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Our goal in this paper is to offer theoretical and empirical background to frame debate 
on fake news, their impact on companies and society and the work of professional 
communicators. Recent experiences of political elections (the election of the 45th 
president of the United States and Brexit in the United Kingdom) being influenced, 
attacks on corporations, and the interference of organised data management and 
communication strategies (e.g., by Cambridge Analytica) have fuelled the concern that 
fake news might be subversive and pootentially dangerous.  

We begin by discussing definition of fake news. We conceptualize fake news as distorted 
signals uncorrelated with the truth. Fake news appropriates the look and feel of real 
news: from how websites look, to how articles are written, etc, and by trying to appear 
like traditionally trusted content, it takes on some form of credibility. 

A review of relevant literature used the term fake news reveals six types of definition: 
(1) news satire, (2) news parody, (3) fabricated and distorted information, (4) (photo) 
manipulation, (5) advertising and public relations, and (6) propaganda (Tandoc, Ling and 
Lim, 2017; Wardle, 2017).  

Fake news is nothing new: people have been spreading it and complaining about it for 
centuries; people have been telling lies and spreading rumors since the beginning of 
recorded history — probably for as long as they’ve known how to talk to one another 
(Aral, 2018). But things are quite different today.  

The growth of online news prompted a set of concerns; most recently, the focus of 
concern has shifted to social media. Content on social media platforms can be relayed 
among users with no significant “third party” filtering, fact-checking, or editorial 
judgment. An individual user with no track record or reputation can in some cases reach 
as many readers as conventional media. Social media, which increases the speed and 
breadth with which information spreads, became extraordinarily powerful in a very short 
time, and have a dramatically different structure than previous media technologies. 
Twitter, founded in 2006, has more than 300 million active users worldwide, and 
Facebook, founded in 2004, has more than 2 billion. Those platforms have become the 
primary source of news for many people. But because they have, to date, made a 
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conscious choice not to vet the quality of the content they distribute, virtually no 
safeguards exist when it comes to truth and falsity online. The spread of falsity online 
is a serious concern for the democratic process. It’s true that social media now offer 
these falsehoods very rapid channels through which to spread, but it’s also easier to 
access information that can enable us to check it out (if we feel inclined), or to send and 
receive corrective messages. 

We are interested in how many companies and professional communicators are affected 
by fake news, whether companies and professional communicators are ready to deal 
with fake news and have already established routines and procedures for detecting, 
preventing and, above all, fighting fake-news? And on the other hand, we are interested 
how many professional communicators are possibly also the source of fake news? 

We will use secondary data of research already conducted, whose data are publicly 
available. We decided on this approach because of easy access and low cost of access 
to primary sources. Secondary data will be used to test our hypotheses. In this way, we 
will first examine the previously collected data, get acquainted with the extent of the 
problem and the content, and define exactly what else may need to be explored with a 
possible primary survey that would be done with an online survey on the sample of 
members of the Public Relations Society of Slovenia. 

We review and analyze existing research among professional communicators about 
dealing with fake-news. The European Communication Monitor, the largest European 
survey among professional communicators (3,096 communication professionals 
working in companies, non-profits, governmental organisations and agencies from 48 
European countries), notes only a small number of practitioners (12.3%) dealing with 
fake news as a major issue for communication management. As such there appears to 
be noticeable gap between the perceived intensity of debate about fake news and the 
perceived influence on the public sphere across Europe. The countries with the 
strongest impact of fake news are the Czech Republic, Romania, Serbia and Russia 
(Zerfass, Tench, Verhoeven, Verčič, & Moreno, 2018, 16-18).  

Among the respondents of the European Communication Monitor, every second 
communication expert reports that misleading news in mass or social media influences 
the public sphere in his or her country. However, only a quarter feel that dealing with 
fake news is relevant for the daily work of their communication department or agency. 
This is striking as 22.5% of European organisations and their reputation have been 
affected by fake news within the last months. Russia, Serbia, Slovenia and Poland report 
the strongest impact. The main sources of misleading content are social media (81.3%), 
but mass media (59.6%) also plays a huge role. Despite these challenges, only 12% of 
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the affected organisations have already established advanced routines to identify 
(potential) fake news (Zerfass, Tench, Verhoeven, Verčič, & Moreno, 2018). 

