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		INTRODUCTION
In the modern world, technology development determines the development of the public relations, which
in the communication aspect is no longer unidirectional. People talk both ways, they respond to blogs, discuss,
debate, argue, and create reputation and brand. The essence of public relations is the same regardless if it
comes to their use in the political scene, the business or commercial field, for volunteer purposes, in institutions
or nongovernmental organizations.
The methods are those that vary according to circumstances, events, problems, intentions. The goal is
the same - to convey the message that is relevant to your audience in a timely manner. The better you know the
communication methods and tools, the better and more accurate message will be transmitted. Public relations
could be described in a few words: reputation, perception, credibility, trust, unity and mutual understanding
based on truthful and comprehensive information.
For better communication with the public knowledge of public relations is a must, the way in which
they operate, as well as knowledge of communication tools with the media that are a kind of bridge between
organizations and the public. The positive PR (Public Relations) does not happen by itself. They need to be build,
be nurtured, to foresee and create, and contain a media strategy that will be an integral part of the overall
communication strategy with the public in order to build mutual trust with citizens.
Key words in the definition of public relations are:
Consciously
Activities in public relations have certain intention to influence the way the understanding and information
will be provided, and then get feedback from those who are under the influence of such activities.
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Planned
Activities in the public relations are organized. They are planned and solutions to problems are
provided, while the activities take place in a certain period of time. They systematically contain research and
analysis.
„Action-Reaction“
Effective public relations generate goodwill and support through an appropriate solution to the
problems in society.
Public interest
Activities in public relations should be of mutual benefit for both the institution and the audience or
provide connectivity/alignment of the interests of the organization with the public interest and the citizens’
interest.
Two-way communication
Public relations are much more than a one-way distribution of information materials. The feedback is
almost necessary.
Management function
Public relations are most efficient when they represent an integral part of the decision making process
of top management and they should be an active part of this process, and not only when announcing the
decisions.

The process of public relations is impossible without communication with media. Long ago, the
American journalist Walter Lippmann has noted that journalism is like a beam of a reflector, that with their
movement illuminate the darkened or unknown space. Fostering public relations by organizations with the
help and support of the media will greatly enhance the two-way communication and will increase the quantity
and quality of information.
Public relations are planned activities based on knowledge, analysis and clearly transmitting the
information that may be acknowledged through different genres of journalism. Sam Black says “the set goals
are more successfully realized with the support and understanding of the public rather than when the public is
opposed or indifferent”.
American scientists have recognized four models of public relations that work, and that are complementary
to most ideal model – the two way communication.
“Press agency “/ publicity
The model means communication from the source to the recipient of the information. The goal is to
make propaganda through direct communication that is often incomplete, distorted or only partially correct. The
communication is seen as a telling, and not as a listening, and not always is being researched. This model
nowadays is mainly used in promoting products.
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Public information
The model means communication from the source of the information to the recipient of the information.
The aim is to distribute information that must have a persuasive purpose. If researches are made, they are reduced
to reading public. This model is most commonly applied by the Government, business sector and non-profit
organizations.
Two way asymmetric model
The model means communication from the information source to the recipient, with recipient’s feedback to
the source of information. The goal is scientific persuasion, and the communication is two-way, with different effects.
A research is performed, that helps to plan the activities, to determin the goals and evaluate the effectiveness and
efficiency of the communication. This model is characteristic for the competitive businesses and companies/firms
for public relations.
Two-way symmetric model
The model means communication from the source of information to the audience that provides feedback
to the source, and then reacts. The goal is to gain a common understanding; communication is two way in order
to provide balanced effects. Research is performed to discover how the audience perceives the organization and
to determine the consequences it has for the audience. The research should show whether the public relations
activities have improved understanding of the audience for the work of the organization, and understanding that
its leadership has in relation to the target audience.

