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CHAPTERII
INTRODUCTION

Latvia has experienced dramatic poltiand economic changes during the
last thirteen years. The country has undergone transformation from totalitarianism to
democracy and from a planned market economy to a free market economy. These
changes have created social implications that have mothigesbcial structure and
interaction among social groups in Latvia.

In addition to the political and economic changes, public relations has been
one of the most rapidly developing career fields in Latvia since 1991 when the
country regained its indepent from the Soviet Union. Within the last 13 years
several international public relations agencies have opened their offices in Latvia and
many local public relations agencies have been established. Jakubovska (2002) found
that in 2002 more than 34 pubhelations agencies provided their services to other
organizations. Currently almost every organization employ®use public relations
practitioners and most of the universities offer courses in public relations.

tawniczak, Rydzak, and dlbecki (2003), who studied public relations in
Poland, observed that in Poland the development of contemporary public relations
and the economic and political changes occurred simultaneously. The researchers
proposed that these aiges and the development of public relations could have had
an effect on each other.

Latvia witnessed similar political and economic changes to these in Poland.
Transformation and the evolvement of public relations occurred simultaneously in

Latvia. Desptie the political and economic changes and the growth of public relations,



few, if any, studies have been conducted to learn about the status of public relations
in Latvia. Therefore, a study exploring public relations in{pashmunist Latvia was
needed.

Theoretical Framework of the Study

After extensive studies of public relations in the United States, Canada, and
the United Kingdom L. Grunig, J. Grunig, and Dozier (2002) concluded that the
findings of their research can be applied to other countriesrddearchers proposed
a need for a global theory of public relations that describes public relatcnmsihe
world.

Wakefield (1996) observed that public relations needs a “paradigm shift” to
reflect the globalization of the field (p. 641). He suge@sstrategic public relations
[that is] valued among public relations practitioners worldwide” and “specific tactics
[that] change from country to country” (p. 641).

A study in Slovenia confirmed that the theory and principles developed in one
country areapplicable to public relations in other countries.derL. Grunig, and J.
Grunig (1996) discovered that the ten generic principles descriptive of excellent
public relations in three Angi8axon countries-the United States, Canada, and
United Kingdom—are also characteristic of excellent public relations in Slovenia.
The generic principles include:

1. Involvement of public relations in strategic management;

2. Empowerment of public relations in the dominant coalition or a direct

reporting relationship to senianranagement;

3. Integrated public relations function;



4. Public relations as a management function separate from other functions;

5. Senior practitioner of public relations in the managerial role;

6. Two-way symmetrical model of public relations;

7. A symmetrical systerof internal communication;

8. Knowledge potential for managerial role and symmetrical public

relations;

9. Diversity embodied in all roles;

10. Ethics and social responsibility. (pp.-30)

The researchers of this study also found that specific applications are
necessary to implement those principles in “different settings” (L. Grunig et al., 2002,
p. 543). The specific applications include the country’s culture, polgicahomic
system, level of development, media system, and the extantiagm (Vetic et al.,
1996, p. 40).

The theory about the generic principles and specific applications of those
principles suggests that the global knowledge about public relations could also
describe public relations in Latvia. Therefore, this studyaitvia is founded on the
propositionthat public relations theory can be applgabaly.

The purpose of this study is not to describe how each generic principle applies
to Latvia and how the five specific applications influence the practice of public
relations in Latvia Instead, te purpose of this study is to explore the phenomenon of
public relations in Latvia and to add a Latvian perspective to the global theory of

public relations.



This study researches three concepts of public relations. Theptonoeude,
first, models of public relations; second, effects of communist propaganda on
contemporary public relations; and, third, transformation public relations.
Models of Public Relations

J. Grunig (J. Grunig & Hunt, 1984) proposed four models bfipuelations.
These models are press agentry, public informationweypasymmetrical and two
way symmetrical. The goal of the press agentry model is publicity and propaganda.
The public information model is employed to inform the organization’s publicsabout
the organization. The practitioners of the way asymmetrical model trp
persuade the organization’s publics to behave in ways favorable to the organization.
The goal of the twavay symmetrical model is to facilitate dialogue between the
organiation and its publics. Studies in countries such as the United States, India,
Taiwan, and Greece (J. Grunig, L. Grunig, Sriramesh, Y. Huang, & Lyra, 1995) have
demonstrated that the four models describe the practice of public relations
internationally. Thee findings lead to a conclusion that the four models could be also
practiced by public relations practitioners in Latvia.
Effects of Communist Propaganda

The second concept of this study is communist propaganda and its effects on
contemporary public relains. Public relations was not practiced in countries under
the soviet occupation (Karadjov, Kim, & Karavasilev, 2008rci¢ et al., 1996).
The Communist Party controlled all kinds of information. In order to deliver

messages from the Party to the masses, communist propaganda was employed.



Westernstyle public relations only emerged after the changes of political regime
East Europe.

Several studies have demonstrated that although political regimes changed,
communist propaganda continues to influence the ways contemporary public relations
is practiced in East Europe. For example, public relations practitionersgari2ul
manipulate information to reach their public relations goals (Karadjov et al., 2000).
The organization’s senior management hides information or gives inaccurate
representations about the organization to its publics in Estonia (Tampere, 2001). Guth
(2000) observed that the former propaganda disseminators acquire the positions of
public relations practitioners in the Russian Federation. These findings in other East
European countries with similar histories lead to the conclusion that the practice of
contemporary publicrelationsnay also be influenced by communist propaganda in
Latvia.

Transformation Public Relations

The third concept of this study is transformation public relations. This concept
links public relations and transformation and describesffects that the two
phenomena have on each other.

tawniczak et al. (2003) found that contemporary public relations in Poland
began with political and economic changes. tawniczak (2001) suggested that
contemporary public relations has helped transftonal societies “to adopt the
mechanisms and institutions of the market economy and democracy” (p. 14).

Poland and Latvia experienced similar political and economic changes.

Therefore, Lawniczak’s (2001) proposition about the role of public relatiamsgdu



these changes and the simultaneous developments of public relations and
transformation could indicate that these two phenomena have also had an effect on
each other in Latvia.
Purpose of the Study

The purpose of this study is to explore the status of public relations in Latvia.
My goal is to learn if J. Grunig and Hunt's (1994) four models of public relations
press agentry, public information, tway asymmetrical, and twway
symmetrical—are practiced by Latvian public relations practitioners.d alant to
study why public relations practitioners in Latvia choose one model over another.

In addition to these two goals, this study also explores if and how the former
communist propaganda has affected the practice of public relations in Latvia. The
fourth goal of this study is to learn if and how public relations has helped Latvian
society to undergo transformation from totalitarianism to democracy and from a
centrally planned economy to a free market economy.

Method of the Study

Qualitative interviewng was closen as thenethod for this study. The essence
of this method is to provide “thick descriptions” (Geertz, 1973) and “rich data” (H.
Rubin & I. Rubin, 1995) to “unravel . . . slowly evolving events . . . and learrtt@w
present situation resuttdrom past decisions and incidents” (p. 51). The purpose of
gualitative interviewing corresponds with the goal of this study to understand the
development of public relations in the context of political and economic changes in

Latvia.



Long interviews (M€racken, 1988) with ten participants were conducted to
learn about the phenomenon of public relations in Latvia. Sampling strategies such as
snowball, purposeful, and maximum variation were employed in the selection of
participants with diverse backgroun@speriences, and affiliations. The data were
collected using opeand questions that allowed the participants to proviakepth
reflections about their experiences and observations. The interviews were analyzed
according to the three conceptpublic rdations models, effects of communist
propaganda on contemporary public relations, and transformation public relations.

Significance of the Study

The significance of this study is embedded in the need to understand the status
of public relations in Latvia tere few, if any, studies about public relations have
been conducted. Despite the rapid development of the field, my conversations with
public relations practitioners and students demonstrate that a discussion about the
status of public relations is noefjuent and the essence of public relations is often
misunderstood. In order to initiate this discussion and to clarify the misconceptions, a
study exploring the experiences and observations of Latvian public relations
practiioners is necessary.hik stug also contributes to the global theory of public
relations by providing a Latvian perspective that describes public relations in the
country’s political and economic context.

Limitations of the Study
In this study, | do not attempt to describe the ovenalttice of public

relations in Latvia. The small sample of the participants does not allow



generalizations about the field. The findings of the study represent the experiences
and observations of the ten participants.

The study describes the experiengeparticipants practicing public relations
in Latvia. Although similar political and economic developments occurred in other
postsoviet countries, the findings of this study may not apply to these other
countries. The Communist Party had complete power communication in Latvia;
therefore, communist propaganda may have had a more severe impact on public
relations in Latvia than in other pestviet countries that were not part of the Soviet
Union.

The process of transformation is still in progress. Jtney describes
experiences of participants up through the year 2004. Further developments of
transformation may challenge the current observations and add new aspects to the
practice of public relations in Latvia.

Theoretical and Practical I mplications

My goal is to find patterns that can lead the future research in Latvian public
relations. | also view this study as a contribution to the global body of knowledge
about public relations. The Latvian perspective adds a new aspect to this body of
knowledge bout a region of the world that has been little explored.

| hope that my research also has practical implications. | want to find some
principles that can guide public relations practitioners in Latvia. These principles
should help to understand the dise aspects of public relations and ways political

and economic contexts influence the practice of public relations in Latvia.



Personal Motivation

My interest in this topic steam from my ethnic background. | am Latvian and
obtained my first education public relations in Latvia. | was taught from the
textbooks written by North American and British authors without any reference to
how the studies described in the textbooks apply to Latvia's situation. My personal
observations led me to a conclusion thisier practitioners and students may face a
similar lack of literature describing public relations in Latvia. Therefore, | believe that
a study focusing on the public relations in this country is necessary to analyze and
understand the practice of publedations in Latvia.

Ethical Considerations

This study had been made possible because of the wealth of information that
the participants contributed to this thesis. | believe that my obligation as a researcher
is to approach the issue of participant coarfiiality with the greatest respect. | am
aware that Latvia, with a population of 2.8 million people, is a small country. People
know each other through professional and personal contacts, and any indiscretion on
my part could reveal the identities of {harticipants. In order to ensure
confidentiality, throughout the study | do not identify the names, gender, specific
titles, and affiliations of the participants.

The purpose of this study is to learn about the status of public relations in
Latvia. Theréore, in order to characterize public relations in Latvia, in addition to
personal experiences, the participants shared their general observations about the
field. Different participants viewed the same issues from different perspectives. For

that reasornthe reminder that these observations only represent the personal
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experiences of each participant is essential. | do not believe that any study can
discover the “absolute truth” about a phenomenon. The observations of the
participants only describe theirdgrstanding about the field. However, the flrahd
public relations experience of the participants allows them to be credible sources
about public relations in Latvia.

The function of public relations is not isolated from other professions,
organizatioml functions, and institutions. These other factors influence the ways
public relations is practiced and public relations practitioners view their own
profession. Throughout the interviews the participants described how they see
themselves within a largsystem. It is important to remember that these descriptions
do not characterize other professions, organizational functions, or institutions. The
descriptions only tell the story of the participants and how they see themselves in an
overall political, ecoamic, and social context.

Another ethical consideration includes my personal experiences. | have been
immersed in the Excellence theory of public relations and believe that the
symmetrical model of public relations is the most effective and ethical way to
practice public relations. | believe that symmetrical communication is possible in real
life and studies in other countries (e.g., L. Grunig et al., 200Zjdet al., 1996)
have provided evidence for this proposition. However, the purpose of thisistualy
to invalidate other theories and practical approaches to public relations. | value my
participants’ contributions to the discussion about the diverse ways to approach the

phenomenon of public relations.
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Brief History of the Latvian Political Context

The current territory of Latvia was settled by theancieities of Balts-
Cours, Latgallians, Seins, Semagallian®altic Fins, and Livs-starting from 9000
B.C. (Fleija, Kehris, Linkaitis, Laians, Kabucis, Markots, Treile, & Kanels, 2000
The German Knights of the Sword and Knights of the Teutonic Order invaded the
current territory of Latvia in the f2century. The knights forcefully Christianized the
Balts andacquired their land. A feudal system was established; the local people
became peasants and serfs of their German landlords. The German rule continued
until the mid 18' century when Sweden and Poland invaded different parts of the
current territory of Latia. During this period the ancient tribes of Balts consolidated
and the Latvian language emerged. Sweden and Poland occupied the territory until
the late 18 century when it was annexed to the Russian Empire. Despite the other
occupying forces, the Germd&andowners maintained their rights and privileges until
the early 28§ century.

Several factors such as the Russian Revolution of 1917, the unjust feudal
system imposed by German landlords, and the Enlightenment movement in Europe
inspired the Latvian nienal selfconsciousness. Several Latvian movements such as
the Neo-Latvians (JaunlatvieSi) and thidew Current (Jaura Strava) emerged in the
late 19" century. According to the Latvian Institute (n.d.a,  13), these movements
contributed to the development of national cukuat, literature, theater, and
science. The first Latvian language newspaper was publisheid petind. By the

end of the 19 century, “Latvians had all the features of a nati@ncommon
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language, territory, economy, culture and psychological characteristics” (Fleija et al.,
2000, p. 59).

On November 18, 1918 Latvia declared its independendeodgh the
independent state was proclaimed, the former occupying forces did not want to cede
their influence. According tEleija et al. (200Q)three hostile forces tried to impede
the Latvian independence efforts. These forces included, first, the Biskheéo
gained power in Russia; second, the local Germans who wanted to maintain their
rights and privileges and initially helped the Latvian military forces to fight the
Bolsheviks; and third, the supporters of the Russian monarchy who wanted the
renewalof the Russian Empire. The Latvian national military forces defeated the
Germans and the supporters of the Russian monarchy in 1919. The last battle against
the Bolsheviks was won in 1920 when Latvia and Soviet Russia signed a Peace
Treaty that guarantedgtat Soviet Russia “unreservedly recognizes the independence
and sovereignty of the Latvian State and voluntarily and forever renounces all
sovereign rights . . . to the Latvian people and territ@®ravaKreituse, Feldmanis,
Loeber, & Goldmanis, 2004, 1). According to Treijs (2003), Latvia’s independence
was recognizedeiurein 1921 and the country was admitted to the League of
Nations the following year.

The newly independent Latvia was a parliamentary republic. The legislative
power was executedylthe Parliament, which elected the president and gave an
approval vote for the executive powethe Cabinet of Ministers. The Parliament
consisted of members of political parties elected by the citizens of Latvia, including

women who had an equal rightgarticipate in the political and social life of Latvia.
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The world economic crisis of the 1930s affected Latvia’s economy (Fleija et
al., 2000). The Parliament that consisted of many small parties could not facilitate
growth and prosperity of the countiyatvian people were dissatisfied with many
economic hardships. To reform the economy, Prime MinisidrskUImanis
organized aoup d’ état in 1934. Without any bloodshed the activities of the
Parliament and political parties were suppressed. A new goegrt with legislative
and executive powers was formed. The democratic election process was replaced by a
new system of appointed local and national state officials. Despite the authoritarian
changes, Latvian society was positively disposed toward theawme. The new
government was able to achieve economic and cultural prosperity; “by the end of the
1930’s Latvia had become a developed European state with a high level of welfare”
(p. 61).

In 1939 the Soviet Union and Nazi Germany signed aAggressio treaty
later called the MolotoWRibbentrop Pact that divided East Europe between the
German and soviet spheres of influence (Giéraituse et al., 2004). The treaty
included a secret attachment that assigned East Europe, including Latvia, to the soviet
sphere of influence. In 1939 the Soviet Union required Latvia to grant soviet military
bases on its soil. After the soviet Army’s invasion, Latvia lost its independence and
was annexed to the Soviet Union. The period from 1940 to 1941 under soviet
occupaton has often been described as the Year of Terror:

Bloody terror was unleashed after the change of power. Former government

and Saeima [Latvian Parliament] members, public and political figures,

officers, members of national organizations and wealthyecitizvere arrested
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and deported to USSR [Union of Soviet Socialist Republics] camps. Many

were tortured and shot in the KGBgmmittee for State Securisy

basements. The greatest mass deportation took place on 14 June, when 20,000

people, including infaist were deported from Latvia [to labor camps in

Siberia] in cattle trucks. (Fleija et al., 2000, p. 61)

In 1941 Nazi Germany invaded Latvia, as a result of the war between the
Soviet Union and Nazi Germany. In the summer of 1941 the Nazi German occupation
replaced soviet oppression and the Nazi German terror replaced the soviet terror:

[German] terror was directed against Jews, Gypsies and mentally ill people. In

the largest towns Jews were herded into ghettos. Special campsetvepein

Riga [Latvia’s capital] and its suburbs. The shooting of Jews and Gypsies

began. During the German occupation 65,000 [of] Latvia’s Jews were killed.

(Fleija et al., 2000, p. 61)

Both occupying powers-German and Sovietinvoked a draft of Latvian
men, contrary to international conventions (Kurtevk Tomasins, 2000). Latvian
soldiers were forced to fight against each other. However, a large part of these drafted
resisted both occupying powers and hoped to restore Latvia’s independence. Their
hopesnever materialized. After the Soviet Union and its AligSreat Britain, the
United States, and Franeealefeated Nazi Germany, the soviet occupation was
renewed in Latvia.

The renewal of soviet occupation resulted in extreme Russification and a new
wave ofmass deportations started. The soviet deportation and repressions affected

216,000 people or every tenth Latvian; on the single day of March 25, 1949, more
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than 43,000 people were deported to Siberia and their properties were nationalized
(Fleija et al., P0O0). Meanwhile, more than half a million Russian immigrants settled
in Latvia. The Russian population grew from 7% in 1935 to 47.7% in 1992. The
immigrants did not speak Latvian; therefore, Russian became the language of
administration, meetings, recekgeping, and everyday conversations.

The well developed economy and industries of independent Latvia and
Latvian work culture allowed Soviet Latvia to become one of the most prosperous
parts of the Soviet Union. Many Latvians savored the memories of indiepemand
silently resisted the soviet occupation.

In the mid1980s Mikhail Gorbachev, the general secretary of the Communist
Party, appealed to the conservative members of the Party to open economic
restructuring of the Soviet Union. The soviet contrargpolitical rights such as
freedom of speech became less severe than before. Organizations that opposed the
soviet regime started emerging in Latvia. The first such organization, HeB&inki
was established in 1986. The members of the organization tekedviet leaders to
support Latvia’s separation from the Soviet Union. The request of He&tnkias
not granted, but this request contributed to the further political developments toward
democracy in Latvia. In 1988 the liberal members of the ComitnBarsy
established another organizatiethe Popular Front (Tautas Fronfe According to
Wikipedia (n.d.c), in the beginning the Front required Latvia’s autonomy within the
Soviet Union. However, in 1989 the Popular Front changed its position requiring
Latvia’s absolute independence from the Soviet Urlibe Front gained broad

support from Latvian society.
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In 1990 the election of theatvian Soviet Socialist Republ&cSupreme
Council was a crucial element that strengthened the Latvian determinatioewo ren
the country’s independence. The voters had to choose between the Popular Front and
conservative communists who opposed the independence. The Popular Front won the
election. On May 4, 1990, the new Supreme Council adopted the Declaration of
Independencthat announced the renewal of the independent Republic of Latvia.

The conservative communists started organizing opposition to the
independence forces. A specially trained soviet militiamen group, OMON, began
aggressive attacks against a boarder patrbsthetween Latvia and Lithuania. In
January 1991 OMON invaded the Ministry of the Interior. Unarmed Latvians arrived
in Riga’s Dome Square in their trucks and tractors to defend the country’s
independence. OMON shot several unarmed people, including a high school student.
Latvians continued resisting and the soviet leadership had to retreat its fiorces.

August 1991 while @nservative communists attempted to overthrow Gorbachev’s
government in Moscow, the soviet Army occupied the buildings of the Latvian
television and radio, attacked people in Dome Square, and was planning to invade the
Parliament. The attempted coup in Mow failed and on August 21 the soviet Army

once more retreated in Latvian the same day the Supreme Council of Latvia

adopted a law that renewed Latvia’s independence (Fleija et al., 2000). The renewed
republic of Latvia restored the Constitution addgbg the Latvian Parliament in

1922. The first possoviet, democratic parliamentary election took place in 1993. The
same year the Parliament elected a new president and approved a new government. In

2004 Latvia joined the North Atlantic Treaty Organiaatand the European Union.
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CHAPTER I
CONCEPTUALIZATION

This chapter of my thesis discusses the three main concepts of this study.
First, | start with the four models of public relations and dimensions that characterize
these models to describe the diffiest approaches to the practice of public relations.
Second, | discuss communist propaganda and how it has affected the ways public
relations is practiced in East Europe. Third, | conclude with the discussion of
transformation public relations and howetates to the four models of public
relations.

M odels of Public Relations

For the purposes of this study public relations is defined as the "management
of communication between an organization and its publics" (J. Grunig & Hunt, 1984,
p. 6). The furtheridcussion about the first concepmodels of public relatiorsis
based on this definition.

J. Grunig and Hunt (1984) proposed four models of public relatipnsss
agentry, public information, twavay asymmetrical, and twwway symmetrical-to
describe orgamational communication activities. J. Grunig and Hunt characterized
the four models as abstractions and simplifications that help to describe the reality.
Although the four models do not reflect a linear, historic development of public
relations, J. Grunignd Hunt believed that the models can give insights into "the
history of formal public relations” (p. 21).

The first modelpress agentrrwas developed in the mitPth century,

following what J. Grunig and Hunt (1984) called "public relatibke activities."
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The goal of practitioners of press agentry is propaganda; they "seek attention for their
organization in almost any way possible" (L. Grunig, J. Grunig, & Dozier, 2002, p.
308).

The second model of public relations is the public information model
developed early in the 20th century in response to the attacks of journalists on
corporations and government agencies. Organizations hire public relations
practitioners as journalists to inform the publics about the organizational activities.
The informationdisseminated is accurate, but in most instances it is favorable to the
organization.

The third model of public relatioastwe way asymmetricaemerged during
World War I. The tweway asymmetrical model is founded on behavioral and social
sciences. The ppose of this model is persuasion. Research is used to learn about the
attitudes and behaviors of publics in order to manipulate them in a manner that is
favorable to the organization.

The fourth model identified by J. Grunig and Hunt (1984) is theviap
symmetrical model. Research is used to facilitate understanding and dialogue
between the organization and its publics. J. Grunig and L. Grunig (1992) proposed
that the tweway symmetrical model is used by organizations that practice excellent
public reldions. This model is the most ethical model and enhances organizational
effectiveness.

J. Grunig (1984) identified two variableglirection and purposethat
describe which model an organization practices. The first variatilection—

distinguishes betweemneway and tweway models. Practitioners, who employ the
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oneway models, deliver information from the organization to its publics. The one
way models do not include feedback from the organization’s publics. Practitioners
who practice the twavay models dcilitate the exchange of information between the
organization and its publics. The second varialperpose—determines if
communication is symmetrical or asymmetrical. The goal of symmetrical
communication is dialogue between the organization and itscgulblhereas, the
goal of asymmetrical communication is persuasion directed towards the publics to
behave in ways beneficial to the organization.

J. Grunig and L. Grunig (1992) proposed three other variables
organizational culture, potential of the pubigtations department, and schema for
public relations—in order to determine what models of public relations organizations
practice. First, Sriramesh, J. Grunig, and Buffington (1992) suggested that
organizational culture "consists of the sum of totalhaired values, symbols,
meanings, beliefs, assumptions, and expectations that organize and integrate a group
of people who work together” (p. 591). Organizational culture determines the values
that influence organizational decistamaking, including the désions regarding the
models of public relations that are practiced by the organization (Sriramesh et al.,
1992). J. Grunig and L. Grunig (1992) described a circular relationship between the
organizational culture and power. Those who hold power in trenaation
determine the organizational culture; however, "the organizational culture influences
who gains power" (p. 299). J. Grunig and L. Grunig distinguished between-closed
and opersystem styles of management timdiluenced the organizational culturehe

opensystem style of management encouraged symmetrical communication within the
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organization; whereas, the closggstem style of management involved asymmetrical
communication where "the dominant coalition typically believes that an open,
symmetricasystem threatens its power" (p. 300).

Sriramesh et al. (1992) classified organizational cultures on a continuum from
authoritarian to participative. L. Grunig et al. (2002) described organizations with
authoritarian cultures as entities that are cldeeghy new ideas from their internal
and external environments. Decisioraking in these organizations is centralized.
Different units of the organization have different goals that may be in conflict with
each other. Innovations from employees are nabd@aged and the organizational
hierarchy is very stratified. In contrast, organizations with participative cultures are
open to influences from their internal and external environments. Teamwork is
valued; the management acknowledges contributions fromntipdoyees and the
employees respect the management. Departments within the organization cooperate
and share similar goals that are consistent with the organization's general mission. J.
Grunig (1992) concluded that organizations with authoritarian egltiend to
employ asymmetrical communication, whereas organizations with participative
cultures engage in symmetrical communication.

The second variablepotential of the public relations departmenncludes
public relations practitioners' knowledge abthg twoway model (J. Grunig & L.
Grunig, 1992). If public relations practitioners, especially the managers of public
relations, have knowledge and training in public relations, these practitioners have a
greater potential to practice the tm@y symmetrial model than practitioners

without knowledge and training. J. Grunig and L. Grunig (1989)dismvered that
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the greater the potential tife public relations department, the greater the possibility
that the senior public relations person would belonpé dominant coalition of the
organization.