Such discourses can create a potential influence on audiences and their trust in 
mainstream media and understanding of what fake news is. At the same time, they can 
encourage professional communicators and their companies to find more inclusive 
ways for discovering fake news on social media and placing effective response 
strategies on fake news. 

: fake news, professional communication, public relations, social media, 
ECM 
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Shame represents a phenomenon difficult to identify. It is an emotional reaction or a 
state, which, as an expression of distinct discomfort, appears in a variety of social 
contexts. Today, the rather strong tradition of scientific concern with this phenomenon 
faces a wide range of aspects of the manifestation of shame (viewed one way or 
another) in a particular historical period (in regard to the increase or decrease of the 
phenomenon), social class, or in a certain domain of social interaction (primarily a 
sexual one, and thus often considered as gender-specific). It is further confronted with 
the demarcation of the private and the public sphere, with the phenomenon’s role as a 
means of social control in the modern stratified post-industrial society, and with the 
presently particularly topical role of mass media in transporting and generating shame 
in public.  

Electronic media with their specifically unlimited nature, unmanageable control, 
universal accessibility, accurate and permanent data preservation and regeneration, 
enable unprecedented possibilities to create and maintain the many types of shame. 
Thus, for example, cyber mobbing (online [psychological] harassment) as one of the 
most extreme forms of hostile creation of shame causes social degradation of an 
individual (or a particular group), loss of face, perhaps even "social death", severe stress 
and psychological disruption, which can lead to suicide. 

In the public discourse, there is a concern of cultural criticism that the modern Western 
industrial society could collapse, as exceeding the boundaries set for shame and taboos 
poses a direct threat to society’s civilizational, humanistic and democratic 
achievements. Scientific examination of moral standards, standards of behaviour and 
shame, observes an increase in violence, sexual permissiveness, cruelty in behaviour, 
and fading of common virtues and values, such as, for example, solidarity. Here, great 
importance is attributed to mass media and advertising, as they illustrate in an 
exemplary way how discourses and themes are produced through public influence on 
broad masses. In the context of post-modern arbitrariness, pluralism, self-realisation, 
and egoism became rampant, yet pointing out the factual break with taboos that could 
actually threaten the existence of civilization as a consequence of the new-age cultural 
industry, which enabled the spread of brutality and the lack of substance in the media, 
seems unfounded. 

Influences conveyed by the media are manifest or latent, conscious or unconscious, 
planned or incidental. They serve economic, political, ideological purposes, and by 
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internetisation and the increasing availability of modern electronic technology to the 
masses, they also serve as a channel for releasing frustration and aggression, which in 
the form of brutal cyber bullying (web intimidation) or subtle cyber mobbing through 
Twitter, YouTube, Facebook, and similar web tools placing offensive, humiliating, 
obscene, hostile, or threatening messages penetrate our private sphere and generate 
shame. 

By advertising numerous fashion industry products, the advertising industry, the film 
production in a broader sense, mass media in general, and electronic media in particular, 
among others, mediate both examples of material consumption for self-evaluation and 
aesthetic patterns of physical beauty that are unobtainable, so to speak. They 
undoubtedly encourage negative perception and evaluation of one's own image 
(physical, intellectual, economic, status, etc.) and thus affect self-shame, which does 
not only take place in the personal sphere and physical social interaction, but also in the 
online social interaction, which, even though virtual, nowadays is all the more real.  

"Likes" are measuring the quality of self-promotion—Internet-designed biography in 
Beck's sense—which, in the light of technical possibilities of faking facts and by 
accepting the relativity of truth and morality in a large part of today's social discourse 
in the form of Facebook communication, as Simanowski finds, destroys our authentic 
experience of reality, so to say, and even undermines the future of narrative tradition. 