The need for Public Relations department
Public Relations Department is an important segment of the activity of any organization and it can have its
official speaker or public relations person, called spokesman. Conveying the information to the public respectively
sending a specific message that is in the public interest will better and more efficiently work if public relations are
nurtured appropriately and in a professional level.
The main task of the spokesperson is to provide more information to the public, to contact the media, to
provide timely and truthful information, and transparency in the work of the organization.
A spokesperson or public relations person promptly and directly communicate the information that is the
message to the public, and if necessary it may indicate what is the most important a part of the information,
promotional event or other activity that deserves promotion and media presentation.
The Public Relations department in each organization has different task, respectively to archive the
published information, analyze and develop views on further work. For successful communication with the public
there is a important strategic role of public relations, and in this regard Professor Henry Mintzberg applied the “five
Ps” formula:

1. As a Plan - consciously planning the course of action.
2. As a Perspicacity - maneuver that outsmarts the competition.
3. As a Procedure - special course of action aimed at the goal – it appears in
two forms of strategy: accidental and intentional
4. As a Position - means by which the organization is located in its environment
– strategy that is the mediating force between the organization and its
surroundings.
5. As a Perspective - here we speak of strategy on how the organization is perceived
from within itself; a way that the leadership feels their world and the competitive
environment - a generally accepted recipe for success.
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In practice, these “five Ps” must unite in a comprehensive strategic policy. The role of public relations
consists in reconciling the various opinions in a way that external factors in a satisfactory manner unite with
the internal policy.

The public relations persons should possess:


Solid communication skills



Analytical skills



To be result-orientated



Ability to work in a team



To work individually

The best public relations department is the one that nurtures continuous
communication with the media, their editorial staff and journalists!

Cooperation should be based on: confidence, professionalism and ethics.

These days the public is in need of much information, has the desire for knowledge, often it is picky,
critically oriented, but whether and how much it is on your side, depends on many factors. Nowdays the successful
communication with the public is impossible to function without the public relations department, and if you have a
public relations person, then it is an asset.
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Functions of the Public Affairs Department / Office
• Communication with the media
• Communication with employees
• Preparation and implementation of a communication strategy
• Planning and implementing the communications and public relations strategy
• Internal monitoring of information
• Media monitoring
• Preparation of public appearances and special events
• Websites and preparing various publications
• Collaboration with other departments/institutions
• Manage situations and crises
• Measurement and analysis of public opinion

For successful operation of public relations within the organization must be prepared a media strategy,
media plan and to develop a good and strong media team that includes: media coordinator, author and
spokesperson. And, if the organization is unable to provide such team, it’s desirable to appoint a person
responsible for communication with the media. At the same time, a media plan is prepared that involves
exploring the popular media, apply different tools to reach out to different types of media that you have
identified by previous researches. It is good to develop a schedule in accordance with the events and activities
that are part of the organization’s work, and could be used to organize a visit for journalists or a media
event. At the same time, remember that you need to measure the efficiency of communication with media/
public so that you need to follow what is being written, said, what is being reported, transmitted that your
organization is communicating to the public. When you approach the development and formulation of the
message that needs to reach the public it should be taken into consideration that packing the information
and the knowledge how to do it can be very important whether the story would be interesting or it will end in
the trash. It should be presented a special viewing angle of the story for it to attract media attention, which
means emphasizing every feature that makes the story unusual or extraordinary.
What the journalists and therefore the public need is:
-

Timely information: up to date and interesting to the public.

-

Local interest: The evaluation is very important in communication with media/public. What is interesting
locally not necessarily is interesting nationally.

-

Life stories: Emotional elements that touch the target audience that will trigger empathy or compassion
are always interesting for the public.

-

Conflict: Journalists want to cover stories where internal conflict exists, where there are opposing sides,
where it’s debated, where a solution is require and offered.

-

Celebrity: The public feels certain fascination for people and things that are known and therefore never
underestimate the celebrities appeal.

-

Trustworthiness: Journalists are particularly concerned about the authenticity of the sources that provide
information and ideas for stories. They need accurate information whose authenticity can be confirmed
from independent sources also.
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Media strategy is determined by:
1. The intention of the subject in terms of cooperation with the media.
2. Explaining the purpose and task identification.
3. Précising the responsibility.
4. Identifying the resource.
5. Determination of the identifiers for effective implementation.