The third variable is a schema for public relations: "The way in which senior
managers define and understand public relations” (J. Grunig & L.Grunig, 1992, p.
301). J. Grunig and L. Grunig suggested that thdeustanding of public relations
can be deepened; first, if public relations practitioners with knowledge and training in
public relations become a part of the dominant coalition and facilitate understanding
of the use of the twavay symmetrical model ofyblic relations among the members
of the dominant coalition. Second, the schema for public relations is deepened if the
members of the dominant den take courses and educdétemselves about public
relations.

Additional Models

Additional models—peisonal influence, cultural interpreter, and mixed
motive—have been proposed. Sriramesh (1991) discovered the personal influence
model in India. The goal of the public relations practitioners practicing this model is
to establish personal contacts with jalists and key political actors in order to
achieve communication goals that are beneficial to the organization. Personal
contacts are also employed by public relations practitioners in Taiwan, Greece, and
the United States (J. Grunig, L. Grunig, Sriralmes. Huang, & Lyra, 1995).

A later analysis (J. Grunig et al., 1995) of the personal influence
communication pattern revealed that the practitioners of the personal influence model

are trying to reach the same communication-gdalget attention for thei
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organizatior—as were the practitioners of the press agentry model. The practitioners
of the personal influence model employ their personal contacts with the key players

in the media and politics to get attention for their organization; whereas the
practtioners of the press agentry model stage events, puffery, or photo opportunities
to achieve the same goal (J. Grunig et al., 1995). Therefore, J. Grunig et al.
concluded that the press agentry model already describes the techniques used by the
practitiones of the personal influence model. Despite the asymmetrical use of
personal influence in India, the authors agreed that personal influence techniques can
also be employed to reach symmetrical communication goals, such as establishing
long-term relationsips with journalists based on mutual trust between public

relations practitioners and journalists.

Lyra (1991) discovered that multinational companies in Greece use the
cultural interpreter model to explain the local culture to the management of
multinatioral organizations. J. Grunig et al. (1995) found that the cultural interpreter
model is just a component of other models. The group of authors (J. Grunig et al.,
1995) described the ways cultural interpreting may be used to reach the goals of both
the twoway asymmetrical and symmetrical models. The practitioners of thevaiyo
asymmetrical model may employ cultural interpreting to learn what is accefatable
the publics and then design the organization’s message to appeal to these
expectations. Cultural ferpreting as a component of the symmetrical model can be
used to facilitate the understanding between the organization and its diverse publics.

Murphy (1991) proposed the mix@dotive model, combining elements from

symmetrical and asymmetrical modelnder to integrate the needs of the
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organization and its publics. She believed that "purely symmetrical public relations
behavior" is impossible because it does not offer rational solutions to real life
situations (p. 118). Murphy considered that moshefgdublic relations activities fall

in the middle of the asymmetrical and symmetrical continuum. She suggested that the
organization should find ways of integrating the organization’s interests and those of
the publics by "bring[ing] conflict and coopenatiinto fruitful balance" (p. 118).

L. Grunig et al. (2002) countargued that the symmetrical model is not
"advocating pure cooperation” or "total accommodation of public interests" (p. 309).
The symmetrical model integrates both the interests of genation and publics,
and, therefore, the symmetrical model is what Murphy described as the matee
model. L. Grunig et al. described the essence of symmetry as “values that reflect a
moral obligation to balance the interests of an organizationthatinterests of
publics with which it [organization] interacts in society” (p. 306). A more detailed
discussion about the symmetrical model follows in the next section which reviews the
four dimensions of public relations.

Dimensions of Public Relations

L. Grunig et al. (2002) proposed that although the four medaiess
agentry, public information, twavay asymmetrical and twaway symmetrical—have
described how various organizations practice public relations, "a more comprehensive
theory that goes bewnd the typology represented by the four models” is needed (p.
348). They suggested four dimensions of putdlations that describe tligpology.

These dimensions are symmetry verasgmmetrypneway versugwe way

communicationmediated versusiterperonal communication, anethics.
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First, the dimension of symmetry versus asymmetry characterizes the extent to
which the organization engages in collaboration and advocacy. The more
organization values collaboration, the more symmetrical are its coivaion
programs.

The second dimensieroneway versus twavay—describes the direction of
the organization's communication programs. -@@a§ communication occurs from
the organization to its publics, whereas tway communication includes mutual
exchange binformation between the organization and its publics.

The third dimension describes what form of communicatiorediated versus
interpersonak-the organization uses to communicate with its publics. Public relations
practitioners who employ ongay modelssuch as press agentry and public
information tend to use mediated communication to reach their communication goals,
whereas practitioners who practice tway models are most likely to use
interpersonal forms of communication. However, all four modelsusarboth
mediated and interpersonal forms of communication

The fourth dimension is ethics. This dimension describes the extent to which
the practice of public relations is ethical. Although L. Grunig et al. (2002) wrote that
the twoway symmetrical modas "inherently ethical,” they alsaidthatthe other
three models can be practiced in an ethical manner (p. 349).

The Excellence team (L. Grunig, J. Grunig, & Dozier) found that in general
the press agentry model is asymmetrical -oag, unethicglard characterized by
mediated communication. The public information model is also asymmetrical and

oneway; mediated communication is the most often used form of communication.
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However, this model is more ethical than press agentry. Thevayasymmetrical
model is a tweway model that is asymmetrical and can be practiced ethically and
unethically and can employ both forms of communicatiomediated and
interpersonal. The twavay symmetrical model is symmetrical, twmay, ethical, and
includes mediated andterpersonal forms of communication.

Dozier with L. Grunig and J. Grunig (1995) proposed the contingencdel
that is based on the asymmetrical versus symmetrical dimension. The contingency
model includes a continuum with the organizational positionnenemd and the
public's position on the other end. Both extremes are asymmetrical; if the
organizational interests dominate, the interests of the publics are not satisfied and vice
versa. In the middle of the continuum the authors proposed th@iwinonewhere
the interests of the publics and the organization are integrated. Dozier et al. (1995)
wrote that the wirwin zone represents tlsgmmetrical model; "organizations and
publics are viewed as having separate and sometimes conflicting interests.
Neverheless, negotiation and collaboration make it possible for organizations and
publics to find common ground in the wivin zone" (p. 356357). Dozier et al. found
that because the symmetrical model includes conflicting interests, negotaitbn
collaboraion, the symmetrical model is the mixgtbtive model.
Critigue about the Symmetrical Model of Public Relations

Murphy (1991)andother scholars (e.g. Leitch & Neilson, 2001; Van der
Meiden, 1993) argued that the symmetrical model of public relationsaszative
model that is practically impossible. L. Grunig et al. (2002) cowsntgued by

providing evidence from J. Grunig and L. Grunig’s (1989) extensive review of studies
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that explored the practice of the four models. These studies demonstrated foat th
models, including the symmetrical model, are practiced inlifeall. Grunig and L.
Grunig concluded that these studies confirmed that the four models are positive
models, i.e., models that describe how public relations is actually practiced in
organizations.

Several authors (e.g., Leichty, 1997, Leichty & Springston, 1993; Miller,
1989; Murphy & Dee, 1996; Van der Meiden, 1993) argued that the practice of the
two-way symmetrical model would imply setting aside the organization’s “self
interest” b accommodate the interests of the publics (Van der Meiden, 1993). These
authors believed that the tweay symmetrical mael is unrealistic. L. Grunigtal.
(2002) responded to this argument by explaining that “the concept of symmetry
implies a balancefdhe organization’s and the public’s interests. Total
accommodation of the public’s interests would be as asymmetrical as unbridled
advocacy of the organization’s interests” (p. 314).

Karlberg (1996) believed that most of the current public relatioesrels
describes the practice of public relations on behalf of powerful business and
government organizations. Although he admitted that theaaypsymmetrical
model "contains valuable insights and prescriptions and is undoubtedly an ethical and
responsiké step forward” (p. 272), Karlberg suggested that "the respoae
segments of the population” lack the communication skills and resources to realize
"communicative symmetry" (p. 273). Karlberg pointed out three obstacles that
prevented less powerful grps from practicing "communicative symmetry." First,

many citizens do not know how media organizations operate and how these
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organizations can be accessed. Second, even if the citizens knew how media
organization operated and how these media organizatrig be accessed, the
citizens still would not be able to make use of this access because they lacked
resources to access the media. Third, citizens, who do not have skills and resources to
communicate symmetrically, are afraid that they will be ignokechedia
organizations if they do not engage in behaviors that are "extreme and
confrontational” (p. 274).

Dozier and Lauzen (2000) also criticized the symmetrical model by saying
that because of the power inequality, the organizations "with deep podketst
need to engage in communication with activists (p. 12). The authors indicated that
"the Excellence Model does not fully address the separate issues of powerless publics
and irreconcilable differences" between the powerful organizations and p®werles
publics (p. 12). The resourceful organizations can ignore the publics that lack
resources to conduct excellent public relations. Furthermore, Dozier and Lauzen
believed that organizations and activist groups have different goalthanery
existence ban organization and its behavior are unacceptable to an activist public"
(p. 12). Therefore, the wawin solutions advocated by the Excellence study are not
satisfactory for activist groups. Activist groups are not loyal to one organization, but
to "a lager social movement or 'cause™ (p. 14).

J. Grunig and L. Grunig (1997) disagreed by indicating that generic principles
of symmetrical public relations are the same for activist groups and organizations, but
activist groups "must apply the principlesfeiiently when specific conditions are

different” (L. Grunig et al., 2002, p. 329). J. Grunig and L. Grunig (1997) described
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how activist groups caminimize thepower imbalance. First, they suggested activist
groups to plan their public relations actiggistrategically and build coalitions with
other activist groups that share similar interests. Second, the new coalitions should try
to engage the organizations that are the sources of the problems in symmetrical
communication. Third, if the organizatiods not respond to symmetrical
communication, the activist groups can turn to asymmetrical techniques such as
media advocacy, litigation, legislation, and regulation. Fourth, once the organizations
are aware of the problem and are willing to find mutuadigddicial solutions, the
activist groups should return to symmetrical communication with the organizations
and search for whwin solutions.
International Applications of the Four Models

Studies in countries other than the United States, Canada, anditbe U
Kingdom have confirmed that the four models of public relatiopiess agentry,
public information, tweway asymmetrical, and twaway symmetrical—can be
applied internationally. Vér¢, L. Grunig, and J. Grunig (1996) found that all models,
including the symmetrical model of public relations, are practiced in Sloveyra. L
(1991) found that although all models of public relations are practiced in Greece, the
press agentry model dominates. The communication goals of public relations
activities in Greece are publicity. Public relations practitioners in Greece lacked the
skills to conduct research; therefore, they can not engage #wayacommunication
with their publics. Two studiesSriramesh's (1991) in India and Karadjov, Kim, and
Karavasilev's (2000) in Bulgaraalso revealed that publicity dominates over

advanced modslof public relations such as tweay asymmetrical and twaway
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symmetrical. In these two countries the tway models are not practiced because of
public relations practitioners’ lack of knowledge about ways to conduct research.
Sriramesh (1991) also founidat in India the organizations’ senior managements does
not support the function of public relations.

Y. Huang's (1990) study in Taiwan discovered that all four models of public
relations are practiced, but the use of a model changes after the sgoatitical
regime changes. She conducted a case study involving a government owned
corporation that tried to get approvals from the government to construct a nuclear
power plant. The study explored the corporation's public relations activities across a
longer time periog-first, when Taiwan was undan authoritarian regime; second,
when the political regime liberalizexhd the first activists emerged; and thinthen
martial law was lifted in Taiwan. The study revealed that during the authoritarian
regimethe press agentry model was used to disseminate biased information that was
favorable to the corporation. During the second tierogl, with a less authoritarian
regime and the first traces of activism, the corporation tried to educate the publics by
using the public information model. Finally, when martial law was lifted, the
corporation used the twway asymmetrical model by trying to convince its publics to
support the construction of the nuclear plant. Y. Huang also observed that the
corporation triedo use the twavay symmetrical model, but the practice of this
model was not possible because the activists did not trust the corporation; the activists
believed that the corporation had bribed the government officials in the past to obtain
the necessaryparovals for the construction of the nuclear power plant. The findings

of the case study led Y. Huang to conclude that participative political regimes
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increase the ability of public relations practitioners to implement theMsyomodels.
Rhee (2002), whetudied public relations and the effects of culture on public
relations in South Korea, discovered a similar relationship between political regimes
and public relations. In 1970s, und@erauthoritarian government, South Korean
organizations practiced tlpeess agentry model to avoid criticism and negative
coverage about the organizations. When the political regime democratized and the
first activist and social interest groups emerged, Korean organizations started
practicing advanced forms of public relaits

Although | am unaware of any studies that have been done in Latvia, the
above described evidence from other countries (e.g., Karadjov et al, 2000; Lyra,
1991; Sriramesh, 1991; &€ et al., 1996) suggests that the four models of public
relations—press agentry, public information, tweay asymmetrical, and twaay
symmetrical—may be practiced in Latvia. Therefore, | propose my first two research
guestions about the four models of public relations. | also propose fegqusshons
about the four dimsions of public relations that characterize the use of public
relations models. These dimensions are asymmetry versus symmetwaywersus
two-way communication, mediategrsusinterpersonal communication, and ethics.

RQ1: What, if any, model or moldeof public relations are practiced in

Latvia?

RQ1a: How, if at all, does the dimension of asymmetrical versus
symmetrical communication describe the practice of public relations in

Latvia?
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RQ1b: How, if at all, does the dimension of emay versus tweway
communication describe the practice of public relations in Latvia?
RQ1c: How, if at all, does the dimension of mediated versus
interpersonal communication describe the practice of public relations
in Latvia?
RQ21d: How, if at all, does the dimension diies describe the
practice of public relations in Latvia?
RQ2: Why do public relations practitioners choose one model over another?
Public Relationsin East Europe
Petersone (2002), in her literature review about the status of public relations in
East Ewope, found two characteristics that seem unique to the region. First, the
practice of public relations is influenced by the former propaganda tradition. Second,
after the collapse of the Soviet Union, public relations had to support transformation
from atotalitarian regime to democracy and from a communist planned economy to a
free market economy.
Propagandistic Approach to Public Relations
In the Soviet Unionthe Communist Party had absolute power over all
channels of information. Hopkins (1970) wréat Lenin believed that the purpose
of freedom of the press was to "deceive, corrupt, and fool the exploited and oppressed
mass of the people" (p. 55). Hachten and Scotton (2002) proposed that the
Communist Party manipulated the press "to instruct theesaand lead the
proletariat” (p. 155). Free exchange of information threatened the Communist Party.

To maintain status quo, propaganda was used.
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Inkeles (1950), who studied the formation of public opinion in the Soviet
Union, defined communist propagarna® organized, systematic, concerted
campaigns to change the attitudes and influence the actions of large social groups” (p.
3). He wrote that any form of communication was under the scrutiny of the state.
Communication was centrally directed with a pw@of ensuring "a high degree of
[informational] uniformity in form and content” (p..6)

Schramm (1955) identified five characteristics that described the foundation
of communist propaganda. First, a clear doctrine was ingrained in all soviet leaders;
they were "trained to think and talk in a Marxist vocabulary” (p. 105). The second
element was the importance of the mass; "the mass represented the greatest reservoir
of energy" (p. 105). The third element was the Communist Party that guided masses
and exerrsed "strict control" (p. 106). The fourth element was the nature of the party;
"the party must submit to the dictatorship of its central bureaucracy and leaders"” (p.
106). The pattern of progress was the fifth element of communist propaganda; "the
task ofpropaganda [was] to demoralize the enemy, strengthen the confidence of the
party, and then, when power is gained, to maintain proper orientation of the masses"
(p. 107).

Although propaganda was widespread, the field of public relations that is
founded orthe free exchange of information did not exist in the soviet bloc countries.
Karadjov et al. (2000) wrote that until the collapse of communism public relations
was not practiced in East Europe; "any notion of dissent or mere attempts at
alternative thinkng were quickly suppressed, and therefore, no public discussions or

anything of substance was possible at all” (p. 210).
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Scholz (1998) compared political communication with “eveey political
propaganda carried out through the mass media” in the Gernmaodpsic Republic.

She believed that the Socialist Unity Party used “the media . . . [as] instruments for
the ideological manipulation of its citizens” (p. 35). Bentele and Peter (1996) also
found that “objectivity in reporting was defined in partisan &r(p. 356). Scholz
(1998) wrote that although the term “Offentlichkeitsarbeit” (used for public relations
in the German Democratic Republic) was also used in the German Democratic
Republic, this term was “embedded in the ideological framework of theliSbcia
Unity Party” (p. 37). Offentlichkeitsarbeit did not represent “an open and dialogical
communication between groups in society” (p. 37).

Verci¢ et al. (1996) argued that propaganda does not involve communication,
but "discommunication” (p. 42). Propaganda "dissolves communication between
people in order to disable their ability to form publics” (p. 42). Propaganda is used as
a tool to dissminate "information about the constraints that a system places on lateral
communication” (p. 44).

Although the absolute control of information ceased to exist after the collapse
of the Soviet Union, several authors (Guth, 2000; Karadjov et al., 200@aefam
2001; Taylor, 2000) have observed the impact of the propaganda tradition on
contemporary public relations in East Europe. Karadjov et al. (2000), for example,
found that public relations practitioners in Bulgaria use manipulation of information
as tkeir main public relations strategy. They devote a disproportionately large effort
to media relations. €becki (2001) found similarities in Poland. Scholz (1998)

observed that in East Germany public relations practitioners also focus on media
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relations andmagebuilding that is achieved through the media because they lacked
knowledge about other forms of communication. She attributed this lack of
knowledge to the absence of formal public relations education in the former German
Democratic Republic. Tayla'(2000) research in Bosnia revealed that in order to
ensure the actual appearance of announcements in the meegmveonmental
organizations had to pay for such topics as the introduction of new community
services, forums for political candidates, emtianal activities, and cultural programs.

Several authors (Guth, 2000; Hiebert, 1994; Karadjov et al., 2000;-Lucas
Bachert, 1991; Tampere, 2001) have indicated that after the collapse of communism,
East Europe lacked experienced and educated publioreatractitioners. The
vacuum was filled by the former propaganda disseminators. Guth (2000) found that
although the political systems changed, the main players, who had organizational
resources and the necessary skills, remained the same. Their formeg &a
communist propaganda disseminators helped them to acquire positions of power and
to influence the way public relations was practiced in independent East European
countries.

Scholars from other disciplines observed a similar phenomenon. Pine and
Bridger (1998), who researched the transition to liberal democracy in East Europe,
wrote, "in many instances, old power structures have reappeared under new names
and the same individuals may well wield influence under new guises" (p. 9).
Domanski (2000)who studied social stratification in East European countries, also
alluded to the "conversion of members of the former communist nomenclature into

owners of [private] firms" (p. 5).
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Tampere (2001), who analyzed the impact of communist propaganda on
publicrelations in Estonia, labeled the phenomenon as a propagandistic approach to
public relations. She wrote:

In post communist society, particularly at the early stage of transition, the

public communication of an organization takes place proceeding frooicthe

Soviet traditions- a “secret” worldview dominates and actual communication

is minimal. If a message is sent to the public it is usually propagandistic and

serves the interests of the management giving an inadequate representation of

what is actually appening in the organization. (p. 210)

The neighboring countries of Estonia and Latvia have both experienced the
absolute power of the Communist Party, the collapse of the Soviet Union, and the
subsequent development of the field of public relations.slihédar histories of both
countries may indicate that the propagandistic approach to public relations is also
present in Latvia. Therefore, the third research question is:

RQ3: How, if at all, does former communist propaganda influence the practice

of pulic relations in Latvia?
Transformation Public Relations

The second characteristice(Brsone, 2002), in addition to the propagandistic
approach to public relations, that characterizes East European public relations is its
transformational nature. Lawniczak, Rydzak, angb&cki (2003) found that in
Poland, contemporary public relations started with the political and economic

transitions.
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Bridger and Pine (1998) defined the term "transition" as "a temporary state
between two fixed positions, a movement between the point of departure and that of
arrival" (p. 3).However, Bryant and Mokrzycki (1994), who analyzed political and
economic changes in East Europe after the collapse of the Soviet Union, said that
"transformation” is a more descriptive term. They believed that transition has a set
goal, whereas transforrian has "the emphasis on actual process" (p. 4). Also, Stark
(1992), who analyzed privatization processes in East Europe, described the term
"transformation” as continuously changing process; transformation is "the
introduction of new elements . . . mogpically in combination with adaptation,
rearrangement, permutations, and reconfigurations of already existing institutional
forms" (p. 22).

Domanski (2000), Offe (1991), and Bryant and Mokrzyski (1994) argued that
transformation in East Europe did natlpinvolve political changes from
communism to democracy, but also economic processes. These processes included
the privatization of statewned enterprises, and the introduction of the concepts of
"private ownership" and a "free market" (Domanski, 2000).

tawniczak et al. (2003) considered public relations "an important and useful
instrument that facilitated and accelerated the political and economic transition" (p.
259). Lawniczak (2001) proposed-salled "transition public relations” or "public
relatiors performed in the transition economies” (p. 8). According to tawniczak, the
goal of transition public relations is "to help to introduce and adopt the mechanisms
and institutions of the market economy and democracy in former command

economies” (p. 14).
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tawniczak (2001) identified six main activities of public relations during the
transition. First, the goal of public relations activities in stateenterprises is "to
secure the acceptance among workers and society at large for necessary restructuring
and possible privatization" (p. 15). Second, the goal of public relations in privately
owned businesses is "to secure publics acceptance for the concept of private property"”
(p. 16). The third goal of public relations is to encourage the public to use such
“new” market economy institutions #sestock exchange, banks, and national
investment funds. Fourth, public relations must help foreign companies to gain public
acceptance for their investments. Fifth, public relations must be employed to attract
potental foreign investors. The sixth goal of public relations is to promote the
country abroad by "secur[ing] the support of international financial institutions,
attract[ing] foreign capital, and achiev[ing] acceptance for attempts to integrate with
the Westwithin existing supranational structures" (p. 16).
Critique about Transitional Public Relations

tawniczak (2001) used the term "transition public relations" to describe
public relations activities after the collapse of the Soviet Union. As | indicated earlier,
scholars who studied the political and economic changes in East Europe believed that
transtion emphasizes destination but falls short of explaining of how changes
happened, and it does not reflect any unexpected occurrences during the process.
"Transformation" is a better term to use because the end state of the changes in East
Europe is unknan.

tawniczak's (2001) description of transitional public relations was very

asymmetrical; the information was delivered from the government or corporations to



38

the society. The transitional public relations did not reflect any interactivity and
reciprocity betveen the government or corporations and the different groups of the
society. When Lawniczak listed the six main activities of public relations during the
process of transition, the activities were described in aloeetional manner. A few
examples weré'to secure an acceptance among workers and society . . . [for]
restructuring and possible privatization;" "to secure public acceptance for the concept

of private property;" "to encourage the public to use their services;" and "to gain
public acceptance fdoreign capital” (pp. 14.7). These descriptions led to the
conclusion that the state and newly privatized enterprises had set goals; the society
was not engaged in a dialogue about what these goals were or the ways these goals
could be reached.

Furthemore, transformation also had broader social implications than just
political and economic changes. Transformation broadened social inequalities among
different groups in the society and caused unemployment and a loss of retirement and
health guarantees ¢ & Mason, 1999). Cox and Mason found that those who were
able to adjust to the new situations acquired wealth through privatization, whereas
some other groups that lacked opportunities and abilities became unemployed and
impoverished. Cox and Mason wadnthat this conflict among groups in the society
may result in an "increasingly explosive situation where social divisions are
becoming wider and more obvious" (p. 201).

Kaur (1997), who studied public relations and privatization in Malaysia,

borrowed tle concept of "externalities" from the theory of economics to describe the

positive and negative effects that privatiaa had on society at large. Sk described
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externalities as "the value of all effects, positive and negative, resulting from a
businessactivity" (p. 70). The examples of negative externalities include congestion,
pollution, and higher pricing of goods; positive externalities are lower costs and
availability of goods and services (p. 70). Kaur believed that the role of public
relations innewly privatized organizations in Malaysia was to assist these
organizations to "manage the negative externalities resulting from privatization for its
strategic publics to estabh and maintain its competitive positions"” (p. 73).cier

and J. Grunig (1995) also suggested that externalities affect "the competitive
advantage" of businesses. The interest of the business is to increase positive
externalities and reduce the negatives.

The concept of externalities permits one to view the negative social
implications of the economic transformation in East Europe as externalities or by
products of transformation. Transformation public relations based on symmetrical
communication can b& good tool to reduce negative externalities associated with the
social tension among the groups of the society and to increase pestawealities
such as mutual understanding among these groups. Public relations practitioners can
reach these goalsrthugh issues management (J. Grunig, 1992) and boundary
spanning (White & Dozier, 1992). According to L. Grunig at al. (2002), issues
management is the "proactive process of anticipating, identifying, evaluating, and
responding to public policy issues tladfiect organizations and their publics" (Cutlip,
Center, & Broom, 1994, p. 16); whereas, the public relations practitioners who

perform the boundary spanning function "interact with the organization's environment
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and . . gather, select, and relay infortizan from the environment to decision makers
in the dominant coalition" (White & Dozier, 1992, p. 93).

The process of East European transformationtasbad international
implications or externalities. Lavigne (1999) found that transformation chahged
structure and mission of such international organizations as the North Atlantic Treaty
Organization (NATO); it increased the responsibilities of financial institutions such as
the European Community. Transformation caused the shift of direct foreign
investments from developed economies in the West to East Europe, and the cheap
production costs in East Europe reduced the demand for products made in the West,
particularly in industries such as agriculture and gsteaing.