Dealing with the issue of this unwanted, personal as well as social psycho-physically 
manifest state of affairs seems necessary in the light of social inequalities and 
mechanisms of silent, perfidious social control carried out through the leverage of 
various forms of shaming and, consequently, shame in a globalised consumer society of 
illusory democratic freedom. It is essential to recognise these mechanisms of self-
restriction and self-punishment in order to give meaning to the situation of the modern-
day human who, in a society of well-being, faces exponentiated social stratification, 
accelerated technology and robotisation, and global media manipulation.  

Recognition and awareness of these psychic mechanisms (genetically dispositional and 
socially updated) are indispensable for the self-awareness and the assessment of one's 
own position in society, and above all for the sensitisation for contemporary social 
problems and, therefore, for potential political activism, which in many places, precisely 
because of the socially generated humiliating feeling of helplessness, inability, 
incompetence, or lack of qualification almost faded away. The path to a more 
democratic, more active, consciously autonomous, and equitable society can only be 
guided by the mechanisms of learning about these phenomena. 

 shame, social control, mass media, social networks 
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Social media tools are crucial for sustainability of the project’s results therefore they are 
playing an important role in the project work. Usually social media tools are used for 
communication to and with stakeholders and for supporting dissemination. The purpose 
of the proposed paper is to analyze the use of social media tools in European projects. 
After the literature review, the authors present the empirical part of the study that was 
developed by obtaining primary data. The proposed paper answers to the following 
research questions: 

Research Question 1: Due to the rapid development and change of social media tools, 
what are current social media tools used for EU projects?  

Research Question 2: What features of social media tools would be beneficial for EU 
project work and the communication of its results? 

 social media, differences in social media usage, project communication, 
dissemination, European project management 

Since social media tools like Facebook, Twitter and other social networks are part of our 
daily private lives (Stocker and Muller, 2013), but also their implementation as a 
business support tool has spread with amazing rapidity (Koch and Richter, 2009). 
Several studies show the development and the role of social media in professional lives. 
According to Bryan et al. (2007) social media is helpful for creating networks and good 
relationships with project partners. Delerue and Sicotte (2017) found social media as 
tools for collaboration for increasing coordination and enabling access to information 
at any time. But on the other hand, social media can also limit individual autonomy of 
team members. However, in further research, they conclude that social media does not 
wield a direct effect on project performance (Delerue and Sicotte, 2017, 104). Kietzmann 
et al. (2011) presented a number of recommendations for firms to develop strategies for 
monitoring, understanding, and responding to different social media activities. In their 
article Treem & Leonardi (2013) presented several ways through which four social media 
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affordances (visibility, persistence, editability, and association) may alter socialization, 
knowledge sharing, and power processes in organizations.  

The research study was conducted in the beginning of 2017 by means of a survey. The 
sample consists of 137 answers from all over Europe (Austria, Belgium, Bosnia and 
Herzegovina, Bulgaria, Croatia, Check Republic, Estonia, Finland, France, Germany, 
Hungary, Iceland, Ireland, Italy, Latvia, Lithuania, Macedonia, Montenegro, Netherlands, 
Poland, Portugal, Serbia, Slovakia, Slovenia, Spain, Switzerland, Turkey, UK, and also 
outside Europe e.g. Malaysia and USA). For collecting answers, the snow-ball technique 
was used. For the sample we chose employed people that are actively involved and are 
participating in EU projects.  

The questionnaire for the study consisted of 27 questions. For the analysis of the 
results, the SPSS program was used. For presenting general perceptions about the 
usage of social media descriptive statistic was used. Next, inferential statistics were 
used to explore statistically significant differences in the results of the sub-samples. To 
assess significant differences in the mean ranks a nonparametric Mann-Whitney U 
independent samples test was used. To assess for significant differences on a 
continuous dependent variable by a categorical independent variable with more groups, 
a nonparametric Kruskal-Wallis test was used. 

The results showed that 30 % of respondents use social media to find relevant 
information for their work. Approximately half of the respondents find information on 
social media reliable, and half of them believe that the security of social media is 
adequate. The companies where respondents are employed often use a combination of 
social media to present their product portfolio and to communicate with stakeholders 
and customers. The most frequent use of current digital media and social media tools 
for EU projects are Facebook, Newsletter, Publications and LinkedIn.  