A good media strategy
includes preparation of
Media Plan:


Define clearly the target audience.



Choose a variety of communication tools.



Create a schedule when and which tool will be
used.



Anticipate measure for your media plan impact.


Maintaining and nurturing good and mutually beneficial relations with the media includes preparation of a
media plan and media strategy. The organization should define objectives and results which are set in accordance
with its work and implemented in the media strategy whose creation covers five basic steps:

1. Determine the intention to cooperate with
the media.
2. Define the purpose and the tasks that you
must complete to achieve it.
3. Determine the responsible person for the
strategy implementation.
4. Check the available resources (personnel
and equipment) and additional needs.
5. Control effectiveness of implementation
in accordance with the specified
identificators.
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The role of media
in creating public opinion
The role of the media in creating public opinion is undeniable and it is, therefore, extremely important
how the public opinion is being created!
The collaboration with the media representatives is needed because their role is not ‘only to convey
information but also to create stories affecting on the so called “Big picture.” In this sense, the media in this
modern and dynamic world has an irreplaceable role in creating public opinion and the most effective way of
lobbying in public relations is achieved if the actors in the process work together ahead of the media activity.
Indeed, what separates public relations from other exact sciences; is their essence, i.e. the ability to be a set
of practical experiences.
The public, in the communication system can be active or passive. The difference between “active” and
“passive” is that a part of the public does not want to participate in the process, but it is a constant observer,
while the active public constantly seeks new information, creates public opinion, launches initiatives and
often is critical, and that is why this aspect should be properly treated and in nurturing the public relations.
The role of media in shaping public opinion is best illustrated if we analyze the quantity of information,
and afterwards the quality of the published media articles dedicated to your organization. It requires
commitment on daily basis in order to build mutual trust, transfer of information and knowledge, providing
feedback, motivating and other activities by which greater effects and results are achieved.
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COMMUNICATION METHODS AND TOOLS
Tools for Communications with Media
For effective, efficient and professional work in communicating with the public it is necessary to use
the proper tools, and the media as message transmitters have a key role, whereas to successfully convey these
messages, events, phenomena, problems it is necessary to know well the tools for relations with the media and
the public.
The evaluation whether something is new, interesting and worthwhile for publishing as „news” or at
some point the public should only be notified about some activities of the organization is very important and
given the event, problem, and activity an adequate communication tool will have to be selected; a statement,
press conference, briefing or a press visits perhaps needs to be organized, writing convincing letter, making a
statement or an interview. To facilitate the recognition of the most appropriate tool presentation in the public our
goal in that particular moment should be taken into consideration as well as what information we have, and what
kind of message we want to send to the public. If it is considered that there is something very important, new,
extremely interesting to be announced to the public, and it would make „news” in the media then organizing a
press conference should be choice, it can also be arranged a special/ media event or perhaps the news will be
sent as statement to the media.
When the organization wants to be present in the media through genres that provide profound stories,
different approach, interesting point of view then a briefing is organized, visit of journalists or a persuasive letter is
written. If there is a need for clarification on something, specifying something, building trust with the target group
or the general public, then an interview for a certain medium (the medium is chosen according the event) is given,
and again, depending on the event it is possible to organize media event or visit of journalists.

To show up as news
you will organize:

For relation building with target group
(audience):

- Press Conferences

- Interview

- Media event

- Media event

- Press release

To get profound articles:
- Briefing
- Visit for journalists
- Persuasive letters
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- Visit for journalists

The most frequently used communication tools
 Press/Public release
 Press conference
 Briefings
 Press- tours (trips for journalists)
 Interviews
 Appearances in broadcasting media
 Press materials (Press- kits)
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	Press release (media/public)
The press release is one of the most popular and most frequently used forms for communication with
the media. The goal is to send a message, to present an position related to an issue, position or thought,
an important future event can be promoted also, it can contain prediction for the future development of the
organization and its work. If it is necessary, it can be used to deny something, too. It can be used as an ordinary
method to communicate with the media or as a part of some campaign that would include interviews, data release,
press or media conferences and other events. The release uses facts, statistic data and quotations but above
all it has an interesting story to be released. When it is clearly and precisely written it reduces the possibility for
misinterpretations and manipulation.

