important to know the pecilies of each medium, their news value criteria
or the angle at which they look at news.

There is a mutual need, as journalists depend o®@N€r information on issues of public
interest and organizations rely on media to medls#& messages. The interdependence of each
other is yet to be fullyealized on either sid&tereotyping prevails currently on both sides. €her
is a general assumption among NGOs about senssghing superficial mainstream and
commercial media as ‘good news don’t sell’ and € not interested in us.” On the other
hand, as per Peterson and Kaljund (2003), joutsaind not to see representatives of NPOs as
serious professional co-operation partners. Thesgigices are used as a rationalization for the
unpopular status of the activities of third seaioganizations in media. A more realistic reason
would be the insufficient interactions between NRPADd media, which is the result of lack of
resources, skill and managerial awareness in NPOs.
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The third sector must continue to put effort inamsistent professional media relations in order
to become a serious voice of the civil society gaith social power to further influence the media
agenda and public opinion in Estonia. There arepgrmary aspects for NPOs to consider if they
are to establish or improve relations with meditdaia basic knowledge on the operating
principles and news value criteria of Estonian ragdnd put an effort into composing the right
message for the right stakeholder group and useditect channel of communication to transmit

the message.
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Abbreviations

PR — Public Relations

NGO — Non-government organization

NPO — Non-profit organization

GDP — Gross Domestic Product

NENO — Network of Estonian Nonprofit Organizations
ITI — Income tax incentives

CRIS — Center of Registers and Information Systems
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APPENDIX 1 Questionnaire to non-profit organizations of Estonia

Dear respondent,

The following questionnaire has been compiled oheoto conduct a research on the necessity
and practices of media relations in non-profit migations. Your answers are anonymous. If
necessary, only the sphere of activity will be nerd in the research paper.

The research is conducted by Iris Meigas, a studfehallinn University, Baltic Film and Media
School. Survey results will be used in the bachislesis.

Thank you for your participation in the present survey!

*k%

1. How have you defined the goal of activities ohe mission of your organization?

2. Have you compiled a development plan and/or opating strategy in your organization?
A) Yes. We proceed from the plan / strategy inaxtivities.
B) No. Our daily activities do not require the @&isce of a development plan / operating
strategy.

3. Have you researched the public image (or the waite society thinks about you) of your
organization and/or your sphere of activity?
A) Yes, we have conducted our own or outsourcedbdigopinion or image research of our
organization and/or our sphere of activity.
B) We have investigated the topic from other sosimehave heard about the topic in a
conference, training or seminatr.
C) No. We are interested, but lack resources fegarch.
D) No. Public opinion does not directly influencar @ctivities.

4. |s there a single person in your organization wdis responsible for media relations?
A) Yes
B) No, the responsibilities are divided among savemployees.
C) No, we don’t see a need for interaction with raed
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If your answer to the previous question was A ahBpn please proceed to question number 5.2
to continue.

If your answer to the previous question was C, filease answer the next question number 5.1
and then proceed to questions number 16-20.

5.1. We don't see a need for interaction with mediaecause:
A) The operations of our organization are targetiea specific group of people, and our

interaction with the target group takes place Waraate channels (e.g. e-mail, phone, regular
newsletters, website, etc.)

B) Our organization is too small for media and plélic to be interested and/or we have
nothing important to announce via media.

C) The sphere of activity of our organization doesinterest media.

D) We have had negative past experiences with mRlease specify below, question
number 15)
F) Otherreason:

Please proceed to question no 16.

5.2 Who is responsible for media relations in youorganization? (multiple answers possible)
A) Manager
B) Communication Manager
C) Project Manager
D) Assistant
E) Other employee:
F) We outsource the service (e.g. PR or media agenc

6. Is there a communication strategy or manual in gur organization?
A) Yes, a written document.
B) Yes, there is a general practice shaped ove loat it is not documented.
C) Yes, butitis outdated or not in use.
D) No, communication-related activities are a péthe management or marketing strategy.

E) No
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7. Who are the primary target groups your organizaton interacts with via media?