When analyzing the statistical significance of the differences between genders no 
differences between males and females were found. On the other hand, there were some 
significant differences regarding the sector where our respondents are employed.  

The results between professionals employed in different sectors might be questionable 
due to the fact that each of the sectors includes 'subsectors' with distinct 
characteristics/experiences (e.g. financial, marketing, health, etc.). Therefore, 
generalizations from the sample regarding whole sectors should be made with caution. 
In this respect the results of this study could serve as a valuable insight into the potential 
differences between different sectors, while additional research would be required to 
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establish more solid and reliable conclusions regarding actual differences in 
perceptions towards usage of social media within different sectors.  

Another limitation of the study could be the focus only on EU projects. We focused on 
the specific EU project sample as the majority of our sample represents European 
countries, where EU projects are the main public funds for financing development 
projects.  

Practical implication can be seen from the results of the study that can stimulate the 
use of social media in project management work. 

There are many researchs about social media tools, but none in the field of European 
projects that would have similar goals that the proposed paper has.  
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This paper aims to find an answer to questions regarding the metrics of successful 
digital content. Within the framework of the paper, successful content is accepted as 
“the content which receives interaction.” Despite several types of distribution channels 
exist, quality metrics of the content shared on Twitter will be explored in terms of this 
study. Because, according to reports published by Content Marketing Institute (2015, 
2016, 2017), Twitter is one of the most used social media platforms within B2C content 
marketing efforts. Considering the facts that, this paper aims to find answer to following 
research questions: 

1. What is the most effective component of a successful Twitter content? 
2. Does any relationship exist between format of the visual shared and success of a 

Tweet? 
3. Does number of hashtags used have an influence on the success of a content shared 

on Twitter? 
4. Does character count affect the success of a content shared on Twitter? 
5. Does daily frequency of content shared on Twitter affect the success? 

 content marketing, digital content, social media analysis, twitter content 
analysis 

Digital transformation has been generating a huge influence in every aspect of daily life 
from consumption habits to methods of acquiring information on a specific product. 
Consequently, changing life and market conditions forced theory and practice of 
marketing to be transformed digitally. Therefore, new challenges -such as assessing 
effectiveness of digital marketing (Leeflang et al., 2014) or extracting value out of big 
data (Kannan and Li, 2017) - have appeared; successful marketing process have begun 
to require consumer interactions such as likes, retweets and comments (Wall and 
Spinuzzi, 2018); techniques which use soft sell language and pull strategies such as 
content marketing have emerged (Kuş, 2016). As result, strategic usage of digital 
content and content marketing have become a conspicuous issue and gained 
importance both in academia and practice of digital marketing. 

                                                                    
*  Research Assistant, MA, PhD Candidate, Istanbul University, Faculty of Communication, Kaptan-ı Derya 

İbrahim Paşa Sk., 34116 Beyazıt-İstanbul, Turkey, oguz.kus@istanbul.edu.tr 



TURN  INNOVATIVE  IDEAS  INTO  REALITY 

 REVIEWED EXTENDED ABSTRACTS OF THE 8TH INTERNATIONAL SCIENTIFIC CONFERENCE 

Regarding the content marketing, it is possible to encounter with reports and studies 
which investigate organizational issues related to content marketing, efficiency of 
distribution channels or role of the culture on content marketing. However, studies 
which is conducted in order to investigate the parameters of efficient and viral content 
with a data-oriented perspective does not exist. In order to develop a full perspective on 
the core component of content marketing, it is vital to reveal dimensions of successful 
content. 

Since travel industry has been heavily using digital content in marketing activities. 
Universe of the study was identified as airline companies that distribute content on 
Twitter. Therefore, global Twitter account of Turkish Airlines has been chosen as 
sample. Because, Turkish Airlines is one of the companies in this industry that uses 
digital marketing and content successfully. 