The statement:
 Announces events
 Informs for the beginning or ending a campaign, project
or program
 Promotes results of a survey or research
 Provides information on everything that is considered
that the public needs to know

The statement has to contain the contact person’s information> phone number and E-mail address.
It should be taken into consideration that the statement will be ignored if:
- it resembles a promotional brochure,
- it contains a bunch of data, but lacks the specific information,
- it has long and complicated sentences,
- the media the invitation is send to, is not suitable for that type of story
This communication tool often is used when we want to maintain continuity and to have consistency in
informing the public, but we do not have something very important or quite new to announce. The statement
should be short and informative, not longer than a page.
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The headline is a chance to draw attention, to promote the news, to cause interest and to have a message.
When writing it should be taken into consideration that the most important fact should be written in the first
paragraph, i.e. head (short introduction) that should answer and explain at least three out of these five questions:
who, what, when, why, where is something happening.
The beginning, i.e. the headline not the article should be written only in a few short, precise and clear,
simple sentences without any technical burden or bureaucratic language.
When foreign words or a specific terminology are being used, the best is to explain their meaning. If there’s
a web page, the statement should be released as soon as possible and in the most visible part, and when writing
it attention should be paid to the fact if any important person is mentioned then not only the full name to be
mentioned, also the function and some additional information from his/her biography should be included.
A good press release uses::
-

Facts
Quotation
Statistical data
Without comments and no provocative adjectives

THE FORM
RECOMMENDATIONS
1. Ensure that the statement reached the media
which are relevant for your work
2. In our country the best time to submit in to the
media is no later than 13:00

 No more than 30 lines
 Clear and short sentences with no more than
20 words
 Name the institutions and persons with full
names (not only abbreviations)
 Consider the fact that it’s general public
 Avoid academic, bureaucratic style and foreign
words
 Inform when, where and what kind of photos
they can receive in case you have such
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Centre for cooperation and democracy
str. Limetree nr. 20, Skopje
Tel/fax: + 389 2 11 77 000
E-mail: јapeonmin@skopje.mk

Statement

The youth will debate for the need of cleaner environmentа

The nongovernmental organization “Centre for cooperation and democracy”
from Skope on Wensday, June 22nd, at the premises of the Regional Youth Club
in Strumica at 17:00 hrs is organizing a debate on the topic “Is there a need for
education- the youth from the region to cooperate for environmental protection”.
In the debate will be present around thirty youngsters from the South-East
European region and ten representatives from organizations that are involved is
activities for a bigger environmental protection, and they will discuss the need for
cooperation, bigger commitment and youth education, also as the need of recognising
the phenomena that are increasingly polluting the nature, and the harmful influence
from such phenomena and the negative consequences on the human health.
In this project will participate eminent (they should be stated) representatives
of other renowned nongovernmental organizations, as well as representatives of
the regional Ministry of environment and physical planning. The organizing of this
debate is supported by the Forum for developing and building trust (FDBT), and by the
Governmental programs of the Federal Republic of France. Such debates are being
organized for the third consecutive year, and more than two hundred youngsters have
participated so far.
For additional information contact our office at the Forum for developing and
building trust - tel. + 389 2 70702024, fgvdm@macedonia.mk
Contact person: Petar Janesovi
Celular number: 090 202024
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	Press conferences
One of the common ways to promote news and activities is organizing and holding a press conference
which is convened only if you have something really interesting to announce, new and important or when there is a
need to give a quick response to any great news, and there is not time to address each medium separately.
Using the press conference as a communication link with the public is simple, cheap and very effective.
It will provide answers to questions from the press and openly speak about some key topics and events. The
messages to be transmitted should be composed accurately and in an interesting way and it should be taken
a consideration for a good organization. The spokesperson should be prepared for unexpected questions that
reporters could ask him.
Be careful - if during the conference mistakes or some unpredictable situations happen, they can easily
become a major topic or headline in the news.
Therefore, you need to take care this does not happen and if there is such a situation, the damage should
be minimized, and this only possible if the communication skills are mastered, and if there’s an agreement in
advance on who will be responsible for dealing with the situation.
When convening a press conference, not only the content (who will speak, what he’ll say and how long will
last) should be considered, but it should be taken into consideration that the form is also very important (where
will it take place, how will it be organized as well as the number of media to be invited).