8. Has contact with media been initiated by you (t organization) or by the media?

A) On our initiative.
B) On media’s initiative.
C) Both

9. Please describe the topic and context in whichraedia representative has approached
you?

10. Is there one ore several journalists who you araccustomed to interact with?

11

A) Yes
B) No

. How often do you have something to report to thpublic via media?

On average:

12.

13.

A) Once a week
B) Once a month
C) Once a quarter
D) Once a year

Which mass communication channels have you use@nultiple answers possible)
A) Television

B) Radio

C) Print media

D) Internet

Which methods have you used to interact with naa? (multiple answers possible)
A) Press release

B) Phone call

C) Meeting with a journalist (e.g. interview)

D) Meeting at an event or function

E) Dispatch of information materials

D) Other(please specily
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14. Media coverage of our organization has so farden:

A) Mostly positive
B) Neutral
C) Mostly negative

15. What have you experienced and learned about miadn your interactions with it? What
conclusions have you made?

16. Number of employees in your organization:

17. Number of volunteergif any):

18. Number of members (in non-profit associations):
19. Year of establishment:

20. Field of activity:

Education / training

Culture / Art

Child protection and welfare

Nature / Environment

Artistic association, trade union
Youth or student organization
Administration and distribution of financial resoas
Social sphere

Sports

Health / Medicine

Support and administration services
Religious organization

Legal sphere / Politics

Other:

THANK YOU FOR FINDING THE TIME TO FILL OUT THE QUES TIONNAIRE!
YOU HAVE MADE A BIG CONTRIBUTION TOWARDS FINALIZING MY
BACHELOR THESIS!
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APPENDIX 2 Respondents’ observations and experiensen media relations
activities

(Translation from Estonian)

Respondents’ answers to open-ended survey quéstibn

What have you experienced and learned about media your interactions with it?
What conclusions have you made?

Organization 1
“Media generally has very strict and rigid ster@aty about NGOs, which do not enable an
intense, concise or professional coverage.”

Organization 2

“We must definitely interact more with Russian-dgrg media. In addition, it is beneficial to
have a “private” journalist. You have to certaibly consistent while interacting with media and
not give up after initial negative feedback.”

Organization 3

“Media good, media necessary, without media tharething. You don’t exist if you’re not
figuring on the horizon. You have to interact ogegluardedly but consistently with media. The
more sufficient information you give the less kel interviewer will have space for
imagination. Offer colors, offer freshness, offem&thing new, and it might happen that you
become newsworthy. It might happen...”

Organization 4
“Our domain is rather crowded. Media has difficedtiwith separating the wheat from the chaff.
Our subject field is too dull as there’s no blosdgeat or tears, let alone sex, money or

criminals.”

Organization 6
“It is not what is said but who says it that getsdm’s attention.”

Organization 7
“Interaction with media is very important for themprofit sector.”

Organization 8
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“County newspapers prefer to publish peaceful,ybyfice stories.
Media covers stories that sell.”

Organization 9
“It is difficult to become newsworthy in our domaihis vital to have a “personal” journalist and
to keep him posted on our activities as well asrdfim topics for articles.”

Organization 10
“It is important to interact with a reason, usipegsific media rules, and communicating a precise
message. Any noise has to be avoided.”

Organization 11

“Turning to media always pays off. It is importanbwever, to keep the conveyed information
reliable and unequivocal. The amount of additiengdlanations and materials has to be
sufficient. It is essential to keep up constargrattion and contact.”

Organization 12
“Message has to be thought through, well-prepanedteresting. Preceding personal contact is
essential.”

Organization 13
“Regrettably newspapeEesti PaevalehandPostimeesre not interested in the current situation
and problems of pensioners, which is strange.”

Organization 14

“We have learned that being too outspoken doesnérd/ good, that the right words need to be
carefully selected, and that we have to alwayskbger every article before print. This depends
on publication, however. When we had an articlmenthly magazin&esti Naineghen we
weren't that keen on seeing it beforehand but vdaély SL Ohtulehtaisked for our comment then
we demanded to see it. Incorrect facts and shaélesdisturb the most. It often seems that the
publication just needs to fill a space and thetogeyss rapidly “created”.