Data collection step has been realized after sample is identified. Within this process, 
tweets have been sent by @turkishairlines from 29.10.2013 to 22.03.2018 were 
collected by the means of Mozdeh Big Data Text Analysis Tool. As result of data 
collection step, 2871 tweets have been acquired. In order to answer research questions, 
an innovative approach which merges text mining and descriptive statistics was 
adapted. Within data analysis process: 

• A decision tree algorithm was designed in order to find an answer for the RQ1. 
• After categorization of the visuals, total retweet count will be calculated for both 

categories (video/photo) for answering RQ2. 
• Relationship tests and scatter graphs will compose the spine of analysis process 

in order to answer RQ3, RQ4, RQ5. 

Under the light of data-based findings, parameters of a successful content which is 
shared on Twitter will be explored and possible new horizons in order to increase the 
efficiency of digital content and digital content strategy will be discussed. 
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This paper generally discusses the relationship of civil society organizations (CSOs) and 
public relations strategies in the achievement of the communication objectives of 
organizations. While public interest is of primary importance to CSOs, strategies they 
use to bring the issues to the fore of the public are of particular importance. In this 
regard, media are unavoidable partners, and especially new, online, media. The present 
research is also undertaken to analyze media communication practices of CSOs in 
Macedonia as a mechanism to legitimize their actions and maintain visibility, credibility, 
accountability and progress.  

The purpose of this paper is to actually examine the nature and practice of public 
relations, by primarily focusing to media relations of CSOs, with particular reference to 
how media can be used in promoting the image of the CSOs, to identify issues and 
challenges encountered in the use of media relations and recommend ways of improving 
public relations practice within the civil society sector. Therefore, the main research 
problem is defined as: How do CSO’s public and media relations affect their reputation 
and image among the public?  

 CSOs, public relations, media 

CSOs cannot accomplish their missions and strategic priorities without citizens taking 
action in their work, whose ideas connect to the ones of the society in which they live. 
Leaper (1980) brought about importance of communication for NGOs in their work. In 
this regard, it is important to explore ways in which civil society and citizens can get 
connected through the communication practices of CSOs. Onaji (2001) claims that 
public relations are concerned with how and what others think about you as a person or 
an organization, while Grunig and Hunt (1984) see public relations practice as deliberate, 
planned and sustained effort to establish and maintain mutual understanding between 
an organization and its publics. 
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It is very important for CSOs to directly communicate with their target audiences, while 
by using Internet citizens can approach CSOs in a straightforward way. Surman and 
Reilly (2003) highlight that online public relations potentially promote inclusion and 
equity, and have great potential for collaboration and mobilization of publics (2003). 

This article will try to explain the relationship of civil society organizations and the use 
of communication strategies that involve traditional and new media. This will be done 
on the basis of experiences and attitudes shared through in-depth interviews with six 
senior experts in the field of CSOs and communication development, as leaders of 
credible CSOs in Macedonia that work on advocacy actions aimed at improving the 
relations between CSOs and media.  

Analysis of secondary data will be also used and a survey will be conducted as a 
quantitative research method to answer the research problem: how do CSO's public and 
media relations strategies affect their reputation? 

One of the main conclusions is that organizations can positively influence their 
relationships with publics by showing commitment and a consistent dialogue with their 
audiences. One of the main challenges identified is that CSOs see a problem in media's 
misunderstanding of the role of civil society. However, the use of different 
communication techniques might be a way to avoid these issues. CSOs use their 
information functions and tactics to achieve various strategic purposes, like awareness 
raising, encouraging public solidarity, etc. 

The study is limited to the portrayal of the reality by reflecting on the practices of 
selected number of CSOs. While it is understandable that the number of CSOs is wide, 
analysis of the wide scope and the efficiency of public relations strategies different 
CSOs use might be in the focus of future research.  

It is expected that the analysis will provide the civil society sector in Macedonia with a 
useful insight about the importance of media relations strategies in shaping the 
credibility and reputation of the CSOs. It is also expected to help media get a better 
understanding of the needs of CSOs in enhancing of their work and creating mutual 
trust.  