Similar to the processes of fisformation, transformation public relations
should not be limited only to the East European region. The changes in the
international structures and East European efforts to join such organizations as the
European Union and NATO created the need for iateynal communication. The
Eastern European governments and organizations were required to interact with
foreign governments, organizations, and international institutions such as the
European Union, the United Nations, NATO, the International Monetary Fud, and
the World Bank. J. Grunig (1993) proposed that, in today's world, governments and
other organizations need to engage in public diplordlog application of public
relations to strategic relationships of organizations with international publics” (p.
143).

Yoder (2000) found that one of the most essential tasks that Europe faced

after the collapse of communist regimes was the need to integrate East and West
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European societies. She believed that the unification of Germany was a preview of
the future pocesses that would take place when many East European countries joined
the European Union. She suggested that a direct transplantation of Western
institutions and market economies in the former East Germany would not be
effective. The East German sociegeded to make "sociocultural adjustments” (p.

115), i.e., accept the changes in workplace, educational curriculums, employment,
retirement policies, and so forth.

Yoder's (2000) findings revealed that East Germans and West Germans had
separate identitee East Germans did not identify themselves as Germans, but as East
Germans. She discovered that the basis for the separate identities was the different
political and economic orientations of East and West Germans. Yoder distinguished
between the "Old Pdics" in East Germany and "New Politics" in West Germany (p.
121). She wrote that East Germans "tend to hold more Old Politics positions,
demonstrating more classic concerns, such as material security, (re)industrialization,
and buildingup the infrastructre, as opposed to such New Politics concerns as
environmental protection, gender equality, and self actualization (plZ21

Yoder (2000) believed that the encroachment of Western values "could have
serious implications for building trust in the newstem"” (p. 134). These differences
between East and West Europe need to be considered when public relations is
practiced. J. Grunig and Y. Huang (2000) emphasized that trust is an essential part of
excellent public relations; "trust highlights one's ecdemce in and willingness to
open oneself to the other party” (p. 44). Therefore, the role of transformation public

relations is to build trust among East and West European societies in order to secure
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integration that is based on mutual respect of boti &ad West European values
and norms.

Scholz (1998), who studigaliblic relations and culture in East Germany,
found that some East German values such as collectivism, coopeaation
relationship building have a greater “potential for symmetry” idipublations than
West German values such as individualism and competition (p. 118). She believed
that East German practitioners should maintain these values, which describe excellent
public relations.

After the collapse of communism, Latvia also exgeced political,
economic, and social transformations. The regained independence opened the door
for international communicatioand Latvia joined the European Union in May of
2004. Therefore, based on the evidence that public relations assisted other Eas
European societies to cope with political and economic changes during the
transformation, | proposed the fourth research question:

RQ4: How, if at all, does transformation public relations apply to public

relations activities in Latvia?
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CHAPTER 11
METHODOLOGY
Value of Qualitative Research

The purpose of this study is to understand the status of public relations in
Latvia through the eyes of Latvian public relations practitioners. Therefore, | believe
that qualitative inquiry is the most appropriat@@ach to explore this phenomenon.
Potter (1996) wrote: "The qualitative approach provides an enormously useful variety
of means for examining how humans make sense out of their world" (p. 12). Lindlof
and Taylor (2002) also suggested that the purposeatitative research is to
understand "how humans infuse their actisiasid the world that resultswith
meanings" (p. 5). | believe that my choice of the qualitative approach that provides
"detailed descriptions of human experience, dialogic encountersdresgt and
other, and the inductive development of theory from intimate knowledge of situated
practice” allows me to understand how public relations practitioners in Latvia assign
meaning to their profession and what this assigned meaning is (p. 28).

Because the field of public relations has been little studied in Latvia,
individual public relations practitioners with unique experiences and direct
involvement in the field are the most credible sources regarding public relations in
Latvia. A quantitativeapproach to public relations in Latvia would not have allowed
capturing "diversity among people . . . and how [each human] creates meaning . ..

from a different set of experiences" (Potter, 1996, p. 27).
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Resear ch Method

| chose qualitative interviewinas the research method for this study.

Bingham and Moore (1959) described qualitative interviewing as a conversation with
a purpose. According to H. Rubin and I. Rubin (1995), the qualitative interview is the
most appropriate method when the purposthefstudy is to "unravel . . . slowly
evolving events . . . and learn how present situations resulted from past decisions or
incidents" (p. 51). The goal of this study find out how the field of public relations
developed in Latvia and how the field Heeen affected by the former communist
propaganda and the processes of transformat@mmnesponds with the purpose that H.
Rubin and I. Rubin ascribed to qualitative interviewing. In addition to the goals stated
above, | choose interviewing as my methoddose it provides "thick descriptions™
(Geertz, 1973) and "rich data" (H. Rubin & I. Rubin, 1995, p. 56) to describe the
phenomenon under study.

McCracken (1988) suggested using long interviews if the purpose of the study
is to provide knowledge aboutuitural categories and shared meanings" (p. 7). For
this study, | conducted long interviews to learn how public relations practitioners in
Latvia describe the field of public relations and assign meaning to occurrences in the
field.

Participants

| selectel ten participants for this study. McCracken (1988), who suggested a
sample size of eight, considered that it is essential to weitkpth with fewer
participants than superficially with many. My initial plan was to select eight

participants following Mc@acken's suggestion. However, later in the study | added
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two additional participants to reach what H. Rubin and I. Rubin (1995) called
"saturation“the point at which few new findings are revealed. Although similar

pattens and categories emerged amondfitisé eight participants, the two additional
participants confirmed these patterns and categories and added new experiences about
public relations in Latvia.

The participants were selected based on the combination of the following
three sampling stratezg: snowball, purposeful, and maximum variation. First,
Biernacki and Waldorf (1981) describstbwball sampling as a strategy that yields
participants through referrals that are "made among people who share or know of
others who possess some charactesgtiat are of research interest” (p. 141).

Second, according to Schwandt (1997), the objective giutmoseful sampling

strategy is to select participants because "there may be a good reason to believe that
what goes on there is critical to understagdiome process or concept, or to test or
elaborate some established theory” (p. 122). Third, Lindlof and Taylor (2002) said
that the goal of thenaximum variation sampling is to explain different forms dhe

same phenomenonoTeach this goal, the reseler needs to select participants with
dissimilar experiences and qualities. These differences reflect the diversity of the
subject under study.

| used the purposeful sampling strategy to select two of the participants. These
two participants are my formelassmates from the Vidzeme University in Latvia.

They are among the first practitioners of public relations who have formal education
in the field and who have taken part in the development of the field in Latvia

avoid biases that may be relatedhwéducation obtained from the same institution, |
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also used snowball and maximum variation sampling. Using snowball sampling, |
asked my former classmates to suggest their colleagues and fellow practitioners of
public relations who have different educatibbackgrounds. The final selection of
participants was based on maximum variation sampling, so that practitioners from
different organizations and public relations agencies with various experiences are
represented in this study. The participants inclumte lvomen and men employed by
private and publiesector organizations and public relations agencies. All of the
participants were employed in the position of senior public relations manager in their
organizations at the time of the interviews.

| e-mailed13 public relations practitioners a description of the study and
asked them to participate. A copy of thimail of solicitation is included as
Appendix A. Ten of the practitioners agreed to participate. One of them did not
respond and the remaining twould not participate because of other professional
commitments.

Data Collection

The data for this study were obtained through 20 @eled questions that
are included in the interview protocol (Appendix B). The interview protocol was
arranged around ¢éhthree main concepts of this studthe four models of public
relations, effects of communist propaganda on public relations, and transformation
public relations.

The first group of questions about the four models of public relations asked
the participats to explain what public relations means to them and what kind of

public relations programs they work with. The participants were asked to describe the
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planning process of public relations programs and the organizations’ research
activities. The first grop of questions also askpdrticipantgo describe the
organizations’ publics and development of the field since the participants started
practicing public relations in Latvia.

The second group of questions explored d hkow communist propaganda
has &ected contemporary public relations in Latvia. | asked the participants to
describe how they understood the concept of “communist propaganda” and if they
have personally experienced the effects of communist propaganda on contemporary
public relations.

The third group of questions investigated whether public relations has helped
society in Latvia to transform from totalitarianism to democracy and from a centrally
planned market economy to a free market economy. Questions about the role of
public relatims as an eliminator of the negative social implications of the
transformation were also asked.

At the end of each interview | asked if there was additional information that
the participants would like to share about public relations in Latvia. The antwer
this question helped me to supplement my study with data that | would not have
obtained through the first 19 questions.

The interview questions were pt@sted with two public relations practitioners
in Latvia. The interview protocol was adjusted@ding to the changes suggested by
these two practitioners. In addition to the 19 interview questions, | also inquired if
there was any additional information that the participants would like to add, but that |

did not ask about, in order to ensure the paghensibility of the findings.
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Despite the preests, | had to make one more change in the interview protocol
after the first five interviews. | eliminated questions number eight and nine. These
guestions asked the participants to read the descriptidhe four models of public
relations and state which model they practiced. Each of the five participants answered
that he or she practiced the tm@ay symmetrical model. However, their answers to
the other 18 questions indicated that the press agenbl¢c jmformation, and twe
way asymmetrical models were employed much more frequently than the
symmetrical model of public relations. The conflict between the participants' answers
to questions eight and nine, and the other 18 questions led me to thesiconitiat,
because of the description that characterized thextsyosymmetrical model as a
model with high ethical standards, the participants gave me socially desirable
answers.

The interviews occurred during a thr@eek period in Latvia in 2004. All
interviews were conducted at the participants’ offices. | asked the participants to
share their personal experiences and observations about the field of public relations. |
initially planned to conduct two 9finute faceto-face interviews with each
partiapant. However, the length of the interviews was shortened if the participants
had other professional or personal obligations and could not devote the full 180
minutes to this study. In those cases, when | discovered that | was missing essential
information or something was unclear, | revisited my participants later in the process

of data analysis.



49

Each interview was audio tajpecorded for accuracy. | also took notes during
the interviews to reflect on such noral aspects as the participant's officafaots
that were present during the interview, and other observations.

Data Analysis

| transcribed the tapeecorded interviews. The transcripts allowed me to
detect emerging themes within each individual interview and compare the themes
among the interéws.

| analyzed the data according to the three theoretical concepts that were
described in the conceptualization part of this proposal. These concepts include the
four models of public relatiorpress agentry, public information, tweay
asymmetrical, ashtwe way symmetrical; effects @fommunist propaganda on public
relations; and transformation public relations. | reduced data based on the relevance
to the theoretical concepts and my research questions. If new, unexpected data that
were essential to deisbe the field of public relations in Latvia emerged after the
interviews, | added them to my final report to ensure a complete description of my
findings.

During the data analysis, the transcripts were coded. | followed the coding
process suggested bly Rubin and I. Rubin (1995), i.e., | set up four major coding
categories and five subcategories; and | "mark[ed] each word, phrase, sentence,
paragraph, or example that belong[ed] in each coding category" in the transcribed text
(p. 241). The four majorading categories were, first, the models of public relations;
second, effects of communist propaganda on public relations; third, transformation

public relations; and, fourth, additional characteristics that described public relations
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in Latvia but did nobelong to any other category. The four subcategories belonged to
the first major categor+the models of public relations. The four subcategories
included the four dimensions of public relations, first, asymmetrical versus
symmetrical communication; secqraheway versus twavay communication; third,
mediated versus interpersonal communication; and, fourth, ethics.

After the major categories and subcategories were determined, H. Rubin and |.
Rubin (1995) suggested looking for relationships betweendegaries that were
thematically related or what Strauss (198l)exl "axial coding." © see the inter
relatedness of the main categories, | developed a coding sheet that listed the major
categories and subcategories (Appendix C). | studied the relapsrsdtween these
categories based on the theory that was discussed ¢ortheptualization of this
thesis The data that belonged to the fourth major categagditional
characteristics that described public relations in Latwigere used to supplemeihiet
other three categories. The findings of the study were supported by direct quotes from
the participants. According to Lincoln and Guba (2003), the researcher needs to be
"conscious of having readers 'hear" their informants” (p. 283).

Ethical Considerations

Several participants expressed their concern of being identified by the readers
of this study. These participants believed that the small size of Latvia, close
professional connections among public relations practitioners, and the severe market
compettion among the businesses may endanger their confidentiality. | confirmed to
my participants that | understand my obligation as a researcher to approach the issue

of confidentiality with the greatest respect. Therefore, throughout the final report | do
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not identify the names, gender, specific titles, affiliations, and communication
programs of the participants. | am immensely grateful for the contributions that the
participants made to this study. The trust that we shared throughout and after the
process ofnterviewing is the foundation of this research.

| informed my participants about the procedures that were related to data
maintenance and reporting of the findings. | confirmed to my participants that the
tapes, transcripts, and disks were accessillletormy advisor, Dr. Larissa A.

Grunig, and myself. In order to ensure that participants understood issues related to
confidentiality, | asked them to read and sign a copy of an informed consent form
(Appendix D). | encouraged the participants to askaquestions related to data
maintenance and reporting, the study in general, and my professional and personal
background.

All of my participants received equal treatment. | viewed my participants as
research partners who were actively involved in the resgapcess. The study was
guided by the interpretive approach tradition that explores "how people understand
their worlds and how they create and share meanings about their lives" (H. Rubin & I.
Rubin, 1995, p. 34). Furthermore, in order to ensure regipnoth my participants,
| provided each of them with the executive summary of the study's findings. | also
invited them to contact me after the interview if they had any questions about the
study. Since the interviews were conducted, | have been exolgasgiails with four
participants who have contributed additional information about public relations to this
study, helping me to gain a more complete understanding about the practice of public

relations in Latvia.
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Validity

To ensure the validity of mytiedy and help eliminate the subjectivity of a
researcher, | offered my participants the opportunity to read the transcripts of their
interviews, or what Lindlof and Taylor (2002) called "member validation." Member
validation is a process of "taking findspack to the field and determining whether
the participants recognize them as true and accurate" (p. 242).

Because the interviews were conducted in Latvia, the following procedures
were observed to ensure the accuracy of the findings. The quotes tisedinal
report to document the findings of the study were translated from Latvian to English
by me. The participants of the study understood English; therefore, their review of the
guotes provided another form of member validation.

Member validation mvided this study with more detailed accounts of the
experiences and observations of the participants. Several participants completed their
initial descriptions and also added new perspectives to the topics discussed during the
interviews. “Taking finding back to the field” allowed me to continue establishing
trust with the participants and to-cenfirm that their contributions to this study are
essential components to describe the status of public relations in Latvia (Lindlof and
Taylor, 2002, p. 242).

Reflexivity

| am aware that no study can avoid what Ang (1985) called "the traces of the
subjectivity of the researcher” (pp.-12). | grew up in Latvia; therefore, the study
may be influenced by my insider's point of view. Despite my efforts to ensure

member validation, the possibility exists that an outsider could see the same
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phenomena differently. However, | believe that my six years of experience living
abroad allowed me to find a “golden mean” to combine the perspectives of an insider
and an outside

Also, throughout my educational experience | have been immersed in the
Excellence theory of public relations; therefore, | believe that thenayo
symmetrical model of public relations is the most ethical and effective way to
practice public relatian However, | recognize the contributions that other

approaches to communication have added to the discussion about public relations.
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CHAPTER IV
RESULTS

This chapter of the thesis discusses the results that were obtained from the
interviews with the teparticipants and provides answers to the four research
guestions proposed in the conceptualizatioapterof the thesis. The findings are
divided into nine main sections. The first six sections review the use of public
relations models. The four modelgapress agentry, public information, tway
asymmetrical, and twavay symmetrical (J. Grunig & Hunt, 1986). The analysis of
the models is based on the four dimensions of public relations (L. Grunig, J. Grunig,
& Dozier, 2002). These dimensions includgrametrical versus symmetrical
communication; ongvay versus twavay communication, mediated versus
interpersonal communication, and ethics of public relations. The first four sections
review each of the four dimensions of public relations. The fifth@ediscusses the
models that the participants practiced in Latvia. The sixth section analyzes the
reasons some models are used more frequently than others.

The seventh section of this chapter of the thesis reviews if and in what ways
communist propagandwas influenced the practice of contemporary public relations
in Latvia. The eighth section assesses if and how public relations has helped the
society transform from totalitarianism to democracy and from a planned market
economy to a free market economwelninth section supplements the answers to the
research questions by identifying several characteristics that the participants believed

completed the description of public relations in Latvia.
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Dimension of Symmetrical Versus Asymmetrical Communication

The first subresearch question asked how, if at all, the dimension of
asymmetrical versus symmetrical communication described the practice of public
relations in Latvia. The interviews with the ten participants revealed that most of
them engaged in asymmietdl communication with their publics. Seven of the
participants—A, B, C, D, E, F, and-J3-described communication activities that were
only asymmetrical. Participants @&, and | used both asymmetrical and symmetrical
forms of communication, but symmetrgminated.

The three participantsG, H, and +—who employed symmetrical
communication with their audiences were affiliated with pubéictor organizations,
e.g., state agencies or regional municipalities, whereas the rest of the participants
practiced pubt relations for business organizations. Participants affiliated with
public sector organizationrsG, H, and +-described such communication goals as
exchange of information between the organization and its publics, facilitation of
dialogue between the orgaation and its publics, cooperation among various parties,
and education. Participants affiliated with business organizations or public relations
agencies that represented business organizatidn8, C, D, E, F, and4-proposed
such communication goals pablicity, marketing, image building, reputation
management, shaping of public opinions, and lobbying.

In the following paragraphs asymmetrical and symmetrical communication
activities are described. Each type of communication is analyzed accordmngeo t
aspects—first, public relations goals; second, plampiof public relations programs;

and, third, research for public relations programs.
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Asymmetrical Communication

Public relations goals. Eight out of the ten participartsA, B, C, D, E, F, |,
and 3—engaged in asymmetrical communication with their publics. First, the most
frequently discussed asymmetrical communication goals incloat#ttity and
promotional aspects of communication. Participants A, B, C, D, E, and J believed
that the goal of theiryblic relations programs was exposure or publicity. Participants
B, D, E, F, |, and J discussed imageaking and reputation management. Participants
D, E, F, and | believed that the goal of public relations was to assist with marketing
promotion. Participats B, C, and E revealed that another objective of public relations
activities is sponsorship. Participant C acknowledged that the promotional
communication activities served only the interests of the company:

Of course, the main goal is publicity. It isioh easier to coerce people than to

negotiate with them. It is easier to tell your story thsten to what others

have tosay. The most important thing is what the gmiise has to say, not

what thecustomers would want to say.

Second, Participants &d D described their public relations goals as
"shaping public opinion" and "regulat[ing] public opinion." Participants B and D
shaped and regulated public opinion through media articles that were favorable to the
company's stance on the issue. Partidipaoharacterized how public opinion was
regulated and favorable image built:

We try to create an impression that the business flourishes and prospers . ..

that its [company’s] stock rates will increase. We deliver this financial
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information to the invests directly or . . . through the mass media. We

regulate public opinion and create a good image for the company.

Third, Participant A describeativocacy of the interests of a business
enterprise as another public relations goal. Participant A assistehstruction
company to "defend against the attacks from a citizen pressure group.” The
construction company received a permit to build a new building in the courtyard of
other buildings. The design plan of the new building showed that the building would
block the outside view from the windows of other buildings and the owners of the
building would put a fence around the property to prevent the residents of the other
buildings from crossing the territory that had been available to the residents in the
past The residents of the old buildings formed a pressure group to oppose the
construction plans. The group mailed letters to the media and hired a lawyer to defend
the group's interests. After the first initiatives of the citizen pressure group the
construdion company hired Participant A's public relations agency to coattserk
the pressure group through the media in order to proceed with the company's
construction plans. Participant A believed that companies have more resources than
civic society groupstherefore, the civic society groups have little chance to "win"
against the business enterprises.

Fourth, Participants C, G, and | suggested that one of the main public relations
goals was tenform society about the organization and its products. Information
programs were directed toward external publics and did not involve any feedback
from these publics. The three participants used the mass media to perform the

function of informing.
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Participants B, E, I, and J discuss$elobying as another essentigbal of their
public relations programs. Participant | described how the mayors of towns in one
region of Latvia formed a coalition to influence national legislation to pass laws that
would benefit the development of the region. Participant | said: "Trheséings . . .
help to raise regional issues to the national agenda. Latvia is small and regions here
are small. It is important to be aware that the coalition of municipalities can do much
more than an individual municipality alone." Participants B aaskisted the same
industry companies to form an association to lobby on national legislation.

Participants A and C believed that public relations practitioners would like to
engage in equally reciprocal communication with organizational publics, but
symmaery was not possible because the senior management of the organizations
wanted to achieve immediate, shtatm goals such as publicity and exposure.
Participant F predicted that companies would propose more advanced public relations
goals than publicityféer the companies find their niche in the market and their
financial turnovers increase.

Planning of public relations programs. Interviews with participants A, B, C,
D, E, F, G, and J revealed that the process of planning public relations programs was
asymmetrical. Only the needs and goals of the company were considered. Participant
D described the procedure of planning of public relations programs for one of the
clients of Participant D's public relations agency. Participant D's description
correspondedtb what the other participants characterized. First, the needs and goals
of the company were identified. Second, communication channels through which the

publics could be reached were determined. Third, special pelditons activities to
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usethese chianels were discussed. The fourth step was the implementation of these
activities. Fifth, the effects of those activities were monitored through media content
analysis.

Participant G, who worked for a state agency, revealed that if the agency
suspected it the public might oppose the agency's decision, an@aftis
management program was planned. Participant G described a situation in which the
agency's decision was announced to the media a few minutes before the last new
program of the day in order emsure that the reporters did not have an opportunity to
discuss the decision with outside experts who might have opposed the agency's
decision.

Public relations research. Interviews with participants B, C, D, E, F, and J
revealed that research goaldloé organizations were asymmetrical. The purpose of
the research programs was to learn what needs to be communicated to change an
opinion, promote and sell products, and publicize an organization. Participant D
described:

You need to know how to work wityour target audiences. If the research

indicates that you do not know, you need to change something. The target

audiences are set in their ways. You have to ghessght buttons to get the
necessary feedback from them.
Participants C, F, and J sugtgesthat the main purpose of public relations research
was to learn what messages were acceptable to the publics. Participant F found that
research "guides what direction the company needs to take to reach its promotional

and reputation goals."
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Symmetrical Communication

Public relations goals. Only three participants-G, H, and +engaged in
symmetrical communication with the publics of their organizations. Each
symmetrical communication activity is described below.

First, Participants G and H believedtthize goal of the public relations
practitioner was t@rovide the management of the organization with the information
of how organizational decisions may affect the public. Participant G described:

The public relations practitioner serves as a catétgstfacilitates simmering

in the organization. He [or shsays, "Stop! We cannot do ithis decision

will be difficult to explain to the public!" He [or sheleeds to modify and

transformunacceptable organizational decisions.

The second symmetrical pidrelations goal was torganize public
hearings, seminars, and discussions about the organizational decisions that affected
the publics of the organization. Representatives from labor unions, economic and
professional associations, other government @gennorgovernmental
organizations, and the media were encouraged to attend these events and express their
concerns.

Third, participants H anddommunicated with their internal publics such as
employees. They organized seminarsxplain the role of gblic relations and how
public relations can contribute to the overall mission of the organization. Participant
H encouraged the employees, especially those from the Department of Client Services
and regional branches of the agency, to suggest what aspeatd be improved to

communicate with the organizational publics better. Participant H also worked on
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developing an effective communication system within the organization. Participant I,
who worked for a town's municipality, believed that the role ofipublations inside
the organization was to initiate changes in organizational culture. Participant |
described this role as follows:

We [public relations practitioners] helped teange the internal culture and

administration of the municipality. In theast everthing was focused on the

local bureaucracy. If residents needed to do somethirige town council
building, they had to wander from one office to another aad until the

clerks came backom whatever personal things they were doiNgw we

have a sacalled "onestation agency." Inquiries from residents arecpted

throughout the day. Thdyesidents] can call us or come here . . . and all of

their inquiries are answeredate place.

Fourth, Participant G, who worked for a state's regofagency, initiated the
exchange of information between the agency and the industry experts. Participant G
believed that the role of public relations practitioners was to provide the experts with
accurate and reasoned information about the agency'soteciBiarticipant G also
organized consultative meetings with the outside experts before the agency's
management made the final decisions that affected the public.

Fifth, participants G and Honitor the organization's Website to learn what
issues wer e important to the publics. Participant H hosted and managed a discussion
forum for the Website's visitors. Both participants answered or found an expert to

answer inquiries from individual members of the organization's publics.
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Planning of public relations programsAlthough participants G, H, and | also
identified the needs and goals of their organizations and included them in the public
relations plan, the process of planning symmetrical public relations programs
involved parties within and outside the orgation. Participant G integrated the
suggestions of outside experts from the industry and concerns voiced during the
public hearings in the organization's communication plan. Participants H and |
consulted other departments in the organization to inch&legoals in the
communication plan.

In addition to the involvement of various parties, the role of research and the
involvement of the senior management in the planning of public relations programs
were more prominent in participants G, H, and I's migions than in the
organizations that practiced asymmetrical public relations. Participants H and |
communicated directly with the senior management to explain the public relations
plan and harmonized the public relations plan with the general midsioa o
organization.