What you need to control prior to organizing a press conference:
-

Define the topic, and consider whether you have the news.

-

Whether the topic you consider to be a news is enough interesting for the public
or you can post such data in a press release.

-

Evaluate what the organization representative will say in the opening statement.

-

Mark the talking points. As for the interview the best is to focus on the three
points.

-

Predict the possible questions that can be related with the topic, but also outside
the topic. (take into consideration what is actual at that moment, not only in the
country but also in the region, and depending the topic on the global world plan,
too).

-

Select a date and be careful not to overlap with any other important event on the
same date.

-

The time of the press conference is also very important to be defined according
to the function of the media in our country. The best time is around noon before
midday, but not earlier than 10:00 hrs
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Before organizing it
we should define:

During the press conference we should be careful
on how we speak:

1. Who will talk

1. Short

2. What will be said

2. Clear

3. How long will it last

3. Precisely

The use of vocabulary/style
1. Avoid professional terms, foreign words, abbreviations
2. Use figurative expressions, metaphors, stylistic figures
3. Incorporate personalization in the speech
4. Form short and simple sentences
5. Use verbs instead nouns
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When arranging a press conference we should have in mind that depending on the number of speakers
we should limit their presentations to a reasonable period of time (up to five minutes per speaker), leaving enough
time to answering questions from reporters.
Before beginning should be checked the premise where the meeting with the reporters will be held, and a
technical control of the equipment needs to be conducted. If a stage is being used it should be properly positioned
i.e. we should be careful with the lights, windows, and the background should be all in a single colour. Grey is considered to be the most adequate colour for a background- as it appears tranquilising and it is good for television.

Next that needs to be done:
• remove all the pictures and the mirrors from the
wall;
• behind the stage with the speakers should be
placed the subject’s logo or poster;
• the location (it is good to be in the city centre
and to have parking);
• the size of the hall (it depends on the number of
journalists and it should not be either too small
or too big so that it may seem empty;
• the sound system should function (if it is
necessary);
• the microphone holder and the microphones
should function (if there is a need to have them);
• to have enough plugs for the cameras;
• to have a list to take notes and materials.
The press conference duration is very important and it should be no longer than 45 minutes (the most
optimal is considered around 30 minutes), and should remain focused on one topic. In the opening sequence
should be set the rules and remind the journalists that answers will be given only for that specific event in a polite
manner. That doesn’t mean that one shouldn’t be prepared for unexpected questions outside the topic of the press
conference.
It is good to have a moderator who will present all participants by their name, function and organization
(the media should receive these data in written also); to control the presentations and sessions timing and to
answer questions as well as to close the press conference. Statements should be short, clear and specific and
altogether not longer than 15 minutes, and they have to be in written, and in more languages (if it’s needed), and
the best time to share them is at end of the press conference.
The time to schedule the press conference
and how long should it last
-

The best time is between 10:00-13:00 hrs

-

Most optimal is to last 30 minutes (not longer than 45 minutes)

-

Try to be focused in one topic only

-

At the beginning the moderator should emphasize the rules of the
conference
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During the conference each journalist prior to asking a question should introduce him/her self and the
media they represent.
If a journalist is not only asking, but is tries to start a debate, the representatives of the organization need
to do all that should done, not allow to be provoked and be involved in such debate.
A list for the journalists to register and sign should be prepared; this list should contain the name, function,
organization and contact information (cellular number, fax, e-mail address) of the participants. The data can be
uploaded into a database. This will help to identify them, and if it’s needed to get in touch with the media whose
journalist didn’t attend the press conference. It allows the organizers to add additional information, if it is needed.
In most cases, there should be at most two speakers and one expert of the topic. When the invitations for
the conference are sent (usually by e-mail), the national media agencies should not be forgotten especially, since
most of those agencies send to their users a list of daily events.