This article shows the various factors shaping CSO’s publicity work. There is no research 
work on this topic in the country or it is of limited scope. Therefore, this study is aimed 
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at offering both a snapshot of CSO’s publicity strategies at a moment in time and a 
guidepost for scholars studying this topic in the future. 
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The aim of this research project is to contribute to insights into both the content of mass 
media concerning protests and protest movements as well as the views of major 
stakeholders about the communication processes and their implications for the notion 
of accountability in the country (in particular government accountability), while re-
examining the patterns of mainstream media towards political elites, or the limited 
political potential of alternative platforms in the region. The paper examines the 
communication practices during protests and social initiatives (in 2014 and 2015) in 
order to understand how activists are promoting their movement and its goals, how 
successful are they in mobilizing the public to join their cause and what tools do they 
use for this purpose. Furthermore, it examines how government officials responded to 
calls for accountability and how they engaged in talks with those movements. The paper 
investigates the communication practices of the activists with government officials and 
institutions during the student protests in 2014, the case of an imprisonment of a 
journalist in 2013, and the protests against the reshaping of the exterior of the Skopje 
City Centre Mall (GTC) that began in 2013. The paper aims to provide an improved 
understanding of communication dynamics during protests and will enable 
recommendations for improvements of communication practices of activists with 
government officials, media and citizens during times of unrest and social protests. 

 social movements, social media, protests, public accountability and 
transparency 

This research design was developed based on interdisciplinary insights and includes 
references to social movement theories and political science on the one hand, and 
communication studies on the other. This paper takes as its starting point the 
recognition of the relevance of media and communication for protests and social 
movements in terms of their role in the symbolic and discursive realm in which protests 
emerge, but also as part of the structural dimensions, including the sociopolitical 
context, that determine the course and the outcomes of civic movements. The role of 
ICTs in organising, mobilising, recruiting, and coordinating actions and in disseminating 
alternative frames independent from mainstream media is what Cammaerts calls 
networked opportunity structure. Concerning massive protests such as the Arab Spring 
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or protests in Turkey and Brazil, a body of research has been focusing on the role of the 
technological environment in a social movement’s ability to mobilise, recruit, and 
coordinate actions, and to communicate views about the government (and the social 
movement itself) independently from the mainstream media and official sources (see 
for example Bennett et al., 2008). With regard to the role of mainstream media, the 
literature suggests that the success of social movements depends on whether and in 
which manner mainstream media legitimise and verify their demands and broaden their 
scope and whether and to what extent media content is mobilising political support. A 
large body of research points to the negative bias of mainstream media against protests, 
including a focus on spectacular events and acts of violence and favouritism towards 
political and economic elites, with some authors considering media the ideological 
apparatus of the state and capitalist interests (Althusser, 1970; McCurdy, 2010). Other 
sources contest such a notion of media as adversaries of social movements by pointing 
to the opposite practices, i.e., the favourable treatment of social movements by 
mainstream media.  

The dominant focus of mainstream media on violence and protests involving 
spectacular features such as a large number of participants is often explained by the 
criteria of newsworthiness that mainstream media regularly adhere to. This is why social 
movements and protest coalitions across the globe are now regularly adopting new 
forms of resistance using social media as their primary tool. Thus, these movements are 
overcoming the traditional constraints in media to achieve a major impact in the public. 
With the use of online tools (social media), the production of protest “artefacts” has 
become easier, allowing protesters to easily create and share ideas concerning the 
protests. While most of the available sources point to the democratic potentials of online 
platforms, some stress that passive engagement, critiqued as ‘clicktivism’ or 
‘slacktivism’ (Morozov 2009) does of course not always lead to active engagement, 
although it may facilitate it. There are different definitions of protest in literature, but 
the paper defines protests as collective actions aimed at achieving certain goals by 
trying to influence decisions of a target group (Opp 2009, p. 44). Moreover, the research 
is focused on political protests, a specific type of collective actions – mass 
demonstrations – and a specific target – the government and political actors. 