Ideally media should be our assistant and a gogubaemer but in reality it doesn’t work that
way. Interaction with media is necessary but aistimae time there’s always an underlying hope
that they are not looking for bombshell for the eopage but actually write/talk/show about the
real situation.”

Organization 15
“Becoming newsworthy is not easy.”
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Organization 16

“We tried to report our activities to the countywspaper in the past but what remained of the
stories were just headlines, so we gave up.

What comes to the local government newspapersthi@snpublish stories that are profitable for
them and chosen people, so the circle closes -awé get through with our information.

A rule of thumb — if you are not a personage atitisal government then you don’t really have
access to certain information nor to publishingapmities.”

Organization 17

“Quality press release helps to draw media’s atiartietter, and direct interaction with
journalists also helps becoming newsworthy. Itfisimpossible to monitor how journalists
process or edit the information they have beenrgiVéat may in turn lead to a situation where
insignificant material gets published.

The attitude towards youth organizations is usualprable. Media’s main interest is, however,
directed to anything extraordinary, and confliactgmblems. A simple good deed doesn't always
get media’s attention even when hundreds of peugée been involved or it's backed by years
of work.”

Organization 18
“That media communication is of significant imparte in our work.”

Organization 19
“Need to interact more.”

Organization 20

“It may happen that an opinion is publicly presentea slightly different context, i.e. the idea
gets distorted. Usually journalists ask for a quaackwer over the phone but we have started to
prefer written answers via e-mail so that the apirwould ultimately be unequivocal.”

Organization 21
“When journalists consider you a significant opmieader then making news is not a big
problem.”

Organization 27
“If you don’t say a word then no one will noticeud

Organization 29

“You have to be open but careful with words. If gibge check the material over before print to
correct mistakes.”
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Organization 31

“Journalists are very shallow. They have no timevidirto delve into the specifics of the event.
Tabloids lose their interest fast if they can’fiout “who’s sleeping with whom”. For some
reason it's very difficult to get to tHeTV's sports newscast (even with the results of thimnal
championship).”

Organization 32
“For now we have only had positive experiences. filglished subjects expressed in an oral or
written form have always been flawless.”

Organization 34

“We have learned that it is better to give an witaw via email, in a written form. Then every
sentence can be thought over, and it is hardex joarnalist to distort words or take them out of
context that regrettably often happens with intamg over the phone. Additionally, the article
needs to be checked over before print to correstakes.”

Organization 35
“When an article to be printed is based on an wmer then it definitely needs to be read over
before print. Wording of the headline is important.

Organization 36

“Media is important for building our organizatiorrgputation, and for educating the public
regarding disabled people. Conclusion: be constamtithe horizon and report not only about
negative cases but also positive developmentsrdlaéany news is good news” applies to non-
profits as well.”

Organization 37

“Having contacts counts! Strangers are not invitethe circle. There is a way to begin
communicating with media but it takes a lot of timad may not generate any outcome.
TV is the most problematic of all as you need talmose “buddy” to get in.”

Organization 38

“Lessons: personal contacts matter. There’s noes@nsying to convince anyone who already
has a disapproving mindset. Just find another @ligtnas they often think they know the best.

Journalists typically wish to expose themselvescivimnakes the subject matter a mere tool for
achieving that. (There are very good journalistwtm wish to delve into the subject before
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communicating to the public). The key is to find alnat makes media tick at that time.
Presentation of survey results is a proven medgneia’

Organization 40
“Sense of caution is always sensible while intenactvith media. Every word has to be carefully
thought through.”

Organization 42
“Be active and offer information in a media-attiag way.”

Organization 43
“EVERYTHING has to be personally checked over. Nayige oral answers.”

Organization 44

“Media has extensive power but too little time ¢search subjects. Therefore, we have to make
extra efforts to avoid factual errors in articlEer this reason, if appropriate, we prefer to
communicate via email with journalists. In geneoaly experiences with media have been
encouraging — the key is to be active and offeicopourself!