Structure
The moderator should present all participants by their
name, function, organization
- Control the timing
- To redirect the questions
- To close the press conference

Questions/ Advices
 Do not decline any questions
 Do not say “I do not know” or “no comment”
 What if a question is not related and it is of the topic?
 If you are asked three questions at the same time!
 If they want to debate with you!
 If only one journalist is asking questions!

After the press is finished
 Send a statement
 Contact the relevant media
 Follow the coverage by the media and the way they
have reported about you
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Press Briefing

The briefing for journalists is a form of communications with the media, and its goal is to inform the
journalists, instead directly informing the public through them, which is informal, yet an official way of communication
with the media respectively the public. Often it gets mixed with the press conference, while its essence is exactly
the informal character. Through such informal talks information is exchanged, details or news related to a certain
event, issue or phenomena are transmitted, and during the conversation the journalist can draw information
that will serve him in his further investigations or future stories. Although it is said so that the briefing could be
organized as a closed conference, in which the journalists receive more detailed information then in usual press
conference, the exchange of information it done without cameras, photos or microphones.
That is exactly a informal communication with the media. But be careful, the briefing is informal yet the
journalist will publish packed information of in one of the journalism genres. When talking on the record to the
journalist, everything you say can be quoted, while in an informal meeting, named briefing for journalist, the
journalist can transmit issues that have been talked about but cannot mention or quote a name and surname on
the person who said such thing. Usually information from a briefing is referred to “a source from the organization…”
In case the journalist wants to quote the source of information he/she should ask for permission. Therefore,
when inviting the journalists for the briefings the communication form should be stated ahead of time and let the
journalists know that cameras and audio recording devices are not necessary.
Regular briefings (once a week or once a month) provide the journalists information that they can use for
their further work and the stories that arise from them can help the organization in their efforts to increase their
presence in the media. Briefing is not necessarily organized regularly, yet it can be used anytime you feel the need
to provide new information for journalists, to inform on results of a specific research or initiative, or to simply inform
them with a locally important topic.
Briefings are an excellent communication tool and it can be organized outside the premises of the
organization, on a location where a certain project is performed, and even in restaurants or coffee shops.
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We should have in mind that even they are informal, yet nothing is unofficial.
The journalist will not name their interlocutors, as they do in press conferences, but they will quote the
institution, which gives the weight on the authenticity of their information. Usually not all the media are invited in
the briefings, instead they are chosen on the evaluation of their relevance for the topics which are important to a
specific organization, and the best is to have from 6 to 12 journalists.
It’s useful to prepare printed handouts with additional information, and specific information can be
presented also, such as strategic plans, to provide for the journalists information about a local topic that you would
like them to be more interested. In such case sound written report (no more than four pages) should be prepared,
with the basic information supported with graphs, charts, or diagrams that will be used (if any). It is good to have
a list of other people or organizations to which journalists can turn to for additional information for the topic.On
behalf of the organization which organizes the briefing to be invited up to three people and is bound spokesman
(or person in charge of public relations) and an expert on the topic being discussed. With the completion of the
briefing ending and work, and you know that the organization has been successful if journalists continue to work
on topics that are spoken and if you begin to report on them to further explore. It will be obvious if they continue
to come to these briefings.
At least three persons should be invited on behalf of the organization that organizes the briefing, out of
them the spokesperson (or a person in charge for public relations) is a must as well as an expert for the topic
that will be discussed. The work does not stop with the closing of the briefing; and whether the organization was
successful will be known if the journalists continue to work on the topics that have been discussed, if they start
reporting about then and continue their researching. This all would be obvious also if I they continue to be present
in the next briefings.