To enable insights into communication practices during the protest movements, we 
employ a qualitative research design, involving:  

Secondary research on theoretical concepts and trends in communication practices 
during citizen initiatives (relevant books, reports, etc.), as well as country-specific 
secondary research on both the media environment and on the newer history of protest 
movements in the country in question (relevant reports, analyses, media sources on 
social movements/protests: motives, initiators, results; sources on audience reach of 
media – especially media whose content was analyzed, etc.).  
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Frame analysis of media content. The aim of content analysis was to provide insights 
into how the protests and accountability were framed in media reports on the protests.  

In-depth interviews were meant to provide insight into how communication during 
protests is perceived and how constraints and opportunities are identified by different 
stakeholders (activists, government, and journalists). 

The limitations of this research did not allow for analysis of content across different 
media platforms, and the analysis was confined to selected TV and online media outlets 
(given that TV media outlets are still a major source of information for the citizens, while 
online news sources are playing an increasing role); political affiliations of online media 
outlets compared to social media have not been systematically analyzed, but referred 
to through interviews with stakeholders. 
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The purpose of this paper is to present the overall contribution of the communication 
for the value creation in organizations. Even though the question about the influence of 
the communication on the value creation has not been answered yet, this research will 
attempt to measure the communication contribution through Return of Investment (RoI) 
and Communication Value Circle.  

: communication, value creation, business value, return of investment, 
communication value circle  

The corporate success doesn’t solely depend on the relations with the shareholders but 
also on sustainable relationships with employees, politicians, regulators, customers, 
mass media, social media influencers, and many other stakeholders. Strong 
relationships with all stakeholders are created and build with the help of a good 
communication. 

Being influenced by the development of the communication technology and the growth 
of the value of the information, companies invest significant effort, time and money in 
creating and implementing communication strategies. The corporate communication is 
an integral part of a company’s value chain.  

Measuring the value of communication and its influence on creation competitive 
advantage of the company is relatively new concept in the field of communication 
science. Due to its novelty, there is a scarcity of empirical research and unified reliable 
method of measurement. Hence, a qualitative method would be the most suitable for 
investigating the communication processes, policies, activities, costs and investments 
in XY Company. 

According to Yin (2002) a case study is “an empirical inquiry that investigates a 
contemporary phenomenon within its real-life context especially when the boundaries 
and the phenomenon are not clearly evident. Some of the best and most famous case 
studies have been both descriptive and explanatory.” Since the boundaries between the 
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investment in communication and the business value are not clearly evident, this 
method of a case study would be the most suitable for investigating this phenomenon.  

Given the nature of the research field, the most suitable method for investigating the 
influence of the communication on the creation of business value is series of in-dept 
interviews with top managers and co-workers in XY Company located in Macedonia. A 
qualitative method will provide an insight into the communication processes of the XY 
Company. The whole research process is divided in three major phases: 

- Phase 1 – The first phase is considered to be a preparatory phase. It starts with a 
broad desk research about latest achievements in the field and creating data base 
of all Macedonian companies eligible for investigation as a case study. The first 
phase resulted with a data base of 1200 companies in Macedonia. This phase is a 
starting point and the root of the research itself.  

- Phase II – Upon the selection of one company the research continues to the second 
phase. In this phase a list of 10-15 interview questions is being created. All of them 
are related to communication processes, communication strategies, practices, 
costs and measurements. Interviews are being conducted, recorded and 
transcribed for further analysis. Having the “raw” material ready, now follows the 
extracting the key points of the interviews and slow transfer into the third phase.  

- Phase III – The third phase is as equally important as the previous two. A detailed 
analysis of the answers provided in the second phase creates a firm base to draw 
several conclusions and complete recommendations for improvement. 

The limitations of this research occur as a result of the lack of transparency about costs 
and investments for communication, as well as the complexity of communication 
processes. Further, there is a scarcity of holistic approaches which show the overall 
perception of value creation. 

 

Up until today it is very difficult for the communication professionals to explain the value 
of their work. There is an ongoing discussion among researchers and practitioners about 
using financial indicators such as the Return of Investment (RoI) to measure the 
business value of communication. However, this indicator is very often misinterpreted.  