Public relations research. Participants H and | believed that the goal of
research was to learn what the organization should improve in its interaction and
communication with the publics. Participant H conducted qualitative intervigivs
the representatives of the publics to find out how the organization could improve its
client services. Participant | surveyed the residents of the town to discover what
aspects of the municipality's operations the publics lacked information about and
which aspects were misunderstood. Future public relations programs were developed

to improve the areas of concern to the publics.
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Dimension of One-Way Versus Two-Way Communication

The second sulesearch question asked how, if at all, the dimension of one
way versus tweway communication described the practice of public relations in
Latvia. The interviews with the ten participants revealed that all of them engaged in
both oneway and tweway communication. Participants F, G, H, and | employed
two-way commuication more often than other participants. Three of the four
participants—G, H, and +were affiliated with publiesector organizations such as
state agencies and local municipalities. Participant F worked for a public relations
agency and most of the alits were corporations.

In the following sections of thishapterof the thesis, aspects that
distinguished between otveay and tweway communication are discussed. The first
section describes the role of public relations research. The second sectios theie
oneway and tweway public relations activities that the participants employed to
communicate with the organization’s publics.

Role of Public Relations Research
The element that best distinguished betweenveeneand tweway

communication programsas the presence of research activities, i.e., how willing the

organization was to listen to its publics and to integrate the concerns of its publics in

its overall communication initiatives. All ten participants engaged in some form of
research. The goatd research and methods used are described below.

Goals of public relations research. The interviews with the participants
identified two goals of public relations research. First, the research goal of eight

participants—A, B, C, D, E, F, G, andJwasasymmetrical. The participants
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believed that they conducted research to learn what the organization’s reputation and
image were among its publics and in the media. The research helped to identify what
the publics expected to hear from the organization. Thenargtion's public relations
programs were designed to appeal to the public’s expectations to achieve the
communication goals of the organization.

Second, participants H and | believed that the goal of public relations research
was to learn about ways tmprove communication between the organization and its
publics. The needs of the publics were incorporated in the organization’s
communication programs. The research goals proposed by these two participants
weresymmetrical.

Research methods. The participints employed several research methods to
conduct public relations research. Each of these methods is described below.

First, media content analysis was the most often used method. Nine
participants—A, B, C, D, E, F, G, I, and-monitored the media to leaif and in
what context the organization was mentioned in the media. The second most
frequently used research method wastemtitative survey. Seven participartsA,

B, C, D, F, G, and4-employed this method. Data collection occurred through
written questionnaires, telephone surveys, and feetace inquires with
representatives of the organization's publics. Third, participants A, B, C, D, and J
conductednformal interviews with journalists to learn their opinion about the
organization. Fourth, thrgearticipants—B, E, and H—conductedn-depth interviews
with the representatives of organization’s publics. Fifth, participants B and D

interviewed opinion leaders such as leading representatives of political parties and
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economic interest groups to leareithopinions about the organization, the industry,
and the future of the industry. Sixth, participants B and F orgafozasigroup
discussions with the representatives of the organization’s publics to understand their
perceptions of the organization.

Paticipants A, B, C, D, E, F, and J, who represented public relations agencies,
acknowledged thahostof the organizations they worked with did not want to
conduct research. Participant C explained that "research is an exception, not a law."
The interviewgevealed two reasons for the lack of public relations research. First,
the senior management of the organization believed that the organization could not
afford to invest in research. Second, the senior management of the organization
believed that resedrds not necessary to achieve the goals of publicity.

Most of the participants-A, B, C, D, G, and-3-believed that they lacked
experience to conduct research; therefore, thespoutced the work to professional
research firms. The professional firms weaegjtiently hired to conduct quantitative
surveys. Participants E, F, H, and | conducted public relations research by
themselves. Five participartéA, B, C, D, and 3-combined the research results
obtained by professional research firms and themselves.

Public Relations Activities

All participants engaged in both emg&y and tweway communication.

Specific activities for both forms of communication are discussed in the last
paragraphs of this section.

One-way communication activities. First, eight participast-A, B, C, D, E, F,

I, and 3~worked onpublicizing the organization and creating a positive image for
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the organization. The public relations practitioners wrote press releases; pitched
stories to the media; and organized press conferences, media breakfhsther
special events such as annual awards ceremonies and anniversaries. Other tasks
related with publicity and imageaking included sponsorship of cultural and sports
programs; media training of the company’s senior management; and the development
of the organization’s slogans, logos, and other promotional items.

Second, participants C, E, G, H, and | conduatéal mational campaigns
about their organizations. Informational campaigns included activities such as
informational pages written by tlegganization’s public relations practitioners in
industry and special interest publications; radio and television programs produced by
public relations practitioners for the public radio station and television channel,
brochures, newsletters, pamphlets ather materials about the organization and its
activities; and presentations about the organization for the governmental officials,
legislators, and state agencies.

Two-way communication activities. First, the most frequently practiced two
way communiation activity wascoalition building with other organizations or
constituencies. Participants B and J helped the same industry organizations to form an
association and lobby the industry’s interests on national legislation. Participant E
helped several megovernmental organizations to build a coalition and lobby on
national legislation to pass a law that facilitated the development of the non
governmental organization sector in Latvia. Participant | worked on building a
coalition of mayors from one region Latvia to lobby on national legislation to pass

a law that contributed to the economic and cultural development of this region. When
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Participant G’s state agency tried to implement a more transparent process of
reporting about financial records of paite businesses, an economic interest group
that opposed the agency’s position attacked the state agency through one newspaper
that was affiliated with this economic interest group. Participant G sought support
from entrepreneurial associations and oth&teshgencies to explain its stance and
demonstrate why the new process of reporting about the company’s financial records
would contribute to the state’s budget and the economic development of the country.

Second, the interviews with participants A, BB ,G, and H revealed that
the maintenance of good relationships between the organization and its publics was
another tweway communication activity performed by the participants. Participants
organized special dinners for the biggest customers and irsvéstearn what they
expected from the organization, responded to individual inquiries from the
organization’s publics and the media, and initiated personal meetings with the
representatives of the organization’s publics and the media.

Third, participantss, H, and | conducteidsues management for their
organizations. The participants identified potential problems and brought them to the
attention of the management. The issues were identified through research and direct
communication with representativefstioe publics. The problem identification
methods included surveys, interviews, public hearings, seminars, and workshops. The
participants advised the management on the ways to solve the problems and improve
communication with the publics.

Fourth, partigpants G and Hesponded to direct face-to-face, telephone, and

online inquiries from the members of the organization’s publicslf the participants
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were not able to provide an answer to the inquiries, they found an expert in the
organization who was knowdgeable about the issue.

Fifth, participants H anddommunicated with the internal publics of the
organization. Both participants organized seminars to explain the role of public
relations and what contributions the function provides to the organizahen.
employees were encouraged to ask questions and provide suggestions about ways to
improve internal and external communication programs of the organization.

Sixth, Participant Aadvocated the interests of a business enterprise against
the attacks from &itizen interest group.” The participant researched the media to
learn about the arguments of the “citizen interest group” and then ceugtesd by
employing the media as a channel to deliver the company’s message.

Dimension of Mediated Versus Inter personal Communication

The third subresearch question asked how, if at all, the dimension of
mediated versus interpersonal communication described the practice of public
relations in Latvia. The interviews revealed that all ten participants employed the
mass media to communicate with their publics. However, nine of the ten participants
also described public relations activities that involved interpersonal communication
with the organization’s publics. Each type of communication is discussed separately
in the next paragraphs.

Mediated Communication

Five of the participants-A, C, E, F, and+-believed that media relations was

the dominant public relations activity in Latvia. First, the possible cause for the

dominance of media relations and the effects of medidions on the field of public
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relations is explained. Second, the description of mediated communication concludes
with specific activities of media relations revealed by the participants during the
interviews.

The influence of former journalists on the field of public relations. Participants
C, D, E, F, G, H, and | believed that the significance of media relations had resulted
from the former educational and professional backgrounds of the current public
relations practitioners. Most of the practitiom@rere former journalists who became
public relations practitioners when the field started to develop in Latvia in the mid
1990s. Also, six of the ten participant8, D, E, H, I, andJ3-who were interviewed
for this study were former journalists.

Participants C, E, F, G, and | believed that the public relations practitioners
who had been journalists in the past had good personal contacts with their former
colleagues in media organizations; therefore, these practitioners could provide their
organizations wh wide exposure and publicity in the media. Participant E described
the early stages of public relations in Latvia as follows: “If you were a former
journalist, you called your buddies and you got publicity . . . and your client was
happy.”

Participants CE, F, and | suggested that the influence of former journalists
hindered the development of the field of public relations in Latvia. First, participants
C, F, and | found that the concentration on media relations limited the function of
public relations tanly one activity, i.e., communication with the media. Second,
participants F and | suggested that the first practitioners’ lack of knowledge about the

field positioned public relations as a secretarial task with a goal, as Participant F said,
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“to get sonething about the organization published in the paper.” The management of
the organization did not view public relations as a management function and,
therefore, public relations practitioners did not have any influence and decision
making power within therganization. Participant | explained:

They [former journalists] assign only one function to public relations. This

public relations practitioner is a press secretary. This person only performs the

function of informing. He [or she] does not take partecidion making,

event organization, planning of public relations programs, and diagnosing of

potential problems. This limited role of public relations does not help the

organization and does not facilitate the development of the field in general.

This is tie reason why nobody values public relations in the organization. The

practitioner sits at some distant corner, sends out press releases and, gets paid

like an office clerk. Only a professional can be valued and facilitate the
development of the field.
Third, Participant | was concerned that the lack of understanding about the field and
concentration on media relations will continue in the future because most of the
public relations faculty at Latvian universities and colleges were former journalists
who krew only about this single aspect of public relations.

In the next few paragraphs the goal and activities of mediated communication
is described. The specific activities are listed in the order of frequency of mention of
activities during the interviews i the participants.

Goals and activities of mediated communication. One half of the

participants—A, D, E, I, and 3—found that media were one of the most essential
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publics of their organizations. Five of the participan, D, E, G, H, and+

believed thathe media were a secondary public through which the organization
reached its other publics. Participant G described the mass media as instruments that
delivered information about the organization’s decisions to the public. Participants D,
E, and | found tht the media could be betprimary and secondarypublics.

Nine participants-A, B, C, D, E, G, H, |, and3believed the goals of media
relations activities were good publicity and image for the organization. The
participants engaged in several activitesathieve these goals. First, the nine
participants organizespecial events such as press conferences, media breakfasts, and
educational meetings to explain the role and mission of their organizations to
journalists. Second, six participantd\, B, E, F, G and 3~monitored the media and
conducted content analysisto learn what the media report about their organizations.
Third, five participants-A, B, D, I, and 3—conductednformal interviews with
journaliststo find out the opinions and attitudes of therfalists about the
organizations. Fourth, participants A, D, H, and | engagadktha training of the
members of the organization’s senior management. Fifth, participants D, G, H, and J
wrote press releases and other informative materials about the orgamation to
distribute to the media. Sixth, three participan@, H, and +believed that one of
their main activities was to respond to media inquiries or find an expert to respond to
the inquiries. Seventh, Participardrbanized educational meetings for reporters of
theregional mediato explain the role of public relations when the field started to

develop in Latvia in the mid990s.
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Other forms of mediated communication described by the participants
included advertisements, direct mail letters, infororat! brochures, Websites, and e
newsletters. Participants A, D, and J believed that guier tisements in the media
was another way to publicize the organization and communicate with the
organization's publics. Participants D, G, H, and J dieett mail letters and
disseminatedbrochures to deliver their messages to the publics. Participants G and H,
who worked for publiesector organizations, posted new information about the
organizations on the organizationsbsites. Participant H enailed a monthlynline
newsletter to those people who signed up for the state agenayaidist.

In addition to mediated communication, participants also described activities
that involved interpersonal communication with the organizational publics. The next
paragraph of this section discuss each interpersonal communication activity. The
activities are listed in the order of frequency of mention of activities during the
interviews.

Inter personal Communication

Nine participants-B, C, D, E, F, G, H, |, andJrevealedhat they engaged
in interpersonal communication with their internal and external publics. First, the
most frequently discussed activity wamlition building with other organizations to
resolve mutual problems. Participants B and J organized workshadpe feame
industry companies in order to develop lobbying programs to influence the
governmental policies about the industry. Participants E, G, and H, who represented
public-sector organizations, prepared and held seminars and public hearings to

discusghe decisions of their organizations and the effects of those decisions on their
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publics. The publics included representatives of professional associations,
professional economic associations, labor unions, other public sector organizations,
and industryexperts. Participant | organized meetings of regional mayors to discuss
the further economic development of the region and to lobby regional interests on
national legislation. Participant J assisted companies from the same industry to found
a nongovernmetal organization to lobby on legislation.

Second, participants B, C, E, F, and H engagedsaarch activities that
involved interpersonal communication with representatives of the organizational
publics. The goal of the research was to improve commtummcaith the publics.

The research activities included interviews, informal conversations, and focus group
discussions with the representatives of the organization's publics.

Third, participants F, G, H, and | hgbdrsonal meetings with the senior
managements of their companies and their client companies to explain and discuss the
goals and programs for their public relations efforts. These four participants
emphasized the importance of feedback from the senior management about the public
relations progems and goals.

Fourth, three participantsB, H, and +—organizedspecial events for the
internal publics of the organization. Participants H and | organized educational
seminars for employees to explain the role of public relations and the need for
effective internal communication systems in the organizations. During the seminars
the employees were encouraged to ask questions and provide suggestions about ways
to improve their internal and external communication programs. Participant B

organized seaalled ‘corporate entertainment events” for employees. These events
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included sports games, anniversaries, awards, and other celebrations. Participant B
believed that corporate entertainment provided employees with an opportunity to
meet each other and the seni@magement of the company.

Fifth, participants D and | organizegecial events for external publics such
as customers, residents of the town, and entrepreneurs of the region. The client of
Participant D’s public relations agency invited the biggest custebto dinner
receptions. Participant I, who worked for a municipality of one town, organized
annual awards ceremonies for the residents of the town. The goal of the ceremonies
was to honor residents who had contributed to the economic and culturaldeseto
of the town during the year. The same participant also organizé&shtifepreneur
Days to facilitate the prosperous environment for stgrtbusinesses in the town. The
Entrepreneur Daysincluded events such as lectures, workshops, and dinners for
atendees to network.

Sixth, participants G and ebmmunicated with the organization’s publics
through the Websites of their organizations. Both participants answered the online
inquiries of their customers or found experts within the organizations teeatissv
guestions. Participant H also hosted and monitored an online discussion forum on the
organization’s Website.

Seventh, participants G anérigaged public relations students from local
universities and colleges in the research activities of their organizations. Both
participants believed that the engagement of the students was a mutually reciprocal
activity. The participants believed that they contributed to the education of the future

public relations practitioners, whereas the students provideatghaizations with
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their knowledge and assisted with the research activities. Eighth, Participant G, who
worked for a state agency, organizeldcational seminars for the representative of
the government, parliament, local municipalities, and other psbttor institutions
to explain the activities, decisions, and plans of the state agency.
Dimension of Ethics

The fourth sulresearch question asked how, if at all, the dimension of ethics
described the practice of public relations in Latvia. Intervieitis gight
participants—A, B, C, E, F, H, |, and-J-revealed several ethical concerns that
hindered the development of the field of public relations in Latvia. Only two of the
participants—D and G—did not see any major problems of an ethical nature. The
ethical concerns included, first, unethical behavior of the mass media; second,
unethical usage of negovernmental organizations in order to achieve business goals;
and third, lack of discussion about the ethics of public relations practitioners.
Unethical Behavior of Mass Media

The first concern of participants was the unethical behavior of the mass media
in Latvia. Patrticipants A, B, C, E, F, and H revealed three types of unethical media
activities. First, the media accepted money from public relationsegesnd
organizations to write and publish articles as news stories although these
organizations or the clients of the public relations agencies paid for these articles.
Second, media organizations represented concealed political and economic
inclinationsthat corresponded with the interests of political and economic groups.
Third, the same people owned public relations agencies and mass media

organizations.
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Pre-paid “ newsreports.” Participant A believed that public relations agencies
secretly paid newmpers, especially Russian newspapers, to gain publicity for their
clients. Also, Participant E observed that political parties paid media organizations to
get them to publish or air general interest interviews with the political candidates of
the partiesThe media organizations did not indicate that the political parties paid for
the interviews.

Participant H found that certain publications engaged in the blackmailing of
businesses. A publication started negative reporting about the enterprise i order t
force the enterprise to invest in advertising with the publication. As soon as the
enterprise bought advertisements, negative reporting about the enterprise stopped.

Political and economic aspirations of the media. Participants B, E, and H
agreed that@ame media organizations concealed their close connections with political
and economic interest groups. Participant B said:

You need to know who the owners of the media organizations are . . . what

their political aspirations are and what their economicioms are. It is not

enough that you have good information and that information is interesting to
the readers or viewers. It often does not matter. There are media companies
that disseminate only the opinions of their owners.
Participants B and H also sérved that media organizations that represented political
and economic interest groups often reported information that was not based on facts
in order to discredit those parties that disagreed with the stance of the political or
economic interest groupBarticipant H labeled the connection between the media

and the political and economic interest groups as “black PR.”
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Conflicting ownership of public relations agencies and media organizations.
Participants C, F, and H indicated that one of the main é¢ttocaerns was unfair
market conditions for public relations agencies. The participants described a situation
where the same person owned a public relations agency and a media organization.
Participant C characterized this situation as a “conflict ofestewhere the clients
of the agency that was owned by the same person as the media organization had much
broader representation in this media than did any other organization. Although the
three participants found this situation a significant breach afseith both fields—
public relations and journalismnone of them believed that anything could be done
to change the situation. Participant F posited that as long as there was no law that
made this conflicting ownership illegal, the problem could not beedoRarticipant
H found that in Latvia everybody knows each other. Therefore, an open discussion
about the situation would destroy the “good relationship” with the unethical media
organization as Participant H explained: “Everybody knows it is not okyéut
[public relations practitioners] also know that is where publicity and money for us
comes from. Nobody wants to damage the relationship. Latvia is too small.”

However, Participant E viewed the small size of Latvia as a positive element
that could rais¢he standards of ethics in public relations. Participant E said: “I never
engage in unethical transactions with the media. You can pay once, but then? We live
in the same pond of frogs. We know each other. If you do it once, you can forget
about your goodeputation.” Participants A, C, and H believed that the media also

were becoming more educated and responsible than they had been in the past. These
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three participants credited Latvia’s biggest daily newspaper as a positive example of
high ethical standds and strict distinction between advertising and news reports.
Inter-Related Interests of Businesses and Non-Gover nmental Organizations

The second ethical concern of the participants involved-ietated interests
of businesses and ngovernmental orgazations. Participants C, E, and F discussed
the nongovernmental organizations that were financed by private companies to lobby
the business interests of those companies. Participants C and E identified the
pharmaceutical industry as one of the main stdes that funded negovernmental
organizations to represent their interests in the media and through communication
with the government. A law forbids pharmaceutical companies from advertising their
products in the media; therefore, these companies ggit publicity and awareness
about their products through health interest groups that promote the drugs
manufactured by the pharmaceutical companies.
Lack of Discussion about Ethics among Public Relations Practitioners

The third aspect that participarassociated with the ethics of public relations
was the lack of discussion about this issue among public relations practitioners.
Participants C, E, H, and | believed that professional associations of public relations
professionals nedd initiate the disussion. These four participants admitted that
although two professional associatibase established in Latvia, the issue of the

ethics of public relations has not been raised.

! The membership of one associatiethe Latvian Association of Public Relations Professienals
consists of individual public relations practitioners, whereas the membership of the other asseciation
the Association oELatvian Public Relations Companiegncludes public relations agencies.
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Participant E believed that lack of discussion resulted from the lowdével
professionalism among public relations practitioners and the severe competition for
clients among public relations agencies in Latvia. Participant H, who had participated
in a few first activities of one of the associations, was discouraged after the
paticipant learned that the association did not follow its own statutes:

The statutes contained a principle that every member of the association must

have experience in public relations. | noticed that some of the members did

not have any experience. | faliit wrong. If there is such a principle then the

association should be observing it, but it was not doing so. This is the reason
that | decided not to get involved with the association.

Participant | suggested that the associations did not discusstisaue®re essential

for the development of the field:

| have observed the work of both associations and | have to say that they do

nothing. They just want to show effhey, here | am . . . | am the president of

a public relations association. They need tmitor whether or not public

relations is practiced ethically and educate public relations practitioners about

the role of public relations, but . . . . The most recent activity of the
associations that | have heard of is an annual awards ceremony. rieatitmasu

the award went to somebody who implemented an interesting public relations

campaign, but should it be a priority? Wouldn't educational activities and the

development of the field be more important?

Participant H believed that discussion about the&es of communication was

only raised before political elections, mostly in regards to political advertising. These
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initiatives did not come from public relations practitioners, but from the non
governmental organizatiddelna that facilitated the developent of democratic

society through transparent exchange of information between the government and the
society, and prevention of corruption in Latvia (Delna, n.d.).

According to Participant I, professional public relations associations should
also increas the status of the field among the practitioners and students of public
relations. Participant | believed that many public relations practiti@metstudents
viewed the field ainherently unethical:

The biggest problem is that many public relationgtgraners and students

consider that public relations is basically unethical. This notion helps them to

justify their unethical behaviermanipulation of information, the disclosure

of positive aspects only. The public relations practitioners of some

govenmental organizations even block journalists’ access to their
organization to ensure that nobody understands what happens within the
organization.

Models and Dimensions of Public Relations

The first research question asked what, if any, model or modpigb€
relations were practiced in Latvia. The study revealed that public relations
practitioners in Latvia used all four models of public relatiepsess agentry, public
information, tweway asymmetrical, and twaway symmetrical. The publicity and
publicinformation models dominated. The tw@y asymmetrical model of public

relations was also employed, but the participants did not usediisl so often as
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the first twvomodels. The participants practiced the tway symmetrical model the
least. Each athe participants practiced more than one model.

This section of the thesis reviews how the four dimensions of public relations
related to the models of public relations. The reasons that the participants chose one
model over another are discussed in t&et section.

Asymmetry Versus Symmetry

The interviews with the participants demonstrated that asymmetrical
communication dominated over symmetrical communication. All ten participants
engaged in asymmetrical communication. Three participa@tsH, and +
performed public relations activities that involved symmetrical communication with
the organization's publics, but these three participants also engaged in asymmetrical
communication.

Communication goals. The participants proposed betlasymmetrical and
symmetrical—communication goals. The three mode|zress agentry, public
information, and twevay asymmetricai-that permitted asymmetrical
communication with the organization’s publics are discussed first. The analysis of
symmetrical communication activitiesliows.

First, communication goals such as publicity and efforts to influence the
public opinion by pitching stories to the media showed that the press agentry model
was employed. Eight participartA, B, C, D, E, F, |, and-J3-proposed publicity as
the conmunication goal of their organization and two participarBsand D—
suggested that “shaping public opinion” was the goal of their communication

programs. Second, the communication goal of informing the public about the
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organization corresponded with thebpa information model. Participants C, G, and |
believed that information campaigns were an essential part of the organization’s
communication efforts. Third, the tweay asymmetrical model was practiced when
participants tried to achieve the goals of tinganization without considering the
expectations of the organization’s publics. For example, Participant A advocated the
interests of a business enterprise against the activist group’s objections to a new
construction site. The role of the pubic relatigumactitioner was to monitor the media

and the group to countattack the activities of this group. Participant J formed
coalitions among the same industry organizations to lobby the interests of the industry
on national legislation.

Fourth, three padipants—G, H, and +-proposed communication goals that
demonstrated the use of the tway symmetrical model. The symmetrical activities
included organizing public hearings and discussions to learn the ways the
organization’s decisions affected its publicemmunicating the needs of publics to
management; encouraging an information exchange among the organization’s
publics; monitoring the organization’s Website to learn about the issues that were
important to the publics; and initiating communication betwthe organization and
the thirdparty industry experts.

Planning of public relations programs. In addition to the communication
goals of the organization, the planning process of public relations programs suggested
conclusions about the practitionecisoice of the models of public relations. If
planning involved only the interests of the organization, thevway asymmetrical

model was employed. Eight participantd, B, C, D, E, F, G, and J—described a
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similar process gblanning publiaelations progems. First, the goals and needs of
the organization were determined. Second, communication channels to reach the
organization’s goals were identified. Thigpecific activities to us#hnese channels
were planned. Fourth, the proposed activities were mmgiged. Sixth, the media
were monitored to learn about the success of the program.

The planning process of symmetrical public relations programs differed from
the planning process of asymmetrical communication programs. The interviews with
participants Hand | revealed that the development of symmetrical communication
programs involved exchange of information among multiple parties within and
outside the organization, the presence of research activities, and the involvement of
senior management in the deymment of communication activities. Research was
conducted to learn about the aspects that the organization needed to improve in
communication with the organization’s publics. Participant H, who represented a state
agency, interviewed the agency’s clietddearn about the ways to improve
communication between the clients and the agency’s Client Services representatives.
Participant I, who worketbr the town’smunicipality, conducted quantitative surveys
to explore what aspects of the municipality’s @pens the residents of the town
were not familiar with.

One-Way Versus Two-Way Communication

All ten participants engaged in both eway and tweway communication
with their publics. Four participantsF, G, H, and+preferred tweway
communication oveoneway communication although these participants also

employed onavay communication.
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The first type ofbne-way communication activities included publicizing the
organization and creating a positive image for the organization. These activities
correspaded with the press agentry model of public relations. Eight participants
B, C, D, E, F, I, and-J-practiced the press agentry model.

The second type of ongay communication included informational
campaigns about the organization. Participants G, ¢H,Jasonducted informational
campaigns. The activities of these three participants were consistent with the
characterization of the public information model of public relations.