Briefing

During the briefing

 Informal, but official communication with the
journalists

 Introduce yourself and get to know each
other

 Regular briefings (once a month, once a week)

 Offer café, tea or other beverages

 Briefings when it’s needed

 Give everyone a chance to speak

 Not all journalists are invited, often from 6 to 12

 Maintain contact with the journalists after
the briefing
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	Press tour
Press tours from local, national or foreign Media can be a powerful tool to gain visibility of the projects and
programs results. A successful press tour for journalist can help building a stronger relation with the media and will
provide an opportunity for a better explanation of the subject and what is, indeed, their work.
One of the main purposes of press tour is the detailed presentation of the successes or achievements and/
or to reveal the weaknesses and problems of the projects and programs. Press tour can be organized in several
locations and activities, and they can include various media. Public relations are created through successful press
tours that not only will provide direct communication with the journalists and often will secure a media coverage
by different journalism genres (reportage, story, and feature) which are always interesting, comprehensive and
attractive for the public, and they will open way for further media coverage also.

In order to be successful it should be well organized::
• A list of media houses that will be invited should be prepared,
• A plan on who will be involved in the event,
• Activities that need to be highlighted should be considered,
• Those having direct influence on the work should be included,
• The focus or main story for the visit is selected,
• The schedule is defined (transportation and refreshments is provided).
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The manner of journalist accreditation should be taken into consideration, in order to inform then on time
and to prepare additional information, statistic data, photos, notes, brochures and other appropriate handouts that
will be delivered during the press tour, and a person to meet and lead the group must be appointed. During the
visit, there should be free discussion since such way gives more information about different activities or projects
that are useful and important. At the end of the visit, printed information will be handed with their correct names
of locations, individuals and groups, statistical data for the topic or project, brochures, photos that can be put
separately or put together into a Press-kit, and that contains:

• press statement or release with the contact person and phone number;
• list of facts about the topic (topics);
• quotes, comments, confirmed and adequate quotes from politicians and other important lobbyists;
• newspaper excerpts about the topic;
• tables, graphs, photos or other visualisations, like posters, leaflets or similar;
• CVs of the main speakers;
• description of the organization or the project (in one page);
• list of the involved staff and their contact information
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Recommendations
 Prepare a list with media house you want to invite
 Define who will be included in the event
 Choose the focus of “the story”
 Provide transportation and refreshments
 Prepare additional information

Bear in mind that the journalists need an answer
to the following question:
 Why should I meet with your organization/institution?
 Time management
 Be honest and don’t avoid to talk about the problems