This paper represents a comprehensive framework of corporate communication value. 
In fact, it is an attempt to measure the value of communication through the case study 
of XY company. It combines the process, results and implications of the research. Its 
findings are a result of a three phases research process: Initiation of the project - desk 
research of the theory in the specific field; second phase - field research (conducting 
interviews) and interview analysis and, third phase - drawing conclusions and 
recommendations for future research.  
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The session of the Public Relations Education Commission of the American Public 
Relations Society with Employers in New York (2015) stated that public relations 
profession changes extremely quickly due to technological changes and that half of the 
knowledge now required, did not even exist a decade ago. Although basic skills remain 
valid, the context is very different and changes in the last few years have shaken the 
foundations of skills that have been taught for decades. All this is a challenge for 
educators who must adapt content and teaching methods to the needs of the labour 
market as quickly as possible and develop approaches in education for dealing with new 
challenges in public relations in terms of professionalism. 

The number of public relations (PR) students has been steadily rising in Croatia and so 
was the number of high schools teaching PR since their introduction during the last 
decade. The results of the author’s earlier research of students' perception of the Public 
Relations profession in Croatia in October 2016 pointed out for its continuation on the 
other side - that of employers. Thus, the research of PR industry employers' attitudes on 
undergraduate and newly graduated students and their knowledge, skills and 
competencies, was conducted in March 2018.  

The research objectives were: 

1. To explore the perceptions of employers in PR industry concerning the knowledge 
(formal or informal), skills, and personal characteristics which help undergraduates 
/new graduates to find employment in the sector. 

2. To ascertain whether perceptions vary by employment sector (private companies, 
consultancies, public institutions)  

3. To assess whether such perceptions can influence higher education and what 
activities could provide support and learning opportunities to enhance students’ 
employability. 

4. To assess whether the study programmes that include a greater amount of practice 
based and work-related teaching provide more venues for students’ employability. 

The research also seeks to determine whether there is a gap between the knowledge 
that PR students gain at universities and employers' needs and expectations of their 
prospective employees. Therefore, their perception of PR study programmes as well as 
knowledge, skills, competencies needed to enter the labour market and personality traits 
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of the students as future employees were examined. This research also examined to 
what extent the perception of the quality of education of future PR professionals differ 
from the perspective of respective employers. 

Besides technical and discipline competences from their degrees, employers expect 
graduates to have and demonstrate a range of broader informal skills and attributes like 
team-working, communication, leadership, critical thinking, problem solving and other 
abilities. 

Also, the links between employers and practitioners in the field of public relations and 
higher education institutions, as well as their interest and willingness to prepare future 
professionals for their careers in practice and their actual engagement in teaching at PR 
universities was examined. Guest lectures, case studies, study visits, internships, work 
placements and other types of involvement of PR practitioners and employers in the PR 
study programmes at Croatian higher education institutions will be questioned. 

The research had two phases: 
1. Brief review of literature on skills and employability capacity of recent graduates of 

PR studies 
2. Online questionery for employers from public and private companies working in 

communication sector in Croatia which aims to assess employers’ views on 
employability knowledge and skills of PR graduates. 

The purpose of this research is to compare the attitudes of students and employers and 
practitioners in the field of public relations in Croatia regarding the knowledge and skills 
necessary for students to be able to work in the practice. Also, attitudes of the two 
groups regarding PR education will be compared in order to propose some 
improvements in teaching of public relations in academic institutions in Croatia. 

Earlier research complies with the findings of the Society for Human Resource 
Management (SHRM) that Millennials placed more importance on job-specific training, 
career development and career advancement opportunities contributing to their job 
satisfaction compared with older generations. Therefore, it will be interesting to learn 
how will both sides, the employers and universities respond to what Millennials need and 
how will they adapt to the new reality and what will they have to give them in return in 
the near future. 

The research results will be used for development of new approaches to teaching and 
learning, as well as recommendations for students' engagement during their studies in 
order to prepare them better for the future careers in public relations. 

: public relations, public relations studies, perception of public relations 
employers' on PR students, expectations of public relations employers. 