The presence of research activities led to the conclusion that the models
involving two-way communication were practiced. The participants, who believed
that the goal of research was to identify the expectations of the publics designed
communication programs to appeal to these expectations, and employed-taytwo
asymmetrical moel of public relations. The participants who tried to learn about the
ways to improve communication between the organization and its publics, practiced
the twoway symmetrical model of public relations.

Communication activities such as coalition buildwigh other organizations
or constituencies, maintenance of good relationships between the organization and its
publics, issues management, responding to irepufrom the organization's publics,
and exchange of information among the members of inteufdicg demonstrated
the twodirectional nature of communication. The goals of the specific public
relations program determined if communication activities were asymmetrical or
symmetrical. For example, an organization that built coalitions with other

organzations to lobby their interests on national legislation employed thevawyo
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asymmetrical model of public relations. If the organization built coalitions with other
organizations to understand the diverse aspects of the problem and then incorporated
theinterests of all parties in the solution to the problem, theviag symmetrical
model was practiced. For example, Participant G, whose state agency had to make a
decision about a rate increase for services that affected a large part of the population,
invited outside industry experts, representatives from professional associations,
officials from other agencies, and reporters to a public hearing to discuss the rate
increase. After the hearing Participant G tried to integrate the interests of all parties in
the final decision.
Mediated Versus Interpersonal Communication

All participants employed mediated forms of communication to deliver their
messages to the organization's publics. Half of the participaitE, E, F, and-+
suggested that communicatiomabgh the media was the dominant public relations
activity in Latvia. Communication through the media was conducted, first, to achieve
publicity and a good image for the organization, and, second, to inform the publics
about the organization. In additiom ¢communication through the media, the
participants used other forms of mediated communication such as advertisements,
direct mail letters, brochures, and Websites to reach the publicity and informational
goals of the organization. The first type of geafsublicity and imagenaking—
corresponded with the press agentry model of public relations; whereas, the
informational goals of the organization were characteristic of the public information

model.
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Nine participants-B, C, D, E, F, G, H, |, andJengaged innterpersonal
communication with the organization's publics to explain the decisions of the
organization. Interpersonal communication was employed to build coalitions with
other organizations to resolve mutual problems and lobby on national legislation;
research the needs and expectations of the organization’s publics; communicate with
the organization's senior management; interact with the organization's external and
internal publics; engage public relations students from local universities and colleges
in the research activities of the organization; and organizetdeieee meetings with
the representatives from the government, parliament, local municipalities, and other
public sector organizations. The twlaectional nature of the interpersonal actesti
indicated that twavay models were used. Interpersonal communication activities
were performed to reach both asymmetrical and symmetrical communication goals of
the organization.

Ethics

The interviews with participants revealed several ethical contieahs
hindered the practice of the tweay symmetrical model. First, six of the
participants—A, B, C, E, F, and H-believed thatinethical interaction between
public relations practitioners and media organizations affected the practice of public
relations n Latvia. Public relations agencies secretly paid the media to report “news”
about the organization in order to gain publicity and exposure for their clients.
Participants also found that some media organizations concealed their close affiliation
with political and economic interest groups, and in some cases the same person

owned a public relations agency and a media organization. The participants believe
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that these issues of ethics created unfair market conditions and conflicts of interest.
Although thesessues were a valid concern of an ethical nature, the issues also
demonstrated the publicity and media exposure goals of the participants'
organizations. By trying to achieve the goal of publicity the participants supported the
unethical behavior of the rd& and did not rshift focus from the press agentry
model of public relations to more advanced models of public relations that involved
direct and symmetrical exchange of information between the organization and its
publics.

The second major ethical cara that participants C, E, and F described
involvedinter-related interests of business and non-governmental organizations.
Private businesses, especially pharmaceutical, secretly hiregobremmental
organizations to lobby the business interests adfetltempanies. Because a law
prohibiting advertising of pharmaceutical products was in effect in Latvia, the main
goal of these pharmaceutical companies was to gain publicity and awareness for their
products. The attempts of these companies to publicireptioelucts demonstrated
the use of the press agentry model.

Participants C, E, H, and | revealed that the third major group of ethical
concerns involved kack of discussion about ethics among public relations
practitioners. The low level of professioisah and severe competition for clients
among public relations agencies did not promote the use of the symmetrical model of
public relations. The participants acknowledged that professional associations did not
facilitate educational activities for publielations practitioners and the development

of the field. Furthermore, the status of the field was low among public relations
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practitioners themselves and among students of public relations. Practitioners and
students believed that the field was inhereantlgthical. This perception of the field
might have interfered with the practice of the tway symmetrical model that valued
ethical communication among all parties involved.
Choosing Models of Public Relations

This section of the thesis answers theosdaesearch question, about why the
participants chose one model of public relations over another. The first part of the
section discusses the educational and professional backgrounds of the participants.
The second part analyzes the effects of low psid@sl standards on the choice of
public relations models. The third part proposes ways-shifefocus from publicity
to more advanced models of public relations.
Backgrounds of Public Relations Practitioners

As the previous section of this chaptemaastrated, the press agentry and
public information models dominated among public relations practitioners in Latvia.
The leading influence that might have determined the prevalence of these two models
was theeducational background of the first public redtions practitioners. Only two of
the ten participants-C and +had earned a formal higher degree in public relations.
The rest of the participants were sifight, or learned about public relations through
practical experience.

Second, therofessional background of the participants could have affected
the choice of the models of public relations. Six of the ten partickeBit®, E, H, I,
and 3—were former journalists. These practitioners had the skills to write articles and

engage in ondirectional dssemination of information. As Participant F described it,
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the journalistic experiences of the first public relations practitioners limited public
relations to a secretarial task that involved delivering information from the
organization to unidentified jlics. In addition to their writing skills, the first public
relations practitioners also had connections with their former colleagues in the media.
The combination of the assigned limited function to public relations and connections
with former colleagues the media allowed the practitioners to reach the most
obvious and measurable shtetm goals such as publicity and exposure of the
organization in the media. Six of the ten participas B, C, D, G, and3-
acknowledged that they were not experienicetbnducting researeha significant
element of the twavay asymmetrical and symmetrical models.

Furthermore, interviews with participants A, |, and J revealed that in the
future the influence of publicity on public relations may persist. Although many
universities and colleges in Latvia currently offered formal education in public
relations, the participants acknowledged that these study programs in public relations
had many deficiencies. First, Participant | admitted that many members of the faculty
wereformer journalists who lacked knowledge about the diverse aspects of public
relations. Second, Participant A believed that some of the educators were former
disseminators of propaganda for the Communist Party. Therefore, the participant
suggested that thmublic relations practitioners did not value the current educational
programs in public relations. Third, Participant J found that current public relations

programs did not prepare students for the practical necessities of the profession.
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Lack of Professional Standards

Four participants-C, E, H, and4-related the choice of lesglvanced models
of public relations to low professional standards among practitioners. The participants
believed that professional associations needed to initiate educatioblicfrplations
practitioners. The participants agreed that although two professional associations had
been established in Latvia, their activities were insufficient for the professional
growth of the field. Participant | suggested that, instead of mamgtevhether public
relations was practiced ethically and educating public relations practitioners about the
field, the two associations spent their time organizing annual awards ceremonies to
honor "somebody who has implemented an interesting public redataampaign.”
The same participant also believed that the task of public relations associations was to
change the many misconceptions that the practitioners had about the field. Participant
| suggested that the practitioners and publics relations studentsd public
relations as inherently unethical. This view allowed public relations practitioners to
justify their unethical practice of public relations by "manipulat[ing] information,
disclos[ing] only the positive aspects . . . [and] block[ing] joustsilaccess to [the]
organization to ensure that nobody understands what happens within the
organization."

Participant E found that growth of the field could not occur until the
competition for clients among public relations agencies became less thareite
was now. The participant believed that the competition did not permit open and

honest communication. Participant F also believed that public relations practitioners
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will start practicing advanced models of public relations when businesses find thei
niche in the market and their financial ttowers increase.

The interviews revealed that public relations practitioners expected a third
party professional associations and changes in the environment such as less severe
competition and improved finarat turn-overs to open the discussion about the
development of the field. Participants C, F, and H described a situation that
demonstrated lack of initiative from public relations practitioners themselves to
increase the standards of the profession. Thecgeants discussed a conflict of
interest where the same person owned both a public relations agency and a media
organization. The clients of this person's public relations agency had better access to
the person’s media organization than did other publations representatives.
Although the three participants agreed that this situation was a significant breach of
ethics in the fields of public relations and journalism, the participants felt powerless
to change anything about the situation unless ddavwdding this type of ownership
was passed. Participant F explained that public relations practitioners avoided
discussing the situation because they were concerned that an open confrontation
would damage their "good relationship" with the unethical medyanization. The
communication goal of publicity encouraged the participants to tolerate the rules set
by the unethical media organization.

Away from Publicity to Advanced Forms of Communication
Although the models of publicity and public informatidominated, the

interviews with the ten participants revealed that advanced models of public
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relations—twe way asymmetrical and twaay symmetrical-were also practiced.
The conditions that determined the use of theway models are discussed below.
One-way model s ver sus two-way models. First, the tweway models were
employed when public relations practitioners identifpecific communication
problem. Some examples of the use of the tway models to solve specific problems
included coalition building wit other organizations to defend the interests of the
region or the industry; research activities to improve communication with the
organization's publics; and discussions with the organization's employees and outside
experts. Second, the tweay models opublic relations were practiced when the
participants identified thsgpecific publics with which the organization wished to
engage in communication. For example, public relations practitioners assisted the
organization in building coalitions with other argzations by identifying
organizations with similar problems.
Two-way asymmetrical versus symmetrical models. Communication goals of
the organization and the type of organization determined whiclhviayomodel was
practiced. First, if the organizationéemmunication goals were asymmetrical the
two-way asymmetrical model was employed; if the organization’s communication
goals were symmetrical the tweay symmetrical model was used. The asymmetrical
goals of public relations programs involved learningualoe expectations of the
publics and then designing the organization’s message to appeal to the expectations of
these publics. Participant D explained the asymmetrical communication goals: “You
have to press the right buttons to get the necessary féebacthem

[organization’s publics].” The communication goals of the organizations that employ
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the symmetrical model of public relations included improving communication
between the organization and its publics through open exchange of information.
Partigpant G held public hearings to learn what outside industry experts, officials
from state agencies, and representatives from professional associations and the media
thought about the rate increase for services that affected a large part of the population.
Participant | organized meetinfygg mayors of one region to discuss ways to develop
the region and to incorporate the interests of the region in national legislation.

The process of planning symmetrical communication programs was different
from the waysasymmetrical programs were planned. The development of
symmetrical communication programs involved researching the needs of the
organization’s internal and external publics; integrating the various needs in the
organization’s communication goals; and engggenior management in the
planning process of public relations programs. For example, before Participant H
developed a public relations program for the agency, the participant conducted annual
surveys and interviews with the clients to learn what tieatd expected from the
agency. Participant H integrated the goals of the organization’s other departments in
the organization’s public relations program. This participant was a part of the
organization’s management; therefore, the participant discussedbiic relations
program with other members of the agency’s senior management.

The interviews with participants A, F, G, H, and | demonstrated that the
engagement of senior management was especially important in the practice of
advanced models of publielations. Participants A and C admitted that they have

experienced situations where the organization’s management hindered the practice of
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two-way symmetrical communication. The participants acknowledged that in these
situations public relations practitiers suggested pramhg symmetrical
communicatiorbut that management did not understand the value of research or that
the organization lacked the resources to invest in public relations research.

Second, the interviews also revealed thatype of organization determined
which twoway model of public relations was employed. The communication goals of
the publiesector organizations were more symmetrical than thopawatte sector
organizations. Fote publiesector organizations, communication goaése to
exchange information between the organization and its putdi¢acilitate dialogue
betweenhe organization and its publids, promote cooperation among parties
involvedin the process of communicaticamd to educate the organization’s pudlic
The communication goals of privasector organizations included publicity,
marketing, imagaenaking, reputation management, shaping of public opinion, and
lobbying.

Effects of Communist Propaganda

The third research questiasked how, if at all, formmteeommunist
propaganda had influenced the practice of public relations in Latvia. Seven
participants believed communist propaganda had affected how public relations was
practiced in contemporary Latvia. Two other participants said that they were too
youngto have personally experienced communist propaganda, but they were able to
give examples of how communist propaganda has affected the field of public

relations. The tenth participant said that most of the public relations practitioners
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were too young to kaw anything about communist propaganda and did not discuss
this issue.

The interviews with the participants revealed five effects of communist
propaganda on the field of public relations. These effects included lack of
communicéion and decisiommaking skils, lack of trust between public relatis
practitioners and the mediack ofmedia independencanwillingness to disclose
information,and continued involvement of commuristined propagandists. Each of
these effects is discussed below.

Lack of Communication and Decision-Making Skills

First, communist propaganda has affec¢tedvay people communicate and
make decisions. Participants B, J, and | found the terms “dialogue” and “cooperation”
new concepts for the posbmmunism Latvian society. Partieipt B believed that the
old onedirectional speech patterns such as slogans were still effective means to
deliver a message to different social groups. The need to discuss and rationalize the
message was nonexistent. Criticism was unacceptable:

Society ha lived under propaganda in Latvia. Many people do not understand

what a dialogue is. Everything is black or white for people. We cannot

organize seminars, discussions, and retatdes. We have invited experts,
opinion leaders, and people who are inte# the issues to share opinions;
but a significant part of the society does not understand this approach. In
response, they just roar out their slogans. They are not experienced in
discussing matters. If you want to communicate with them, you alsadave

use very clear, precise, and laudatory slogans.
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Lack of Trust between Public Relations Practitioners and the Media
The second effect of former communist propaganda on contemporary public
relations in Latvia wadistrust between public relations practitioners and the media.
Participant E explained that reporters believed that information prepared by public
relations practitioners was propaganda prepared opinion with a certain goal; the
reportersa priori assume that this goal is negative.” Participatl, and J also
discussed the hostility between public relations practitioners and the media.
Participant C described the situation:
| don’t know what those journalists have against public relations practitioners.
They [journalists] are literally hoséil They do not see that they can also
benefit from us. They just think that we badger them. They need to understand
that our relationship can be mutually beneficial. . . . | am the key that unlocks
the door to information that they are looking for. | amh saying that they
would not be able to find that information in some other ways, but | can help
them. | work according to my best conscience. | do not distort information. |
do not lie. I do not hide anything. We [public relations practitioners] can make
their [journalists] lives much easier.
Participant J described a similar phenomenon:
Journalists lack knowledge about public relations and what they can gain from
it. This lack of knowledge causes suspicion and distrust. One of my
international clients waspening a subsidiary in Latvia. On the day of the
opening two senior members of the company’s management from abroad

visited Latvia. Before their arrival | informed the media that they [the
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company’s representatives from abroad] would be here and would be

available for interviews. None of the media organizations responded. After a

few weeks | received a letter from the editor of a magazine. She asked me to

schedule an interview with the same people in the company's home country.
Participant | mentioned thaot only did journalists distrust public relations
practitioners, but that public relations practitioners also believed that the intentions of
journalists were to report only about the negative aspects of the organization: “We are
like two hostile opposion camps. We do not trust each other. We expect that the
other party will try to manipulate and persuade us about things that do not exist.”
Lack of Media Independence

The third effect of communist propaganda on the work of public relations
practitiones was unethical behavior of the media or what Participant H labeled as
media corruption. Participant C said that many media organizations served as
“megaphones of certain political and economic interest groups.” Participant H, who
worked for a state agenaglescribed a situation in which a certain agency’s policy
decision was widely criticized in one newspaper. The inclination of editorials
corresponded with one political party’s stance opposing the decision of the agency.
The published articles were notthored by individual reporters or a team of
reporters; the articles represented an anonymous editorial opinion of the newspaper.
The articles were not factually accurate. The state agency’s public relations
practitioner contacted the newspaper severalstitog@rovide the publication with
information that was accurateut all efforts by the public relations practitioner were

rejected. None of the articles included comments from the agency. Participant E also
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described a situation in which media organ@adi had unethical connections with
political parties and political interest groups:
Before the last parliamentary election a political party reports that it has spent,
let's say, one million Lats [Latvian currency] on advertising. You monitor
what appears) the media and you discover that the actual value of the
advertising cannot be more than 200,000 Lats. Where is the rest of the
money? You start to analyze and you see that a popular radio program is
hosted by a member of the same political party, areegl interest magazine
interviews this party’s candidate or the same party’s candidate suddenly cooks
porridge in a popular TV cooking show. Commercial [private] TV and radio
channels do not need to reveal their income from advertising, but everybody
knows that they accept money from political parties.
Also, Participant D believed that political public relations was one of the areas that
had been affected the most by traditional communist propaganda. The same
participant believed that the only concerrmpofitical parties in Latvia was to get
elected. In order to achieve their goal, the parties used any means available.
Other elements of media corruption were the tokens and incentives that
reporters accepted from private enterprises and governmenttiosstuParticipant H
had observed that international companies invited reporters to visit their headquarters
in other countries angaid thetravel expenses. Reporters were driven in the cars of
the state officials to attend the events that they latertexpon. Reporters had
dinners at upscale restaurants ig&with public relations practitioners from private

enterprises that were paid by these enterprises. Furthermore, because reporters’
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salaries were very low, they conducted paid seminars for pefdicons practitioners
about how their media organizations function. Participant H shared her concern:

Public relations is affected by the journalist’s level of professionalism. The

weaker journalists are, the more difficult it is to practice honest@ubli

relations. It is easier to pay for expensive dinners, send flowers and presents.

However, at this point the relationship between the reporter and public

relations practitioner becomes personal. Once you have a personal relationship

it is impossible forhe reporter to express professional criticism.

Participant H described another element of media corruption. A newspaper
started to report about illegal actions of the company’s management, but soon the
reporting stopped. In a few days Participant H notibadl the company had bought
considerable advertising space in the same publication.

Unwillingness to Disclose Information

The fourth effect of communist propaganda on the field of public relations in
Latvia waswithholding of information. Participant Eound that information was used
as a tool of power:

Information is perceived as a valuable asset. Information is power. After

conducting a communication audit in two different enterprises | concluded

that when middldevel management receives informatioonh senior
management it uses the information as an instrument of pelnam better

than you because | know something that you do not. It is a heritage from

Sovietstyle thinking. Information gives you power to manipulate and
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influence people. Consequentiycauses distrust and dislike toward those
who have the information.
Participant F also referred to information that was known only by members of the
“old boys club,” but did not reach other parties in the organization. The participant
emphasized the atinuing importance of personal connections that were formed
during the Soviet years.
Continued Involvement of Communist-Trained Propagandists
Fifth, the remaining influence of the old style communist propaganda on
contemporary public relations wpesople who were a part of the communist
propaganda system. Participant A believed that many members of faculty that
currently are teaching public relations at Latvian universities and colleges had been
former propaganda disseminators for the Communist Partyefbine, Participant A
did not think that current higher education in public relations had any value to her.
Participant A also believed that the security departments of banks and insurance
companies tended to employ former KGB agents. Although these fagaets were
not directly involved with the function of public relations, they influenced how the
organization communicated. Participant A described a crisis situation in which the
director of a security department was a primary contact person in theresater
We have a crisis situation. There is a fire on the company’s premises. We call
the director of security. He does not want to speak to us. He has been taught
never to discuss anything with anybody. How can you expect him to tell
anything to a publicelations specialist? We have informed him [the director

of security] how to communicate but it does not matter. . . . He tells us that



101

everything is all right. Then the reporters start calling. They [reporters] can

see that there is something going drthére is smoke, how can you tell the

reporters that nothing has happened? We [public relations practitioners] need

to know what, where, when, why, and if there are any victims . . . but how can

we do it?

Although most of the participants distinguishetiween propaganda and
public relations, two of the participants believed that both of them represented the
same phenomenon. Participant A believed that propaganda was public relations that
was targeted toward certain audiences; “the only difference indhafafter the
breakdown of the Soviet Union] we consider what target audiences think.” Participant
G said that the practitioners of both communist propaganda and of Western public
relations may use manipulation of information as a tactic to deliventiessages.

Public Relations and Transformation

This section provides answers to the fourth research quedtion, if at all,
trangormation public relations applige public relations activities in Latvia. Seven
of the participants-A, C, E, G, H, |, and—said that public relations had helped
society to undergo changes from totalitarianism to democracy and from a planned
market economy to a free market economy in Latvia. Three of the partiepp@nts,
and did not think that during the transformationbfia relations activities were
planned strategically. Participants A, B, and J believed that transformation and the
development of public relations occurred simultaneously, but independently from
each other. Participants D and F were not certain aboutltt®nship between

public relations and transformation. However, later in the interviews, they were able
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to give specific examples of the ways in which the function of public relations had
helped with political and economic transformation.

The intervievs revealed thatertain political and economic developments
wer e necessary for public relations to evolve. Both political and economic
developments and their effects on the field of public relations will be discussed in the
following two subsections. Senad participants believed that the role of public
relations was toe-introduce Latvia abroad after it regained its independence from
the Soviet Union. Therefore, this role of public relations is discussed in the third
subsectionThe fourth subsection difis section reviewkow public relations could
have helped the society to deal with the negative consequences of the political and
economic transformation.

Public Relations and Political Changes

Participants A, B, C, and | explained that the developmigotitalic relations
became possible only when changes from totalitarianism to democracy occurred.
Participant | suggested that the existence of democracy allowed the conditions for
public relations to emerge, whereas the existence of public relationgéutdibat the
totalitarian regime had been removed.

Participants B, C, and | related political transformation with the first
independence movements in Latvia in late 1980s. Participants B and C suggested that
the first major public relations activity waset human chain, thgaltic Way, that was
organized by the Estonian, Latvian, and Lithuanian national liberation movements on
August 23, 1989. M. Huang (1999) describedBhkic Way as a protest action

against Soviet rule that was organized to commemdhatd® anniversaryf the
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signing of the MolotoxRibbentrop Pact, “a secret Ne&goviet agreement, which soon
led to [the] occupation and illegal annexation [of the three Baltic States] by the USSR
[Union of Soviet Socialist Republicsy/( Huang, 19991 2) More than one million
Balts linked hands from Tallinn to Vilnius throughgd, covering 600 kilometers or
372 miles.
Participant B believed that although nobody knew about public relations in the
occupied Baltic States at the time, the event obtainedad national and
international publicity in the media because the organizers had good intuition,
knowledge about social processes, and personal contacts. Participant C viewed the
first activities of the independence movement asway communication that was
based on the personal belief of the members of the movement that Latvia needed to
regain its independence:
The Popular Front of Latvigust talked about the idea. They told other people
what they believed in. They tried to convince other peopleandapendence
is the right thing for us. They tried to make people think about it . . . whether it
is good or bad. They tried to involve people . . . encourage them to participate.
They did it in a tweway manner because they knew that a lot depended on

popular support.

2 According to Wikipedia (n.d.c), the Popular Front of Latliat(ijas Tautas Fronte) was a political
organization established to increase the autonomy of the Latvian Soviets$détéglublic (Latvian

SSR) within the Soviet Union on October 9, 1988. The Popular Front of Latvia changed its position
requiring Latvia’s full independence from the Soviet Union on May 31, 1989, after the leadership of
the Soviet Union refused to listenttte Front’s requests for cooperation. The Popular Front was
strongly opposed by hatithe communists; however, the Front received broad support from moderate
members of the leadership of the Latvian SSR.
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Participant | believed that public relations educated the society about
democracy and introduced such new concepts as public hearings and discussions
among local municipalities and the government and various state agencies.
Participant | cooluded: “Now we learn how to discuss issues and make decisions by
interacting with each other. Nobody is giving us-sieed announcementshere is
the decision and now you must implement it.”

Public Relations and Economic Changes

In addition to the develaopent of democracy, several participants, E, F,

H, and 3—suggested that the development of a free market economy was also
necessary for public relations to emerge. Participants B, E, |, and J suggedts=l that
free market competition determined the neddr public relations. Participant E

explained: "Public relations helped with transformation, but not because somebody
planned it [public relations]. The free market economy and competition required the
use of public relations as an instrument in ordeutgige in the new competitive
conditions." Besides competition, Participant F suggested thdetdepment of

various industries was a necessity for the development of public relations. Participant
F illustrated his proposition by describing a commuincaprogram that Participant

F's public relations agency managed for an international credit card company. During
the Soviet years credit cards were not used in Latvia; therefore, the society was not
familiar with the concept of credit cards. The goalh&f tompany's communication
programs was to educate the society about credit cards; however, the communication

program could not be successful until the credit card industry started to develop, i.e.,
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electronic transactions became availableTM machines weg installed, businesses
started accepting credit cards, and so forth.

Although the role of public relations could have been more significant,
participants C, E, F, H, and J believed that the function of public relations was present
in the following three etivities of economic transformation. All three of the activities
corresponded with the goals of transformation puleliations proposed by
tawniczak (2001). First, public relations helped to explain the process of
privatization; second, public relations assisted in gaining public acceptance for the
concept of private property; and, third, public relations activities wmemved in
attracting foreign investments to Latvia.

Explaining the process of privatization. Participants C and H believed that the
information campaign about how to use privatization vouctveas one of the first
and most effective of the communiicat activities that were related to the process of
privatization. Both these participants found that the most essential part of this
campaign was an educational television progkéime Will Be Mine that was
produced by the Latvian Privatization Agefiendaired on Latvian Television’s
Channel 1 once a week over the period of nine years. According to the program’s
producers Rubess, Matulis, ktd, Grasis, and Skurbe (2004), the goal of the

program was to explain the essence of private property reformpélgrd_atvian

% The government distributed privatization voucht® the citizens of Latvia in September of 1993.