Organization 45
“Our activities are usually not of interest for nneed

Organization 46

“Every article has to be read beforehand to spexrjumstances. There’s always a chance that
the journalist has not understood correctly, or enfadtual errors etc.

One the other hand — journalism is a good and &fetool to deliver your message to the
general public, sometimes even to the target grohprefore the message has to be carefully
thought through.”

Organization 47
“Information is generally subjectively interpretbg media.”

Organization 48

“For us media is an instrument for presenting oassage at the chosen moment. Media works
one day at a time and always has its own aimdidna very little in common with our
organization. Therefore, it may be a tool and samext an opponent but hardly ever an ally. Our
subject field contemporary history is like a chiddil disease — everyone thinks they know the
best. It may seem like it concerns and fascinatesyene but in fact it's rather a specific issue.
We have encountered very few journalists who hheenteeded expertise, broad-mindedness, and
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generalization skills for covering our subject. yla@e usually quickly promoted or they leave for
other fields of activity. As a result personal @mt$ with journalists have been frightening
regardless of the pervading positive media covergspite all the efforts journalist usually find
newsworthiness from statements that actually simutéive been said. At first it even created
problems. This tendency also applies to journafists the USA, Finland, Germany and other
countries.”

Organization 49

“Every word has to be carefully selected, messageise, clearly presented and well-reasoned.
Journalists may use all the information given ®snthduring an interview. Therefore, ambivalent
thoughts shouldn’t be expressed even if it seekesttie interview has ended.”

Organization 50
“What matters is sincerity and straightforwardnésaews story has to be extraordinary to get
any attention at all. Press values negative neaviest”

Organization 51

“To prevent the information from changing to itogite a sense of caution is sensible while
interacting with media. It's better to send neutngssages, announcements or articles written by
ourselves than leave everything to a journaliserélare positive examples too, of course.”

Organization 52

“All too often there are (incompetent) journalistho are not familiar with the topic, and
therefore write deficient stories. Luckily thisnist a rule of thumb — there are competent people
as well who wish to cover the subject accurately.”

Organization 53

“Good news doesn't sell if a bigger negative netesysor event has conquered media at the
same time. For instance, after ‘the Bronze Nighgtdilm showed no interest towards presenting of
the country’s biggest scholarship. A well knowngmer associated with an event ensures better
media coverage.”

Organization 54
“Be active and inform local publications of youapk and results.”

Organization 55
“Main conclusion: folk culture is not appealing fmedia.”

Organization 56
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“Little groups occupied with traditional, profourdltural activities do not get that much
attention.”

Organization 57

“Proficiency in interaction with media comes thrbugaining, and the skills have to be put into
practice. Improving media competency of pupils seathers is of great importance in [our]
school.”

Organization 58
“When there’s enough money and space, everythitides/ipublished.”

Organization 62

“Our society’'s members have been in contact witkdimenainly due to frequent publishing of
articles covering pharmacy education and researpihafessional magaziné€esti Rohuteadlane
andApteeker Contacts with mainstream media are rare. Expesgewith professional media
have been positive.”

Organization 64
“It is important to have content-rich news, ankbow the right reporters who cover the topic.”

Organization 65
“We have to be moderate while interacting with naédi

Organization 68
“Articles should always be read over before prmorder to guarantee your own contentment as
well as avoid later conflicts. Journalists may @icaally be very creative.”

Organization 69
“Becoming newsworthy is difficult, almost impos®bReaching consistency requires
resources.”

Organization 70
“Show initiative and come forth; information neddse written/presented in an attractive way.”

Organization 71

“Have faith but check the facts over (as the thitingd might be self-explanatory to you may not
be so for the journalist).

Journalists are generally positive and kind-hedtted
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Organization 72
“Mainly that our work doesn’t really interest thexs we are rather developing the environment
than solving specific and sexy problems or cleadngconsequences.”

Organization 73
“Message needs to be simple with clearly statedipuriierest.”
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