Most of the vouchers were distributed according to one’s length of residence in Latvia; one year was
worth one voucher or $42. Vouchers were distributed to grant Latvian citizens the right to purchase
farmland, city land, apartments, and shares in former-stateed enterprises (Latvia, n.d

4 The Latvian Privatization Agency is a statened norprofit organization established on April 22,
1994. The goal of the Privatization Agency was to execute thatigation of stateowned property in
Latvia. The Privatization Agency implemented privatization through public offerings, international
tenders, GDR programs, and foreign investments (Latvian Privatization Agency, n.d.).
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actor hosted the program and through interviews with privatization experts informed
Latvian citizens about how to obtain privatization vouchers, use them, and open share
accounts. The viewers mailed in questions that were answered in sutiseque
programs. The Latvian Privatization Agency estimated that in 1998 the program was
watched by 210,000 vieaws, i.e., every tenth residentLatvia.

Participant C described the advantages of the Privatization Agency’s
communication campaign:

The Privaization Agency informed the people how to participate in

privatization . . . what to do with vouchers . . . how to use opportunities

created by transformation. You received papers [privatization vouchers] and

you had to decide how to invest them. Some [@eppvatized their

apartments, some invested in shares . . . some others who were especially

skillful purchased vouchers from others and then privatized several

apartments and many other forms of property. Almost every family privatized

an apartment.

Although Participant C foundine Will Be Mine to be one of the most
effective communication programs in Latvia during transformation, Participant C also
believed that some of the communication activities regarding privatization occurred
too early in the trasformation. Because at the time people had too many personal
social and economic hardships, they were not interested in economic processes.
Participant C suggested that now, when the country’s economy has stabilized and a
new generation hdsgecomeeconomially active, educational campaigns about the

institutions of the free market economy should be repeated systematically.
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Participant H suggested that unethical communication techniques were also
employed to disguise the process of privatization from thergépublic. By the later
stages of privatization, most of the citizens had already invested or sold their
privatization vouchers to speculators for less than their original value. Economic
interest groups that were linked with the government and pobligcies used these
opportunities to buy the vouchers in large quantities for a price that was much lower
than the original. Such economic interest groups invested the vouchers for their
original value in enterprises that still were not privatized. Rpatint H illustrated:

Why was real currency not used to sell profit generating-staed

enterprises? Money would have been a much bigger contribution to the state’s

budget. Nobody explained. The goal of those involved in privatization was not

to clarify, but to make the process more shady. If the media reported
something about it, the economic interest groups sought help from public
relations agencies that had personal connections with representatives of
political parties. The public relations agenciegaged in unethical lobbying

and did everything to satisfy the needs of the economic interest groups.

Gaining acceptance for the concept of private property. The second public
relations activity that the participants related to economic transformation was
implemented by individual enterprises that needed to work in theneewnarket
conditions. Participants C, F, and J believed that each enterprise had to explain to
their internal and external publics wlzdtee market and competition meant, what
was theessence of private enterprise, and what products or services these could offer.

Participant F suggested that a large part of society in Latvia benefited from the
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communication activities of one enterprise, e.g., if a bank wanted to encourage
customers ttake loans, it had to educate the society at large about the process of
lending.

Participant J found that each private enterprise also had to communicate with
its internal publics, such as employees. Participant J explained that workshops and
meetings wex organized to motivate employees and to explain how the private
ownership of the enterprise would affect their employment in the future:

Transformation required modernization in former stat@ed enterprises.

Communication was used to motivate employeescquire new knowledge

about new technologies in order to maintain their employment. They

[employees] knew that if they did not learn new things, they would befaid

and that modernization always comes with extensivettsy

Public relations and foreign investments. Transformation also opened the door
for international companies in Latvia. Participants A, C, F, and J agreed that the
foreign companies were the first organizations to use public relations to introduce
themselves and their productsthe Latvian market.

Participant J believed that public relations was used to attract foreign
investments to Latvia. The participant suggested that these activities included
working with the company’s publics internationally and locally. International
progams involved communication with the potential investors abroad; whereas, local
communication programs were targeted towards “strengthening the client’s [the

enterprise that wants to attract foreign investments] position in the local market in
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order to mantain its good reputation. Foreign investors always want to know how the
enterprise is perceived locally.”

Participant C had worked with communication programs that involved
explaining how new foreign investments will open new job opportunities for local
employees in Latvia. Participant C found that the general attitude about foreign
investments is negative in Latvia: “People think that international companies want to
abuse us and gain profit for themselves” without taking any responsibility for the
consegences of their actions. Participant C believed that in order to gain trust from
the local publics, foreign companies would need to develop communication programs
that inform and educate the Latvian society about their goals and operations in Latvia.

Thepersonal experiences of participants C and J revealed that many foreign
investors were not willing to understand the local situation. Participant J found that
international companies lacked understanding about “the special features of the
Latvian market."Participant C’s description was similar:

In their home countries they consider that people here [public relations

practitioners in Latvia] are just implementators of their programs. We are not

allowed to make any decisions. Here [in Latvia] they have onéyoffice of
distribution. In my experience, there has not been a single case where the
enterprise [a local branch of an international company] was interested in its
customers. . . . If their products were consumed, then everything was ok. |
think that hey do not want to understand the local customers. Their only
concern is to make sure that their products are bought. They do not look for

good relationships with their customers.
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However, Participant F, who had also worked with international comparii@svia,
believed that those local practitioners, who had the necessary expertise and
knowledge, were allowed to contribute to the communication programs of their
international clients.
Re-Introducing Latvia Abroad®
Another public relations activity thaapicipants related to transformation
was there-introduction of Latvia abroad. Participants A, C, and E believed that this
activity is a responsibility of the Latvian Institiit@ governmenestablished agency.
The three participants agreed that the wafrihe Institute had been insufficient.
Participant A found that “Latvia has bad publicity. The Latvian Institute does not do
anything. They make brochures, but that is not what they are supposed to do.”
Participant E believed that the Latvian Instituéel mot been effective because the
Institute is undefunded:
The Institute's annual budget is 80,000 Lats [$146,788]. . . . | am not surprised
that the country’s image is catastrophic. In Europe people tend to think that
Latvia is a small, corrupt countwyith women that can be bought . . . where
roads are in a horrible condition . . . and the costs of telecommunication
services are unbelievably high. The state needs to find resources and do

something to change this image.

® The term “reintroducing Latviaabroad,” not “introducing Latvia abroad,” is used to indicate that
Latvia was an independent and internationally recognized state before the Soviet Union occupied it in
1939.

® The mission of the Latvian Institute is to “provide information to the globaimunity about Latvia
and its people” (Latvian Institute, n.d.b, T 1).
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Participant F also found that theek of resources in the state’s budget had not
allowed strategic planning and implementation of public relations activities.

Only Participant J proposed that individual companies could contribute to the
public relations activities aimed atir@roducingLatvia abroad. This participant had
implemented a communication program to find new markets for a Latvian food
manufacturer’s products. The main goal of the communication program was finding
potential distributors for the manufacturer’s products in atbantries. The
communication activities involved personal contacts with the officials from Latvian
embassies abroad and the development of informational materials about the products.
Public Relations and Social Implications of Transformation

The intervievg with participants A, B, C, E, F, I, and J revealed that public
relations could have assisted Latvian socikglingwith negative implications of the
transformation such as tension among various social groups, unemployment, and loss
of health and retimaent guarantees (Cox & Mason, 1999). However, the participants
believed that the function of public relations was not used effectively in the beginning
of and during the transformation. Participants E, G, and J explained that the role of
public relations ould havebeen more prominent than it whaad it not been that the
lack of public relations experts in Latvia hampered the achievement of that more
prominent role. Participant E named the lack of financial resources as another
obstacle that restrained commcation between the newly privatized enterprises or
the state institutions and their publics. Only two participasfisand Fhad any
direct personal experience with communication programs that involved social

reforms. Both participants said that the inmpéatation of these communication
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programs had been required by international organizations such as the World Bank
and the European Union, which provided funding for the programs.

The interviews revealed two main parties that should have initiated and
communicated about the negative consequences of the transformation. These two
parties are, first, governmental institutions and, secondgoearnmental
organizations formed by the members of the society.

Communication as a government’ s responsibility. Parttipants B, C, E, F, and
| believed that communication about negative social implications of the
transformation is the responsibility of the government. Participant B found that the
government officials who made decisions regarding economic transformatioatd
discuss these decisions with the society:

It [economic transformation] was almost like propaganda. The elite

announced that now everything will be privatized and it is not disputable. The

society was given a false hope that, from now on, everybdtlgewich.

Everybody will own a property. Everybody will live like in Hollywood

movies. People believed it. . . . Now, that privatization has happened and for

many people nothing has changed, a significant part of society feels like

“losers.”

ParticipantB believed that the lack of communication created good soil for populist
politicians, those who got elected by using slogans such as “through privatization
everything was stolen from the people.” Consequently, the populist leaders gained
political power ad slowed down the processes of political and economic

transformation. Participant F found that the instability of the successive Latvian
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governments and their frequent policy changes did not permitésngplanning of
communication programs in suppofthealth and welfare reforms in Latvia.

Participant | saw public relations as an instrument that opens and facilitates
discussion between the state and the society about important governmental decisions.
Participant | believed that before it starts toncounicate with its publics, each
ministry needs to be aware of what its publics are, especially if the ministries need to
engage such special interest publics as pensioners, abused children, new mothers,
people with disabilities, and so forth.

ParticipantC believed that the government should use public relations to
educate employees of new private enterprises about how paying taxes could help to
ensure health and pension guarantees for them in the fuRarécipant E found that
the government must detebe roots of the social problems and solve them. The
function of public relations alone cannot prevent the negative consequences of the
transformation if the main causes of the problems are not removed:

Public relations is not a solution. The governnsdduld search for and find

the solution. Public relations can help to minimize social tension, but only if

there is something to communicate about. Public relations specialists can

consult the government in the same way that lawyers and human resources
pemle do, but public relations cannot offer the ultimate solution to the

problem.

" Here Participant C referred to a common practice in Latvia to deduct taxes from a minimum salary
that employers are required to pay their employees by law. The rest of the spkid/in cash and

does not contribute to the state’s budget. Consequently, the taxes deducted from the minimum salary
do not provide sufficient coverage for the employee’s health expenses and retirement in the future.
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Furthermore, two of the participant€ and —suggested that the
enlargement of the European Union would cause a new wave of negative social
implications. Participant J explaithi¢hat before the enlargement, the government’s
communication activities were insufficient. Only the positive aspects of the
enlargement were emphasized. Negative consequences such as inflation were
concealed. Participant J described how one of the clierit®d manufacturer, was
affected by the changes:
The government did not explain how the European Union would affect the
food industry. Suddenly production costs for food manufacturers increased
dramatically. Farmers demanded bigger payments for rawrialateuch as
milk. Electricity became more expensive. In order to survive, they [food
manufacturers] had to increase the prices of their products. And here lam . ..
indirectly involved in a social project. |, as a public relations practitioner, who
represents a company, need to explain to an average consumer in Latvia why
everything is becoming more expensive.
The role of non-governmental organizations. Participants A, C, and E
suggested that negpvernmental organizations are another important groaip t
should engage in communication about the negative implications of transformation.
Participant C suggested that people should become publicly active by establishing
nongovernmental organizations in order to discuss their problems and pressure the
govenment to find solutions to these problems. Participant C believed that after the

collapse of the Soviet Union many people lost their jobs and fell into depression:
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Much should be done to help motivate people. | look at my family . . . after
the breakdownfahe Soviet Union everything collapsed for my parents. |
remember the day in 1994 when Rubles [Soviet currency] were exchanged to
Lats [Latvian currency]. My mother’s 3,000 Rubles shrank to 15 Lats . . .
from all her life’s savings my mother could onlyafl to buy me new shoes.
On that day my parents fell into depression. They did not know how to live in
the new situation. Until today many people have not crawled out of the abyss
that the changes threw them in. . . . Nmvernmental organizations are
essential. They would let people participate in public life and give them a
chance to speak out about what they want. NGOs-gowernmental
organizations] are the essence of a civic society. Politicians must listen to
NGOs . . . that is why people join gfmi They want to be heard. Public
relations should be used to facilitate the development of the NGO sector.
People need to realize that they can have influence . . . that something depends
on them.

Participant E had a similar opinion. The participant beliethat the society should

communicate with the state through rgavernmental organizations. These groups

could facilitate communication with the state by using public relations techniques

such as lobbying, media relations, discussions, anetfefeeemeetings with

officials from various ministries.
Although Participant A thought that n@governmental organizations could

help society deal with the negative implications of transformation, this participant

found that the current number of ngavernmenrdl organizations is very small in
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Latvia. Participant A described the reason that the number efjongrnmental
organizations is so low: “They [people in Latvia] do not have time to think about
social problems and NGOs; they have to solve their persoofalleps in the first
place.” However, Participant A predicted that once the basic needs of people are
satisfied; more people will get involved in the public life.
Additional Characteristics of Public Relationsin Latvia

In this part of the thesis the atildnal characteristics that describe public
relations in Latvia are reviewed. The first part of this section discusses the first
developments and practitioners of public relations in Latvia. The second part of this
section describes four aspects that vegrecific to Latvia and affected the work of
public relations practitioners in the country. The aspects included the small size of
Latvia, political inconsistency, unprofessional media organizations, and division of
the media.
Development of Public Relationsin Latvia

Participants D, E, F, and J believed that the field of public relations started to
develop in the mid990s in Latvia. Participants A and C traced the development of
public relations to the late 1980s when Latvia was still a part of thetSdvien,
suggesting that the first public relations activities were performed by the Latvian
independence movement. The public relations activities of the independence
movement were discussed in another section tiiédic Relations and
Transformation.

International organizations and public relations. Participants D, E, and F

suggested that international organizations were the first to employ contemporary
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public relations both in the public and private sectors in Latvia. Participants E and F,
who worked br public relations agencies and managed accounts for international
private businesses, acknowledged that the first clients were international companies
such as car dealers, beauty, and hygiene product distributors. Participant D suggested
that publiesecbr organizations also learned about public relations through projects
funded by intergovernmental organizations such as the European Union, World Bank,
International Monetary Fund, and The United Nations. These projects required
implementation of communitan programs.

First public relations practitioners. Participant B distinguished between two
types of public relations practitioners. Participant B labeled the first type of
practitioner as "nature's childrer'the early public relations practitioners. Tees
practitioners had minimal or no knowledge about the field; but they had good
intuition, understanding about social processes, and good contacts. In the late 1990s
the second type of practitionergshe professionats-appeared. The professionals had
formal undergraduate or graduate education in public relations or similar disciplines.
The appearance of the professionals decreased the number of "nature’s children.”
Participants D and E also believed that the first public relations practitioners were
self-taugt and preceded the practitioners with formal education in public relations.

Although participants B, D, and G believed that the professionals increased
the standards for the field, six participantS, E, F, H, |, and-3-thought that a lot
still needed to beone to strengthen and maintain these standards. Participant J
suggested that the current high demand for public relations services provided many

opportunities for unprofessional practitioners to create misconceptions about the field.
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Participants D, B, and J believed that the practitioners who followed the
professional standards had been able to increase the awareness and understanding
about the role of public relations among the members of the organization’s
management. Participant D said that “besses start to listen to and trust public
relations practitioners.” Participant F, who represented a public relations agency,
believed the increased understanding about public relations had encouraged the
clients to require elaborate services and distslgamong the publics of the
organization. Participant E found that crisis situations have helped organizations to
learn about the value of public relations. This participant believed that although
companies still tended to use public relations as aéfitenguisher,” the companies
often learned from their mistakes and “start[ed] taking public relations seriously and
invest[ed] in longterm planning of public relations programs.”

The second part of this section describes the four aspects that wene specif
Latvia and influenced the practice of public relations in the country. Each aspect is
discussed separately.

Aspects Affecting the Practice of Public Relationsin Latvia

Small size of Latvia. Five participants-A, B, C, D, and Fbelieved that the
smal size of Latvia had influenced the practice of public relations. The interviews
with the participants identified two ways the small size of the country contributed to
public relations. First, because Latvian companies employed small numbers of
people, paicipants B, D, and F believed that public relations practitioners had an

opportunityto communicate directly with the senior management. Participant F
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explained: “Everything is small in Latvia. We can get direct access to the very top.”
Participant D ha@ similar opinion:

In many enterprises the owner and the manager is the same person . . . he [or

she] is involved in everything. One person supervises all operations. This

person cannot fail to be involved in public relations. He [or she] cannot avoid
communicating with the public relations specialist.

Participants B and D suggested that the opportunities for public relations
practitioners to communicate directly with the senior management would decrease,
once businesses started to experience economidlgemd become bureaucratic.
However, Participant F suggested a different outcome. This participant believed that
the economic growth of private enterprises would contribute to the field of public
relations. The growth will require increasing the stand&rdpublic relations
practitioners; otherwise, the organization’s senior management will not value
practitioners without experience and knowledge about public relations.

The second way the small size of the country contributed to the field of public
relations was througlow distance among people. Participant B described the
situation:

In the United States people see politicians only during the election period. For

the rest of the time communication between the politicians and the society

occurs throughhe media. . . . In Latvia it is different. As soon as a politician
leaves his [or her] office building, he [or she] is on the streets among regular
people. When you are at the Dome SquareigaRyou see weknown

politicians everywhere. . . . Also, tlseciety is very connected. Every family
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in country has a relative iniga. The chain of acquaintances is very short. If |

knew somebody in Town X and you were from the same town, it would take

us less than 10 minutes to find a mutual acquaintance or sdgnelho

knows this or that person.

Participant B believed that low distance among people contributed to
transparency of communication activities: “The environment provides you with a
quick feedback . . . . People hear about what you did very fast angkiheyout it to
each other. These narratives influence how the organization is perceived in public.”

Participant C, who also admitted that low distance among the people affected
public relations, believed that the effects were negative. Organizatioedvo
disclosing information or emphasized only the positive aspects of their performance.
Participant C explained: “The active part of the business is so small that everybody
understands from a half word who you are talking about. Competition is tough. Thi
environment does not facilitate open communication.”

Political inconsistency. The second aspect that affected the practice of public
relations in Latvia was the frequent changes of government. Participants B, D, and J
agreed that the changes did notwalibem to plan public relations programs
strategically. Participant F believed that the changes were especially hard for those
public relations practitioners who worked with governmental communication
programs. The participant explained that each new govemnt changed the political
agenda, therefore, communication programs also needed to be changed. Participant B
characterized the situation as: “The Cabuofa¥linisters changes so often. Each new

prime minister has different goals and priorities. We [futdlations practitioners]



121

constantly need to be alert in order to follow everything that happens.” Participant D
also found that thbiggestchallenge for public relations practitioners was the need to
adapt to the changes immediately.

Participant J, whee public relations agency serviced international companies
in Latvia, suggested that the political inconsistency made the coordination of
communication programs with the same company’s branches and headquarters in
other countries complex. In countries lwihore established democracies, the
procedures to develop communication programs were more standardized than in
Latvia. Therefore, Participant J's colleagues in other countries could not understand
the lastminute changes that Participant J was requiredake because of policy
changes in Latvia.

Unprofessional media organizations. The third aspect that described public
relations in Latvia was unprofessional reporters. Participants A, B, G, H, I, and J
suggested that reporting was inaccurate and unetRagicipants B and H found
that the media distorted facts. Participants G, H, and | believed that experienced
journalists left the media and became public relations practitioners. Consequently,
only inexperienced and unprofessional reporters stayechwedtha organizations.

Participant G found two reasons why reporters quit the media to join the field
of public relations. First, public relations practitioners were better paid than
journalists. Second, the field of public relations had a higher statngdbrnalism.
Participant G explained: “If you are a public relations practitioner, you don’t need to
run around like a puppy. You sit in your nice cozy office and journalists come to

you.
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Division of the media. The fourth aspect that distinguished palbélations in
Latvia from other countries was division among the media. Participants distinguished
between two categories of the media. The first category was Latvian versus Russian
media. The second category was national versus regional media.
Participants A, B, and D distinguished between Bussian and Latvian
media and the ways these two types of the media affected the practice of public
relations. Participants B and D suggested that the audiences of the Latvian and
Russian media did not overlap; tetore, public relations practitioners needed to
communicate with Latvian and Russian audiences separately. Participant B
characterized the situation as follows:
In Latvia half of the media is Latvian and the other half is Russian. We [public
relations pratitioners] need to use different approaches to communicate with
Latvian and Russian audiences. We write press releases in two languages. If
Russians receive a press release in Latvian, they do not read it. To motivate
them to read the press release, wigewt in Russian. . . . Often the issues that
are discussed in Russian newspapers are not known to Latvian audiences. The
Russian audiences do not participate in public and political life . . . . We
[Participant B’s public relations agency] have cliehtt tare not interested in
the Russian audiences. These audiences do not exist for them.
Participant D also acknowledged that the media relations programs that she
worked with did not include the Russian media. The participant believed that because

of Latvia’s geographical location next to Russia: “Public relations practitioners
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should pay attention to the Russian media. We live here. We have to accept that our
society is ethnically diverse. It will not change.”

The second category that participants descriwas the difference between
thenational and regional media. First, participants H and | believed that public
relations practitioners had a closer relationship with the regional media than with the
national media. As Participant | characterized thesdua: “The number of media
organizations in each region is small. The relationship with the regional media is
more intensive [than with the national media]. Regional journalists are more engaged
in local matters [than national] and they are truly intexgt what happens in the
region.”

Second, participants H and J believed that the national media was more
specialized than the regional media. The regional media were general and did not
emphasize any area or industry. Participant H related that wheepttesentative of
Participant H's agency communicated with the regional media, they also learned
about the competencies of other state agencies that were dealing with similar issues.
Answering questions from the regional reporters was essential in orelesure that
the regional publics gained the same access to the state agency’s services as the
publics in the main business center, i.e., the capigd.R

Third, Participant H found that tleemmunication channels that the regional
and national mediahded to use were different. The national media preferredile
whereas the regional media liked to receive information through regular mail or fax.

Fourth, Participant J believed that 8ty e of language employed to

communicate with the both typestbe media was different. Participant J described
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the difference: "For the national media | use rational arguments based on facts and
figures . . . for the regional media my information is more emotional. I try to find
something that would provoke persofelings. The regional media are not focused

on rational arguments.”
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CHAPTER YV
DISCUSSION

This study about the status of public relations in Latvia answers the four
research questions proposed in@oaceptualization. First, the interviews with the
ten participants reveal that public relations practitioners in Latvia practice each of the
four models of public relations. The press agentry and public information models
dominate; nevertheless, the tway asymmetrical and symmetrical models also are
pradiced.

Second, the study discovers several factors that determine the public
practitioner's choice of public relations models. These factors include the educational
and professional backgrounds of the public relations practitioners, standards for the
profession, the organization's communication goals, and the type of organization.

Third, the conversations with the participants of this study reveal that
communist propaganda has influenced the practice of contemporary public relations
in Latvia. Fourth, pblic relations has contributed to the processes of political and
economic transformation. The field also has the potential to assist society in Latvia to
deal with the negative social implications of transformation if the right
communicators are engagedthe process of communication.

In the further sections of thaiscussion chapter the summary of findings,
suggestions for the future development of public relations in Latvia, implications for
the practice and theory of public relations, and strengtthsvaaknesses of this study

are described. Th@iscussion concludes with suggestions for future research.
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M odels of Public Relations

This study reveals that J. Grunig's (J. Grunig & Hunt, 1984) four models of
public relations—press agentry, public informman, two-way asymmetrical, and two
way symmetrical-are practiced in Latvia. These findings are similar to these results
obtained by public relations scholars in other countries (L. Grunig, J. Grunig, &
Dozier, 2002; Y. Huang, 1990; Karadjov, Kim, & Karailav, 2000; Lyra, 1991;
Sriramesh, 1991; VérK, L. Grunig, & J. Grunig, 1996). The press agentry and public
information models dominate in Latvia. The tway asymmetrical model is
practiced, but this model is employed less frequently than the predsyaayah
public information models. The twwoay symmetrical model is the legstacticed
model. None of the ten participants practices just one model of public relations. Each
participant engages in communication activities that are characteristic ofl severa
models.

L. Grunig et al. (2002) proposed four dimensions of public relations
symmetry versus asymmetry; emay versus twavay; mediated versus interpersonal
communication, and ethics. These four dimensions guided this study by determining
what models i@ employed by public relations practitioners in Latvia.

Asymmetry Versus Symmetry

On the continuum from asymmetry to symmetry, asymmetrical
communication dominates. Most of the participants propose asymmetrical
communication goals such as publicity, infening the public about the organization,
and persuading the publics of the organizations to behave in ways favorable to the

organization. These goals correspond to the press agentry, public information, and
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two-way asymmetrical models of public relations. Organizations with symmetrical
communication goals engage in tw@y communication with their publics in order
to facilitate understanding between the organization and its publics.

Theplanning of public relations programs is also asymmetrical for most of
the organizations. The practitioners develop communication programs to reach the
business goals of the organizations, but do not include the interests of the
organization’s publics in the communication plan. The planning process of
symmetrical communicain programs involves consultations with various parties
inside and outside the organization, the presence of research activities, and the
involvement of the senior management. The involvement of the senior management is
especially important and influencige way public relations is practiced in the
organization. J. Grunig and L. Grunig (1992) described the management’s
understanding about public relation as the schema for public relations: "The way in
which senior managers define and understand publitoretd (p. 301).
One-Way Versus Two-Way Communication

The second dimension of public relations describes the direction of the
organization's communication activities, i.e., avey versus twaway. The public
relations practitioners in Latvia engage infbohe and tweway communication
with their publics. Six participants prefer emay communication over twaay
communication; whereas, the remaining four participants chooseé&yo
communication over or@ay communication.

One-way communication involvespublicity, creating a positive image for the

organization, and informing the publics about the organizaiwo-way
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communication activities involve coalition building with other organizations, issues
management, relationship maintenance with the orgaaies publics, exchange of
information between the organization and its publics, and so forth.
Mediated Versus Interpersonal Communication

The third dimensiotthat describes the use of public relations models is
mediated versus interpersonal communaratAll ten participants employ mediated
communication to reach the publics of their organizations gohks of mediated
communication are publicity, imagenaking for the organization, and informing the
publics about the organization. All but one parteipalso employnter personal
communication to interact with their publics. The goals of interpersonal
communication are to build coalitions with other organizations in order to lobby or
solve mutual problems, learn about the expectations of the organigatublics,
communicate with the organization's management, interact with the organization’s
internal and external publics, and so forth.
Ethics

The fourth dimension of public relations describes the extent to which the
practice of public relations ethical. The ethical concerns of the participants involve,
first, theinteraction between public relations practitioners and media organizations.
Public relations agencies secretly pay various media to report "news" about the
organizations with the goal ghining favorable publicity for their clients in the
media. Media organizations are affiliated with political and economic interest groups.
Therefore, these media organizations report information favorable to these groups.

Also, the same person owns a fiaegrganization and a public relations agency,
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giving the clients of this person’s agency a large exposure in the media organization
owned by this person.

The second ethical concern involvager-related interests of business and
non-governmental organizations. Businesses, especially pharmaceutical companies,
secretly hire nofgovernmental organizations to lobby the interests of these
companies.

The third group of ethical concerns is related tol &k of discussion about
ethics among public relations practitioners. The low level of professionalism of the
practitioners and severe competition for clients among public relations agencies do
not make it possible for public relations practitioners to hold open discussions about
ethics. The professional pubkelations associations also do not facilitate education
of practitioners. Public relations practitioners and students of public relations believe
that the field is inherently unethical.

Choice of Models of Public Relations

As the previous discussion@it the models of public relations demonstrates,
the public relations practitioners in Latvia choose the press agentry and public
information models over the twway asymmetrical and symmetrical models. Several
factors determine the dominance of the-aray models.

Educational and Professional Backgrounds of Public Relations Practitioners

Only two of the ten participants have formal education in public relations. Six
of the ten participants are former journalists who joined the field of public relations
when it began to develop in Latvia. The interviews with the participants reveal that

this trend is not common only among the participants of this study; the participants
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acknowledge that most of their fellow practitioners are also former journalists. The
journalistic backgrounds of the public relations practitioners combined with the
personal connections that these practitioners have with their former colleagues in the
media limit the function of public relations to writing press releases and
disseminating iformation about the organization to the media.

Six participants acknowledge that they lack the knowledge to conduct
research. This absence of research skills restricts these practitioners from engaging in
two-directional and symmetrical communicationtwihe publics of their
organizations.

The findings of this study correspond with what J. Grunig and L. Grunig
(1992) described as the "potential of the public relations departments” (p. 300). If
public relations practitioners, especially the managepsiblic relations, have
knowledge and training in public relations, the practitioners have a greater potential
to practice the twavay symmetrical model than practitioners without knowledge and
training. The lack of knowledge and training of public relaipractitioners in Latvia
may hinder them from employing the two advanced models of public relations.

Lack of Professional Standards among Public Relations Practitioners

The second obstacle that inhibits the practice of thenaypsymmetrical
model in Lavia is the lack of professional standards among public relations
practitioners. The two public relations associations do not facilitate dialogue about the
professional standards for public relations practitioners; public relations practitioners
and studerst of public relations believe that the field is inherently unethical, and this

misconception allows the practitioners to justify their unethical practice of public
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relations. Participants believe that the standards of the profession can not be raised
until the competition for clients among public relations agencies is strong, and
businesses are still trying to find their niche in the market.

From One-Way to Two-Way Models

Although the press agentry and public information models dominate among
public relatims practitioners in Latvia, the tweay models are also practiced. These
models are employed if the public relations practitioners identify, fispiecfic
problem that the organization faces, and second, the public relations practitioners
identify aspecific public that the organization could engage in communication.
Choice between Asymmetrical and Symmetrical Communication

Several factors determine the choice between thewayoasymmetrical and
two-way symmetrical models. The first factor is themasyetrical or symmetrical
nature of theorganization's communication goals. The asymmetrical goals involve
persuasion of the organization's publics; organizations with symmetrical goals try to
facilitate dialogue with their publics.

The second factor thdetermines which of the twavay models is practiced is
thetype of organization. The privatesector organizations prefer the tway
asymmetrical model; the publgector organizations choose the tway symmetrical
model.

Effects of Communist Propaganda on Contemporary Public Relations

The study reveals that most of the participants, with only two exceptions,

believe that before the collapse of the Soviet Union public relations was not practiced

in Latvia. The two participants whose answers differ suggastpublic relations and
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communist propaganda represent the same phenomenon. They believe that public
relations techniques could also be employed to achieve the unethical goals of
communist propaganda.

The observations of the eight participants who kelthat public relations
was not present in the soviet Latvia correspond with the findings of two groups of
researchers who studied public relations in othergmget countries-Slovenia
(Vercic et al., 1996) and Bulgaria (Karadjov et al., 2000). Theseps of researchers
found that although propaganda was employed to deliver messages from the
Communist Party to masses, a free exchange of information between the state and the
society did not exist. Véic et al. (1996) discovered that propaganda didvahte
communication. The main purpose of propaganda was to “dissolve communication
between people in order to disable their ability to form publics” (p. 42). Karadjov et
al. (2000) found that society was not familiar with concepts such as “dissent,”
“alternative thinking,” and “public discussion” in soviet Bulgaria (p. 210); therefore,
an open exchange of information could not occur.

Several studies in pesbmmunist countries revealed impacts of communist
propaganda on public relations. Karadjov et &00(® discovered that public relations
practitioners manipulate information in Bulgaria. Public relations practitioners devote
a disproportionately large effort to media relations in Poland and Bulgaria (Karadjov
et al., 2000; Tgbecki, 2001). Taylor (200@bserved that public relations
practitioners are required to pay the media to ensure the appearance of public service
announcements in the media such as the introduction of a new community service,

forums for political candidates, educational activitasj cultural programs. Guth
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(2000), Hiebert (1994), Karadjov et al. (2000), LuBaxhert (1991), and Tampere
(2001) found that after the collapse of the Soviet Union, the region lacked educated
and professional pubic relations practitioners. The vacuusrfilled by former
propaganda disseminators.

This study about public relations in Latvia also reveals that communist
propaganda has affected the way public relations is practiced in this country. Five
main effects are found.

Lack of Communication and Decision-Making Skills

First, postcommunist society in Latvia lacks basic communication and
decisionmaking skills. Karadjov et al. (2000), who described Bulgaria before the fall
of communism, also observed that “dissent,” “alternative thinking,” and “public
discussion” do not exist in Bulgaria. The interviews with the participants in Latvia
reveal that old, ondirectional speech patterns and slogans are still an effective way
to deliver information to different social groups in Latvia. Discussion and redson
arguments are not necessary.

Lack of Trust between Public Relations Practitioners and the Media

The second effect of communist propaganda is the lack of trust between
public relations practitioners and journalists. Public relations practitioners suggest
that journalists distrust them and assume that public relations practitioners manipulate
information about their organizations. The distrust is mutual. Public relations
practitioners do not find journalists reliable. Participants believe that membées of t

media distort facts and report only the unfavorable aspects of their organizations.
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Lack of Media Independence

The third effect of communist propaganda is the lack of media independence
or, as one of the participants names it, “media corruption.” Ortieipant
characterizes some media organizations as “megaphones of certain political and
economic interest groups.” Media corruption involves activities such as the media’s
refusal to publish opposing viewpoints about an issue or policy, anonymous &ditoria
with distorted facts, affiliations with political and economic interest groups, tokens
and incentives that journalists accept from businesses they report about, and
discontinuation of negative reporting about a business enterprise after the enterprise
invests in advertising with the same publication.

The second and third effects of communist propaganda on contemporary
public relations—lack of trust between public relations practitioners and the media
and lack of media independere&volve the relationsh between public relations
practitioners and the media. This relationship is a very important part of conducting
public relations because of the significant role that public relations practitioners
assign to publicity, imagmaking, and reputation. The jportance of media relations
is also found in Bulgaria (Karadjov et al., 2000) and Polangb€laki, 2001), two
other postsoviet countries.

Withholding of Information

The fourth effect of communist propaganda on contemporary public relations
is the unwilingness of the organization’s management to disclose information to
other employees in the organization. This effect corresponds to what Tampere (2001)

described as the propagandistic approach to public relations #ogustunist
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Estonia. She wrote: “A seet worldview dominates and actual communication is
minimal. If a message is sent to the public it . . . serves the interests of the
management giving an inadequate representation of what is actually happening in the
organization” (p. 210). A participait this study finds that middismanagement uses
information as a tool of power to hide information from the organization's employees,
who are on the lower levels of the organizational hierarchy. The participant describes
the reasons that information is faliteld from others: “I am better than you because |
know something that you do not.” Another participant uses the American term “old
boys club” to describe the consequences of commatyik thinking to demonstrate
the ways the organization's managementugles employees from its
communication. Withholding of information corresponds to what J. Grunig and L.
Grunig (1992) described as the closggdtem organizational culture where
communication is asymmetrical and those in power view symmetrical commanicati
as a threat to their power.
Continued Involvement of Communist-Trained Propagandists

The fifth effect of communist propaganda on contemporary public relations is
the continued involvement of communisiined propagandists in the decision
making positios of some organizations. These former supporters of communist
propaganda are not directly involved with the function of communication, as studies
in other poskommunist countries, e.g., East Germany (LtBashert, 1991),
Hungary (Hiebert, 1994) have denstrated; nevertheless, the commutrained
propagandists influence the work of public relations practitioners by withholding and

manipulating information.
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One of the reasons why the field of public relations may not have experienced
direct involvemenby former propaganda disseminators may have to do with the
historic development of public relations in Latvia. The interviews with public
relations practitioners reveal that early public relatildes activities were performed
by members of the first independence movement in the late 1980s. The movement
was against the soviet occupation of Latvia; therefore, people who conducted
communication for this movement or who became the first public relations
practitioners opposed sowstyle manipulation.

The aly direct involvement of communist propaganda disseminators in the
field of public relations is observed by one participant who suggests that the former
functionaries of the Communist Party teach communication classes at some
institutions of higher edudanh in Latvia. This factor does not encourage the new
generation of public relations practitioners to enroll in formal college education
programs and therefore may hinder the professional growth of the field in Latvia.

Transformation and Role of Public Relations

As the previous section on the effects of communist propaganda reveals, a
free exchange of information between different groups with the society did not exist
in the soviet Latvia. The development of contemporary pubic relations was traced
back tothe early public relationkke activities of the first independence movement in
the late 1980s. Similarly tbawniczak, Rydzak, and dloecki (2003) findings in
Poland, the development of contemporary public relations in Latvia started with the

political and economic transformation.
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Although most of the participants in this study believe that public relations has
helped society in Latvia to undergo changes from totalitarianism to democracy and
from a planned market economy to a free market economy, the participants suggest
that during the early stages of transformation public relations activities were not
planned As Participant B explains: "It [transformation] was a political decision. It
was not disputable. . . . The elite announced that now everything will be privatized
and it was incontestable.” The need for public relations arose only when the
transformation \&s already in progress.

Political and Economic Transformation

The study finds that several political and economic conditions were necessary
for public relations to evolve in Latvia. These conditions were not present during the
soviet occupation.

Palitical transformation. Public relations could contribute to the political
transformation only aftguolitical rights such as freedom of speech were permitted in
the Soviet Union during the period of glasnbSeveral participants in this study
view the human dhin, theBaltic Way, organized by the Estonian, Latvian, and
Lithuanian national liberation movements to protest the soviet occupatibagust
23, 1989, as the first major communication activity that employed public relations

techniques.

8 The Russian term "glasnost" meapenness. Mikhail Gorbachev, the soviet leader, introduced the
term in 1985 to pressure conservative members of the Communist Party to open economic
restructuring of the Soviet Union. Glasnost facilitated freedom of speech in the Soviet Union. The
media lecame less controlled by the Communist nomenklature. Many political prisoners were released
(Wikipedia, n.d.a).
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Economic transformation. The interviews reveal that the use of public
relations in the economic sector occurred later than communication activities
associated with the political transformation. The participants do not provide any
examples of contemporary public relasgoracticed during the economic
perestroikathat occurred during the same time period as the political changes
associated with glasnost. The later free market developments of the early 1990s
created the need for public relations. The study revealstbdteée market
elements—competition anddevel opment of industries—contributed to the
development of contemporary public relations.

tawniczak (2001) in Poland found six goals of public relations during
transformation. First, the goal of public relations in the former-stateed
enterprises was to gain the employee's and society’s acceptance for the restructuring
and privatization offtese enterprises. Second, in new, privatelyed enterprises
public relations was employed to "secure public acceptance for the concept of private
property" (p. 16). The third goal of public relations in Poland was to encourage the
public to use the fremarket institutions such as stock exchange, banks, and national
investment funds. Fourth, public relations helped foreign companies to gain public
acceptance for their investments in Poland. The fifth goal of public relations was to
attract potential forgin investors. The sixth goal included promoting the newly

independent country abroad through support from international financial

° The term "perestroika” was also implemented by Gorbachev. Perestroika means economic
restructuring. In 1987 the Central Committee of the Comist Party of the Soviet Union passed

several laws and policy changes such as the Law on State Enterprises permitting state enterprises to
determine the output of their production based on demand from their consumers; the Law of
Cooperatives authorizedrse forms of private ownership (Wikipedia, n.d.b).
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organizations, foreign investments, and integration in the supranational structures of
the West.

Although communication of @nomic changes was not planned strategically
in Latvia, the conversations with the public relations practitioners reveal that public
relations contributed to Latvia's economic transformation. Four categories of
contributions are found. First, public retais has helped the governmenetplain
the process of privatization. Several participants suggest that the Latvian Privatization
Agency's informational campaigns about how to use privatization vouchers has been
one of the most effective public relatiocempaigns in Latvia. The participants
emphasize the significance of the educational television pro¢lama Will Be Mine,
that was broadcast on Latvian Television Channel 1. The goal of the program was to
explain the concept of private property and howviam citizens, who owned
privatization vouchers, could become owners of real estate, land, and other forms of
property.

The participants also identify two negative aspects of the communication
activities during privatization. One participant believes dmemmunication regarding
privatization occurred too early; therefore the society in Latvia that was burdened by
too many personal economic and social hardships was not open to this information.
The participant suggests that newwhen Latvia has experiencedonomic growth
and development of democracy and a new generation has become economically
active—a new campaign to explain the institutions of the free market economy should
be conducted. Another participant finds that, during the process of privatjzation

unethical communication techniques were employed to conceal illegal activities of
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economic interest groups that had unlawful affiliations with officials in the
government.

The second way public relations has supported the economic transformation
was ly assisting new private enterpriseddd|itate acceptance for the concept of
private property. Each private enterprise had to explain the essence of private
ownership to its internal and external publics. One participant believes that the
communicatioractivities of one enterprise benefited the society at large. For
example, if a bank wanted to encourage customers to take loans, the bank had to
educate the society about the process of borrowing.

Third, public relations has assisted transformatioattracting foreign
investments to Latvia. One of the participants, who had been directly involved in
attracting foreign investments to Latvia, believes that public relations activities
occurred on two levelslocal and international. Local programs involved
strengthening the organization's position in the local market through management of
the company's reputation. International programs involved communicating about the
organization to investors abroad.

Several participants suggest that this task was veliengang because the
public in Latvia had a negative attitude toward foreign investments. As one
participantdescribes it"People think that international companies want to abuse us
and gain profit for themselves."

Two participants believe that foreitmisinesses are not willing to learn about
the local norms and traditions. Foreign companiesalainderstandas one

participant explains, "the special features of the Latvian market." Yoder (2000), who
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studied the unification of Germany after the fdltlee Berlin Wall, believed that

direct transplantation of the West institutions and market economies into the eastern
part of Germany was inefficient. The East German society needed to make
"sociocultural adjustments” (p. 115). As Yoder explained, theoaobhment of

Western values "could have serious implications for building trust in the new system”
(p- 134). The unwillingness of international companies to make the "sociocultural
adjustments” in Latvia may have caused the negative attitude and destrastd

foreign investments.

Another participant, who had worked with international companies in Latvia,
believes that the reason why international companies do not want to learn from local
public relations practitioners is that these practitioners lapkréence and education.
The participant thinks that local practitioners, who have knowledge about public
relations, are allowed to contribute to communication programs of the international
companies in Latvia. The positive experience of this participahttanincreased
number of foreign investments in Latvia may add another aspect to public relations in
Latvia. In the future public relations practitioners can perform the function of
"cultural interpreters"” by explaining the local culture to the manageofient
multinational organizations (Lyra, 1991). The interviews with the participants reveal
at least two aspects that may be unique to communication in Latvia and therefore
known only to local communication practitioners. These aspects are political
inconsigency and the division of the media. Political inconsistency includes frequent
changes of governments that do not permit strategic planning of public relations

programs. The division of the media includes differences between the Russian and
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Latvian media ad the national and regional media. The audiences of the Russian and
Latvian media do not overlap and the ways to communicate with the national and
regional media differ.

Fourth, the participants agree that public relations could have contributed to
there-introduction of Latvia abroad; however, several external conditions hinder this
goal of transformation public relations. Three participants believe that this public
relations goal should be an organized function of a state agency, the Latvian Institute.
The participants agree that the communication activities of the Institute have not been
satisfactory. Two participants find that the Institute is wideded and the third
participant believes that people employed by the Institute lack skills to effigctiv
manage communication.

Only one participant suggests that individual companies could contribute to
Latvia's reintroduction abroad. This participant helped a Latvian food manufacturer
to introduce its products in another country by producing informakimaterials
about the company's products and communicating with the officials from Latvian
embassies abroad.

Social Implications of Transformation

Cox and Mason (1999), who studied the process of transformation in East
Europe, found that in addition the political and economic transformation, the post
soviet countries experience changes in their social structures. Transformation causes
social consequences such as broadened social inequalities among social groups that

emerged after privatization, unerapiment, and a loss of retirement and health
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guarantees. These social implications cause social tension within the East European
societies.

In the Conceptualization section of this thesis | proposed that transformation
public relations could have reducgakial tensions by employing techniques such as
issues management (J. Grunig, 1992) and boundary spanning (White & Dozier,
1992). The public relations practitioners who participated in this study in Latvia agree
that the function of public relations couldve assisted society in Latvia dealing with
negative implications of the transformation. However, the lack of public relations
experts and financial resources inhibit the use of public relations in overcoming the
negative social consequences of the ti@nsétion.

The public relations practitioners identify two parties that they believe should
have initiated communication about the negative social implications of the economic
transformation. These parties are discussed below.

The role of government. Firg, the participants believe that communication
about the negative implication of economic transformation is the responsibility of
government. The communication activities that the participants assign to the
government include the need to engage th@igaiof each government’s ministry in
discussions about the problems that these publics face, especially greatly
disadvantaged publics such as pensioners, abused children, new mothers, and people
with disabilities. One participant believes that the govermt should employ public
relations to educate employees of private enterprises about the importance of paying

taxes to provide funds to strengthen the health and pension systems in Latvia.
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Two participants find that the government does not engage in open
communication about the negative social and economic implications that emerged
after Latvia joined the European Union. The governmental communication activities
emphasize the positive aspects but the negative consequences such as inflation are
concealed.

The role of non-governmental organizations. The second group that the public
relations practitioners suggest should have helped society in Latvia to communicate
about the negative social consequences of transformation-govemmental
organizations. &veral participants believe that ngavernmental organizations are
able to empower people and pressure the government to find solutions to social
problems. The participants agree that-gonernmental organization should employ
such asymmetric communiocaii techniques as lobbying, publicity, discussions, and
faceto-face meetings with officials from various ministries. These activities
correspond to what Wallack, Dorfman, Jernigan, and Themba (1993) described as
media advocacy:

A strategy . . . for influecing public debate and g pressure on policy

makersby increasing the volume of the public . . . voiodan turn, by

increasing theisibility of values, people, and issues behind the voice.

Media advocacy is . .about making sure that the story gets told from aipubl

... point of view. (pp. 3)

J. Grunig and L. Grunig (1997) also suggested that activist groups should use media

advocacy taninimize any imbalance of power.
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Future of Public Relationsin Latvia

Although the findings ofttis study demonstrate that the participants prefer the
press agentry and public information models in Latvia, the conversations with the
practitioners reveal that the potential for symmetrical practice of public relations does
exist. | also discovered seaagfactors that hinder symmetrical communication.
Factors Facilitating Symmetrical Communication

The study reveals seven factors that could contribute to the advancement of
symmetry in public relations. Each of the factors is discussed below.

Filling the knowledge gap. The first indicator that demonstrates the potential
for symmetry is the change from the first public relations practitioners-cal ke
“nature’s children,” whose knowledge about public relations is based on intuition,
good understandgabout social processes, and personal contacts, to practitioners
with formal education and training in public relations. In addition to the new
generation of practitioners, the “nature’s children” who do not have formal education
in public relations, arwilling to learn about the profession by attending continuous
educdion classes. As the analysisthé effects of communist propaganda reveals,
public relations did not exist in the Soviet Union; the first public relations
practitioners did not have opponities to obtain formal education in the field.
However, they have recently tried to fill the gap when educational opportunities
became accessible.

Deepened schema for public relations. Second, the professional growth of the
practitioners facilitates thunderstanding about public relations among the members

of the organization’s managenteAs one participant describeédBusinesses start to
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listen and trust public relations practitioners.” The understanding about public
relations encourages managementtguire that the organization’s public relations
practitioners perform diverse public relations activities, distinguish among the
different publics of the organization, and conduct ergn planning of public

relations programs. These changes deepen wiarunig and J. Grunig (1992)

called the organizational schema for public relations. The knowledge and experience
of public relations practitioners are direct contributors to this expanded schema for
public relations among members of the organizatiordeagement.

Current examples of symmetrical communication. Third, the interviews with
the participants indicate that the tm@y symmetrical model is already practiced in
Latvia. These findings confirm that Latvian public relations practitioners have
knowledge and skills to practice the symmetrical model. These practitioners may
serve as examples for other practitioners and contribute to the professional growth of
the field.

Sabilization of the business environment. The fourth factor that could benefit
symmetrical public relations is stabilization of the business environment. The results
show that the publisector organizations prefer the symmetrical model; whereas, the
privatesector organizations practice the tway asymmetrical model. These
findings may support the prediction of one participant that the prsattor
organizations such as public relations agencies and business can not practice the two
way symmetrical model because businesses and public relations agencies experience

severe competitiofor clients and need to find their niche in the market. The public
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sector organizations that practiced the-tmeny symmetrical model do not need to
compete with other organizations.

Small size of the country. The fifth factor that may contribute to the
symmetrical practice of public relations in Latvia is the small size of the country.
Two aspects describe the small size of the counsmpall organizations and low
distance among people.

First, because organizations are small in Latvia, public relationstjmaers
have an opportunity to engage in direct communication with senior management. L.
Grunig at al. (2002) found that access to senior management empowers public
relations practitioners. Although two participants suggest that when the enterprises
experience economic growth and become bureaucratic, the number of opportunities to
communicate directly with the management will decrease, the direct communication
patterns established earlier may help to overcome the obstacles created by growth and
bureaucatization of the enterprises. One of the participants believes that the growth
and bureaucratization of the enterprises are positive factors that will require public
relations practitioners to increase their professional standards; the management of
succesful organizations will not value practitioners without experience and
knowledge about the field.

Second, in addition to the small organizations, another way the small size of
the country could benefit symmetrical communication is through low distanmegam
people. As one participant explains: “The chain of acquaintances is very small. If |
knew somebody in Town X and you were from the same town, it would take us less

than 10 minutes to find a mutual acquaintance or somebody who knows this or that
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person. Low distance among people could contribute to transparency of
communication activities-an essential element to increase the status of the

profession and resolve ethical problems such as concealed payments to the media to
ensure publicity for the organizan.

Potential for symmetry. The sixth factor that may stimulate a further
development of public relations is the potential for communication programs with
symmetrical goals, e.g., programs that facilitate understanding between society in
Latvia and inérnational companies through “cultural interpreting” (Lyra, 1991). As
one participant indicates, society in Latvia has negative attitudes toward foreign
investments. Society does not trust foreign companies and believes that these
companies are in Latvia gain profit for themselves at the expense of people in
Latvia. Several participants agree that the international companies are not willing to
understand the local situation. If these foreign companies plartdomgousiness
presence in Latvia, they waliheed to engage their local publics in communication
and employ local public relations practitioners to explain, as one participant says, "the
special features of the Latvian market."

Role of non-governmental organizations. The seventh factor that mayijpéo
advance symmetrical communication is the understanding among the participants that
non-governmental organizations could be an essential channel through which the
citizens gain power, voice their concerns, and engage the government and businesses
in adialogue. The role of negovernmental organizations is especially important in
order to communicate about the negative implications of the economic transformation

and their effects on the social groups within the society.
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Factors Hindering Symmetrical Communication

Although most of the participants agree that the field of public relations has
demonstrated growth towards professionalism, a majority of the participants also
acknowledge that a good deal needs to be done to strengthen and maintain these
advancements. Several factors that hinder the symmetrical practice of public relations
emerged during the interviews.

Freguent changes of government. The first factor that could hinder the
development of public relations is thought to be the political instersty of the
Latvian government. The frequent changes of the government do not allow strategic,
long-term planning of public relations programs. Each new government proposes a
new political agenda; therefore, communication programs that involve the
govermment policies also need to be changed. These changes are an especially hard
burden on those practitioners who work with the government’s communication
programs.

Political inconsistency also complicates the coordination of communication
programs betweendtvian branches of international companies and branches or
headquarters of those companies in other countries. The public relations colleagues in
other countries can not understand thehaistute changes that practitioners in Latvia
have to implement beaae of policy changes.

Lack of media professionalism. The second factor that the participants find as
an obstacle towards the advancement of the field is unethical and unprofessional
media organizations. Some media organizations report inaccurate intorrziad

distort facts. Furthermore, experienced journalists leave the media and become public
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relations practitioners because the salaries of public relations practitioners are higher
than the journalists’ salaries.

This problem of the media ethics atglsignificant effect on public relations
demonstrates the publicity and exposure goals of organizations in Latvia. These
communication goals encourage unethical media behavior and hinder public relations
practitioners from practicing the symmetrical rebdf public relations that
emphasizes a direct exchange of information between the organization and its publics.

Misconceptions about public relations. The third factor that inhibits the
symmetrical practice of public relations is the assumption hefiblyc relations
practitioners and students of public relations that the field is inherently unethical. This
misconception does not encourage the professional and ethical growth of the
profession. The assumption allows public relations practitionersttty jtreir
unethical behavior. The lack of strong professional associations also does not
facilitate the clarification of this misconception.

Deficiencies of educational programs. The fourth obstacle to the development
of public relations in Latvia inclugs three types of deficiencies in the educational
programs in public relations. First, many members of the faculty are former
journalists and lack understanding about the diverse aspects of public relations.
Second, some educators are former disseminatgn®paganda for the Communist
Party. Third, public relations education does not provide skills necessary for the real
life requirements of the field.

Lack of trust. The fifth obstacle to symmetrical public relation is the lack of

trust among the partieésvolved in communication. This obstacle is a direct result of
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the earlier communist propaganda. Public relations practitioners distrust journalists
and vice versa. Management uses information as a tool of power and does not
disclose the information to ahs in the organization, and organizations employ
former supporters of communist system who are not directly involved with
communication but nevertheless hinder an open exchange of information between the
organization and its publics. J. Grunig and Y. Hué&2000) believed that “trust
highlights one’s confidence in and willingness to open oneself to the other party” (p.
44). Until communicators find ways to trust each other, the implementation of
symmetrical communication may be hindered in Latvia.

Implications of the Study on Theory and Practice of Public Relations

This study provides several implications for the theory of public relations and
other disciplines. | also discovered implications for practitioners of public relations.
Theoretical implicationare discussed below.

First, this study adds the Latvian perspective to the global theory of public
relations and suggests conclusions about the development and practice of public
relations in a society recovering from communism. The study views the geezio
of public relations through the eyes of public relations practitioners in Latvia,
describes their observations, and voices their concerns.

Second, this research takes an interdisciplinary approach to the phenomenon
of public relations and contribigeo other disciplines such as political science,
economy, and social development to explain the changes in East Europe after the

collapse of the Soviet Union. The findings of this study may assist other countries
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undergoing similar changes to employ palbélations to communicate about the
negative social consequences of the transformation.

Third, the study in Latvia contributes to the theory of intercultural
communication by describing how political and historic events have shaped the
approaches to commication. Factors such as the influence of communist
propaganda, political and economic transformation, and social implications of the
transformation contribute to the way public relations is practiced in Latvia.

Fourth, this study adds a small countrg&rspective to the theory of public
relations. Many studies have been conducted in countries with large populations, such
as the United States, Canada, and the United Kingdom. The low distance among
people and the small size of Latvian organizations havenpact on ways
organizations and individual members of society communicate.

In addition to theoretical implications, the stutigcoversseveral suggestions
for practitioners of public relations. These suggestions conclude this section.

First, the iterviews with the participants reveal several problems that hinder
the development of public relations in Latvia. These problems involve unethical
behaviors of public relations practitioners and the media, the conflict between public
relations practitionerand journalists, low professional standards, and so forth.
Because of severe competition and lack of initiatives from professional associations,
the participants do not believe that open discussion among practitioners about these
problems is possible. Thstudy demonstrates that the problems the practitioners face

are common and need to be addressed to facilitate further development of the field.
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Second, the study embeds public relations in the context of political and
economic events of the past. Thigroach to public relations may help local and
international practitioners, who plan to conduct public relations in Latvia, to
understand the ways communist propaganda and transformation have affected
communication in postommunist Latvia.

Third, as tle description of transformation in tki®nceptualization chapter
demonstrates, political, economic, and social changes are still occurring in Latvia.
The findings of this study can assist the current public relations practitioners in
developing communicain programs that deal with the negative implications of
transformation and engaging the publics of organizations in symmetrical
communication about these changes.

Fourth, the study identifies those factors that facilitate and hinder symmetrical
communicatn and the development of public relations. Knowledge about these
factors can help public relations practitioners to improve the effectiveness of their
communication programs, save human and monetary resources, and identify the
organization’s problems armblics.

Strengths of the Study

The first significant strength of this study is its qualitative nature and the
chosen research method, i.e., qualitative interviewing. This method provides the study
with in-depth data about the experiences of public mratpractitioners in Latvia.

The long interviews with the participants supply finsihd observations and personal
accounts from practitioners who directly participated in the development of public

relations in Latvia.
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The second strength of this studyeemplified by the diverse backgrounds
and experiences of the participants. The participants are affiliated with public
relations agencies, and work for private businesses, government organizations, and
regional municipalities. The diversity of the pagants provides the study with a
wealth of perspectives on the status of public relations in Latvia. The emerging
common patterns among the participants indicate that the study has reached its
"saturation point" when the “participants knowledgeable altmustibject . . . repeat
the same events and the same variety of interpretations” (H. Rubin & I. Rubin, 1995,
p. 73.).

Limitations of the Study

This study, as any other qualitative study, does not allow generalizations
about the phenomenon researchec fiidings describe only the experiences of the
participants. However, the "saturation point" of the accounts of the participants,
despite the diversity of their experiences and professional affiliations, suggests that
the study outlines some general clotgastics about the status of public relations in
Latvia.

The study may be influenced by the researcher’s personal perceptions such as
the belief that symmetrical communication is the most effective and most ethical form
of public relations. However, siharities between the experiences of the participants
and similar findings of other researchers in other countries suggest that this study

identifies some patterns about public relations in Latvia.
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Suggestionsfor Future Research

The study provides sugdems for future research in public relations. First,
the region of East Europe has been one of theteastrched regions of the world.
Several studies have been conducted in Slovenigi/etral., 1996), Poland
(Lawniczak, 2001; Tgbecki, 2001), Bulgria (Karadjov et al., 2000), and so forth;
however; these studies do not allow conclusions about the status of public relations in
the region. An inclusive and comparative study describing public relations in post
communist societies would contribute b tglobal theory of public relations.

Second, this study discovers several characteristics that describe public
relations in Latvia. However, the qualitative nature of this study does not allow
generalizations about the overall development of the ifrelchtvia A quantitative
study using a larger sample of participants may contribute to a more complete
characterization of public relations in Latvia.

Third, this study reveals what models of public relations the participants
choose to practice in LatviAnother study examining the influence of other generic
principles (Vetic et al., 1996) such as gender and diversity of public relations
practitioners, roles of public relations practitioners, and specific application of public
relations (Vetic¢ et al., 199§ e.g., culture and the extend of activism, may add other
aspects to the description of public relations in Latvia.

Fourth, during the interviews the distrust between public relations
practitioners and journalists emerged. This study examines thisctamily from the

point of view of public relations practitioners. To clear the misconceptions and
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facilitate the understanding between the two professions, another study examining the
experiences and attitudes of journalists must be conducted.

Fifth, seveal participants believe that the development of contemporary
public relations started with the first independence movement in Latvia in the late
1980s. The role and influence of this movement should be studied to learn about the
history of public relatios in Latvia and the ways this history has shaped the practice
of public relations. This research would be especially important because of the wide
support that this movement gained from publics at large and its significance in the
fight against communistogupation.

Sixth, a study describing the education programs in communication would
benefit to the future development of public relations in Latvia. Understanding about
public relations education would contribute to the growth of the field and to
professimal standards.

Seventh, the interviews with the participants reveal that public relations
practitioners and students of public relations believe that the field is inherently
unethical. A study exploring the causes of this perception and the ways this
perception affects the practice of public relations in Latvia would contribute to the

professional growth of public relations in Latvia.
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APPENDIX A

E-Mail of Solicitation

Dear Ms./Mr. ,

My name is Baiba &ersone. | am a master'sident at the University of
Maryland. Currently | am conducting a study about the status of public relations in
Latvia.

| am writing to invite you to participate in two interviews for this study. Your
experience in public relations would be a great cortiobuo it. The goals of the
study are, first, to explores how public relations is practiced in Latvia; second, how, if
at all, communist propaganda has affected contemporary public relations; and third,
how, if at all, public relations has assisted sgdietundergo transformation from
totalitarianism to democracy and from a planned market economy to a free market
economy. Your participation in the study would include twen8iute faceto-face
interviews at a place and time convenient for you betweengtug and September
4.,

Your participation in this study will be confidential. Your name and the name
of your organization will not appear anywhere in this study. | promise that | will
respect your choice not to answer questions and share informatigourfatd
confidential.

| truly hope that you will be able to participate in this study. | am convinced

that your experience and achievements would significantly contribute to the study
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about public relations in Latvia. Please let me know if you are inéelés assist me
to learn about public relations in Latvia. | will be delighted to answer any questions
regarding the study and my educational and professional backgrounds.

Thank you in advance! | look forward to hearing from you!

Gratefully,

Baiba Ftersone
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APPENDIX B
I nterview Protocol
Thank you for agreeing to participate in this study. The goal of the study is to
learn how public relations is practiced in Latvia. Please help me to achieve this goal
by answering the following questions.érle are no right or wrong answers to these
guestions. Your thoughts and experiences are important to me.
This interview is confidential. Your name, the name of your organization and

the names of your client organizations will not appear in my final report

Part | (firstinterview)

1. Please describe your educational and professional background.
2. What does public relations mean to you?
Probe: From your experience, how would you define public relations?
Probe: From your experience, what kind of actiggidoes the term "public
relations" include?
3. Please describe the public relations programs that you work with.
Probe: What kind of public relations activities do these programs include?
Probe: What are the goals of these public relations programs?
Probe: Why are these programs important?
4. Based on the information that is available to you, please describe the public
relations programs that other public relations practitioners in your organization work
with.

Probe: What public relations activitiesodhese programs include?
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Probe: What are the goals of these public relations programs?
Probe: Why are these programs important?
5. How does your organization/your client organization plan public relations
activities?
Probe: Please describe the proce$planning.
Probe: What are the goals of the planning process?
Probe: Who is involved in the planning of public relations activities?

6. From your experience, what activities does public relations research include?
Probe: How does your organization/yoalient organization conduct
research?

Probe: What are the goals of your research programs?
Probe: When do you conduct your research? Before you start a new program?
Throughout the program? After you complete the program?
Probe: Why do you think reseeh is needed/is not needed?
7. Who are your most important publics?
Probe: Why are these publics important?
Probe: How often do you communicate with these publics?
Probe: Please describe your organization's/your client organization's
communication progms with these publics.
Probe: Please describe the relationship between your organization/your client
organization and these publics.
Probe: How does your organization/your client organization maintain the

relationship with these publics?
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8. James Gmug identified four models of public relation&pw the interviewee a
handout that describes each of the models]. What models does your organization/your
client organization practice most extensively?
Probe: From your experience, please give me a speeXample in which the
most extensively used model was practiced.
9. Why do you think your organization/your client organization practices this model
or these models most extensively?
10. Why do you think the four models of public relations are or arappicable to
Latvia's situation?
11. From your experience, how has the use of the public relations models changed
during your career in public relations?
Probe: Please describe the changes.
Probe: Why do you think they occurred?
12. Can you think of angther models that would describe the practice of public
relations in Latvia?
Probe: What are these models? Please describe them.
Probe: Why do you think these models are suitable to Latvia's situation?
Probe: Why do you think these models describe Lait/national
peculiarities?

Probe: Why do you think these models are important?
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Part |1 (second interview)

13. Throughout the years of the Soviet occupation, the Communist Party used

propaganda to manipulate the society. How has the propaganda traditierpast

influenced the practice of public relations today?

Probe: What comes to mind when you think about the communist
propaganda?

Probe: Why the communist propaganda has hadas not had an effect on
thepractice of public relations in Latvia?

Probe: From your experience, please give me an example of a situation in
which your professional activities have been affectethieyconsequences of

the formercommunist propaganda.

14. Did public relations performed any role in the transformation fromitestahism

to democracy?

Probe: If yes, please describe the role of public relations in the transformation
process.

Probe: What public relations activities were performed to fulfill this role?
Probe: Have you been personally involved in the transforomapirocess?

How?

15. Did public relations performed any role in the transformation from the communist

command economy to the market economy?

Probe: If yes, please describe the role of public relations in the transformation

process.

Probe: What public réations activities were performed to fulfill this role?
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Probe: Have you been personally involved in the transformation process?
How?
16. tawniczak (2001) identified six main goals of public ielas during the
transformationThese goals included:
16a.to secure acceptance among workers and society for restructuring and
privatization of stat@un enterprises.
Probe: Why do you agree or disagree with this goal?
Probe: From your experience, what publidatons activities have
your organization or yor client organizations performed to achieve
this goal?
Probe: Has the public relations departmeffityour organization or
your agency been involved in sequgiacceptance among workeasad
society for restructuring and privatizatiohstaterun enterpses?
How?
Probe: Please give me an example of a specific public relations
activity that was performed to reach this goal?
16b. to ensure public acceptance for the conceptiwdte property in
privatelyowned business.
Probe: Why do you agree or digeee with this goal?
Probe: From your experience, what publidatons activities have
your organization or your client organizations performed to achieve

this goal?
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Probe: Has the public relations department of your oizgtion or
your agency been inveed in securing public accegnce for private
property inprivately owned business? How?
Probe: Please give me an example of a specific public relations
activity that was performed to reach this goal?
16c¢. to encourage public to use such "new" magketomy institutions as
stockexchanges, banks, national investment funds.
Probe: Why do you agree or disagree with this goal?
Probe: From your experience, what publidatons activities have
your organization or your client organizations performed toea@h
this goal?
Probe: Has your organization or your agency been involved in
encouraging public to use the "new" market economy institutions?
How?
Probe: Please give me an example of a specific public relations
activity that was performed to reach this I§oa
16d. to gain public acceptance for foreign capital.
Probe: Why do you agree or disagree with this goal?
Probe: From your experience, what publidatons activities have
your organization or your client organizations performed to achieve
this goal?
Probe: Has your organization or your agsy been involved in gaining

public acceptance for foreign capital? How?
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Probe: Please give me an example of a specific public relations
activity that was performed to reach this goal?
16e. to attract potenti&breign investors.
Probe: Why do you agree or disagree with this goal?
Probe: From your experience, what publidatons activities have
your organization or your client organizations performed to achieve
this goal?
Probe: Has your organization or yoagencybeen involved in
attractingpotential foreign investors? How?
Probe: Please give me an example of a specific public relations
activity that was performed to reach this goal?
16f. to promote the country abroad by securing the support of interaktio
financial institutions, attracting foreign capital, and achieving acceptance for
attempts to integrate with the West within existing supranational structures.
Probe: Why do you agree or disagree with this goal?
Probe: From your experience, whatlplic relations activities have
your organization or your client organizations performed to achieve
this goal?
Probe: Has your organization or your aggrzeen involved in
promotingthe country abroad? How?
Probe: Please give me an example of a specifidipublations

activity that was performed to reach this goal?
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17. From your experience, how, if at all, did public relations help the society to deal
with such social implications as unemployment, a loss of retirement and health
guarantees, social and eocomc inequalities among different social groups that
resulted from the transformation?

Probe: Please give me an example of a puldiations activity that

you or your colleagues perforatdto deal with these social

implications.
18. From your experienchpw, if at all, was public relations used to communicate
with international organizations, foreign governments and corporations throughout
the transformation?

Probe: Please describe a public relagoactivity that you or your

colleagues have performeddonmunicate with international

organizations, foreign governments and corporations?
19. Does transformation public relations have any other goals in addition to the ones
that | asked you about?

Probe: If yes, what are these goals?

Probe: Why are thes goals important?
20. Is there anything else that | did not ask you but | should have asked you about the
practice of public relations in Latvia?

Thank you for sharing your knowledge and experience with me. May | call or

e-smail you if I have any additiohguestions? Would you be interested to receive an
executive summary of my research? If you have any questions, please feel free to call

my advisor Dr. Larissa A. Grunig at (301) 405 6532 or me at (3018265.
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Descriptions of James Grunig's Public Relations Models (Grunig, 1992)

Press agentry/publicity model: One way model. Information is disseminated from
the organization to the public. The main public is media. Research is not conducted.

Propaganda is used to achieve an outcome that is benefitial doganization.

Public information model: One way model. Information is disseminated from the
organization to the public. Public relations practitioners are viewed as journalists in
residence; the information is "truthful and accurate” (p. 288). Medi&imain

public. Research is not conducted.

Two-way asymmetrical model: Two way model. Research is used to understand
what motivates organization's publics and how to produce messages that will make
the publics to change their attitudes and behaviarsrdmg to the organization's

goals. Persuasion is the primary goal of the public relations programs.

Communication between the organization and its publics is imbalanced.

Two-way symmetrical model: Two way model. Research is used to promote
understandingnd an exchange of information between the organization and its
publics. Dialogue, not persuasion, is the goal of public relations programs.

Communication is ethical and balanced.
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APPENDIX C

Coding Sheet

CATEGORY #1: MODELSOF PUBLIC RELATIONS

A.

Dimensions of public relations

V.

Asymmetry vs. symmetry
1. Asymmetrical communication activities
a) Public relations goals
b) Planning of public relations programs
c) Public relations research
2. Symmetrical communication activities
a) Public relations goals
b) Planning of public relations programs
c) Public retats research

Oneway vs. tweway communication
1. Lack of research activittesneway communication
2. Presence of research activitigg way communication
a) Goals of public relations research
1) Asymmetrical
2) Symmetical
b) Research methods
c) Public relations activities
1) Oneway activities
2) Two-way activities

Mediated vs. interpersonal communication
1. Mediated communication
a) Influence of former journalists
b) Mediated camnication activities

2. Interpersonal communication activities

Ethics

1. Mass media behavior
a) Pyeaid news reports
b) Political and economic aspirations of the media

c) Conflicting ownership
2. Inter-relatedness of businesses and-gowernmental
organizations
3. Lack of discussion about ethics
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Models of public relations

Asymmetry vs. symmetry

1. Communication goals
a) Publicity
b) Information
c) Persuasion
d) Dialogue

2. Planning of public relations programs
a) Asymmetrical
b) Symmetrical

Oneway vs. tweway
1. Oneway activities—no research
a) Publicity
b) Information
2. Two-way activities—research present
a) Persuasn
b) Dialogue

Mediated vs. interpersonal
1. Mediated
a) Publicity
b) Information
c) Persuasion
d) Dialogue
2. Interpersonal
a) Publicity
b) Information
c) Persuasion
d) Dialogue

Ethics
1. Concerns related with publicity
a) Relationship between public relations practitic
and the media
b) Intezlatedness of businesses and-non
governmental organizations
2. Lack of discussion about ethics

Choice of models

Backgrounds of public relations practitioners

1. Educational
2. Professional

ners
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Il. Lack of professional standards

[l Oneway vs. tweway models
1. Identification of communication problems
2. Identification of publics

V. Two-way asymmetrical vs. twavay symmetrical maoel
1. Communication goals
2. Type of organization

CATEGORY #2: EFFECTSOF COMMUNIST PROPAGANDA

A. Lack of communication and decisiomaking skills

B. Lack of trust between public relations practitioners and the media
C. Lack of media independence

D. Unwillingness to disclose information

E. Involvement of communidrained propagandists

CATEGORY #3: TRANSFORMATION PUBLIC RELATIONS

A. Public relations activities during political changes
B. Public relations activities during economic changes
l. Privatization
I1. Private property
[I. Foreign investments
V. Reintroducing Latvia abroad
C. Public relations and social implications

l. Role of government

I1. Role of nongovernmental organizations




CATEGOTY #4: ADDITIONAL CHARACTERISTICSDESCRIBING
PUBLIC RELATIONSIN LATVIA
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A. Development of publicrelationsin Latvia
l. International Organizations
I1. Nature’s children
[l First professionals

B. Unique characteristics

l. Small size of Latvia
1. Direct access to management
2. Low distance among people

Il. Political inconsistenc
Il Lack of media professionalism
V. Division of the media

1. Russian vs. Latvian
2. National vs. regional
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APPENDIX D

Informed Consent Form

Identification of

Project/Title

The Status of Public Relations in Latvia

Statement oAge of
Participants (parenta

consent needed for

| state that | am 18 years of age or older and wish to participate in a
program of research being conducted by Dr. Larissa A. Grunig, Profes

Department of Communication, 2116 Skinner Buildingjvdrsity of

minors) Maryland, College Park, MD 20742635 and Baibadersone, Graduate
Student, Department of Communication, 2101E Skinner Building,
University of Maryland, College Park, MD 207ZB35.

Purpose The purpose of the research is to learn how publations is practiced in
postcommunism Latvia.

Procedures The procedures involve participating in two faodace interviews about

the status of public relations in Latvia that will last approximately 90
minutes each. The interviews may take plach@office of the participant
public places such as restaurants and libraries, or the home of the
participant. With my permission, these interviews may be atagied.
Several operend questions will be asked about the status of public rela
in Latvia; how, if at all, the former communist propaganda has affected
practice of contemporary public relation in Latvia; and how, if at all, pu
relations has helped Latvian society to transform from totalitarianism tg
democracy and from a plannedmman economy to a free market

economy. Several sample questions are attached to this informed con

SO

i

o

th

blic

D

Sel
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form (see page 3).

Confidentiality

All information collected in the study is confidential, and my name will not

be identified at any time. | understandtthbapplicable, the auditape of

the interview will be kept by the Student Investigator for up to three years

before it will be destroyed. Only the Principal and the Student Investigato

will have access to my name. Data will be securely stored onyfldiggs,

audiotapes, and typed written hard copies that will be locked in the Stude

Investigator's office. After five years the data will be destroyed by

shredding, by erasing audiapes, and by deleting computer files and disk

ut

files.

Risks | undersand that there are no foreseeable personal risks associated with
participation.

Benefits | understand that the interview is not designed to help me personally b
that the investigator hopes to learn more about the status of public relatic
in Latvia

Freedom to | understand that | am free to ask questions and/or to withdraw from

Withdraw, & Ability

to Ask Questions

participation at any time without penalty and/or decline to answer certg
questions. If I withdraw | understand that any record ofayicipation

will be destroyed.

Principal Investigator

Dr. Larissa A. Grunig, Professor, Department of Communication, 2116
Skinner Building, University of Maryland, College Park, MD 207435,

(301) 4056532, Ig32@umail.umd.edu

Student Investigator

Baiba Retersone, Graduate Student, Department of Communication, 21

n

01
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Skinner Building, University of Maryland, College Park, MD 207435,

(301) 4058265

Contact Information
of Institutional

Review Board (IRB)

If you have questions about your rights assearch subject or wish to
report a researefelated injury, please conta¢hstitutional Review
Board Office, University of Maryland, College Park, Maryland, 20742,

(e-mail) irb@deans.umd.edu; (telephone) 301-505-4212

Obtaining a Copy of

the Research Results

I understand that | may obtain a copy of the results of this research aft
May 31, 2004 by contacting Baib&tBrsone, , Graduate Student,
Department of Communication, 2101E Skinner Building, University of
Maryland, College Park, MD 20742635, (301) 408265,

b petersone@yahoo.com

Printed Name of Participant

Signature of Participant

Date

Initial here if you agree to have the interview taped
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Sample Resear ch Questions
1. Please describe your educational and professional background.
2. What does public relations mean to you?
Probe: From your experience, how would you define public relatfon
Probe: From your experience, what kind of activities does the term "public
relations" include?
3. Please describe the public relations programs that you work with.
Probe: What kind of public relations activities do these programs include?
Probe: Wha are the goals of these public relations programs?
Probe: Why are these programs important?
4. Based on the information that is available to you, please describe the public
relations programs that other public relations practitioners in your organizaii@n
with.
Probe: What public relations activities do these programs include?
Probe: What are the goals of these public relations programs?
Probe: Why are these programs important?
5. How does your organization/your client organization plan publitoeta
activities?
Probe: Please describe the process of planning.
Probe: What are the goals of the planning process?

Probe: Who is involved in the planning of public relations activities?
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6. From your experience, what activities does public relatiesearch include?
Probe: How does your organization/your client organization conduct
research?
Probe: What are the goals of your research programs?
Probe: When do you conduct your research? Before you start a new program?
Throughout the program? After y@omplete the program?

Probe: Why do you think research is needed/is not needed?
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