Check list for the press-kit
 Statement or release and contact
 List of facts (topic)
 Quotes, comments, lobbyist attitude
 Newspaper excerpts regarding the topic
 Tables, photos, graphs
 CVs of the main speakers
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	Interview
There are different media and different types of interviews (for newspaper, radio or a television),
and regardless the fact who leads the interview, the basic principle is that the situation has always to be
controlled. The interviews give opportunities to clarify some wrong assumptions, to soundly present programs
or positions and to establish direct and positive contact the larger public which is the biggest advantage of
the interview; giving first hand data, respectively providing their authenticity. Every time an interview is given it
should be clear that even in cases the invitation is to talk on previously agreed topic some questions outside
the topic should be anticipated.
Journalists like surprises, and they almost never miss the opportunity to ask something else. It is,
therefore, important to be well prepared for the topic as wel as for all possible anticipated questions that
could be asked, and not expected. Good preparation assumes that we should never be sure whether the
journalist is going to act professionally and will ask precise and grounded questions or act unprofessionally by
asking general, undefined questions, start to debate and argue or even start to answer his/her own questions.
The organization representative who is interviewed should have at his disposal all possible information, facts,
historical and statistical data regarding the topic. However, they are not always useful; special attention
should be paid not to exaggerate with numbers and abbreviations because it can confuse the public.
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For the interview to be successful in the discussion with the journalist prior to the interview we need to ask
the following;
- what is the topic or topics that will be discussed;
- will it stream on air or will it be recorded, what kind of media is it (printed, radio, television, “on-line”);
- will it be carried out via phone or there will be a meeting, how, where and when will it be published ore
broadcasted, how long should it be;
To avoid the interview to get unpleasant course the golden rule says that it’s good to determine the
most important data or messages to be highlighted, and those are the safe topics that we should always go to
when questions we want to answer are asked. Yet, it should not be exaggerated since it can become boring and
distasteful. If there is a way to choose and decide the venue where the interview will be conducted, it is good to
influence the interview to be held on the field, at place that is recognizable or representative for work or, in an event
that is already taking place. If it’s a radio or television interview the voice tone should change, attention should be
paid to the intonation and punctuation, in that way the appearance will be more convincing, more authoritative and
influential, and the message will be sent in a more impressive and acceptable manner.
The speech should be humble, without shame and hesitation, simple, direct, clear and accurate since in
such the impression is certain and persuasive, and always speak the truth, but attention should be paid not to
react inappropriately on inappropriate questions and provocations.
If the interview is talking place in a studio eye contact should be with the journalist instead looking at the
camera. But, when a statement is given or when the journalist is not in the frame, then the look should be pointed
directly to the camera.
Also, attention should be paid not to talk too loudly, or too quietly, and if negative questions are asked, it
should not be repeated with denial, provocations should not be allowed, as well as not take a defensive stance, on
the contrary all misunderstandings should be politely clarified and then move into to positive and planned points.
.
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Interview
 Gives the opportunity to send a message.
 Provides news and authenticity.
 Preparedness includes “three safe islands”
i.e. messages that we go back to during the
interview.

In front the camera:
 Do not make hand gestures to much
 Do not look at the camera
 Do not hit the table with the pen
 Do not lean on the chair
 Be spontaneous, but do not exaggerate
 Do not smile too much, but not very strict also

To be prepared:
 To know the facts
 Without hesitation, insecurity, nervousness
 Persuasive talking
 Simple and straight

While talking:
 Focus on the topic
 Confront the provocations in a calm way
 Continuously sending a message
 Using interesting analogies, comparetions, lively
expressions
 Tell the truth
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	Persuasive letter
Persuasive letters are written proposals that are sent to journalists and editors to encourage them to cover
specific events or to present new ideas and knowledge that can be used to create stories. They do not contain all
the information, but enough what it takes to attract interest.
The media receive several offers for stories on daily basis, persuasive letters, therefore, help to carefully
focus on the topic that should be investigated, analyzed and written. However, in order to achieve the main purpose,
persuasive letters must be well written and short. Certainly, they should be accompanied by direct contact with a
particular journalist or producer (in case of electronic media).
Persuasive letters are particularly useful if the intention is the entity to be represented on television or
radio program and to talk about a specific job or project. Similar to writing press releases to convince journalists
to report from the event that is organized, persuasive letter is written for the journalist, producer (or editor) also,
in order to convince them to interview a representative of the organization and to provide some media space for a
specific topic.
The letter is best to start with a paragraph that explains why the story is interesting and important, then it
should follow a brief and concrete description of the essence of the story. It is useful the letter to be accompanied
with a phone call the next day or no later than a day after. This communication form with the media is utilizes in
cases there’s something to announce, but it’s neither new nor very interesting.

Writing a persuasive letter assumes to provide answers to the following questions: why, when and how is
it written to the editor

- to clarify a situation in response to a misleading, inaccurate or biased letter or story;
- to respond to other editorials and editorial comments;
- to raise awareness of the local public on matters related to the organization work;
- to offer insight into the activities that local media treat inappropriately;
- to express opinions and attitudes;
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Letters must be typed or legibly written. The must be signed, along with the author’s work address and the
telephone numbers. Newspapers often do not publish letters from people they can not get in touch with to confirm
their authorship.
- Effective format for a letter: A paragraph for the topic, several paragraphs to explain the views of the
author and conclusion. This allows editors to cut the letter and the message still to be clearly transmitted.
- Most newspapers typically suggest letters to the editor to have from 200 to 400 words. The letters that
are too long may be significantly cut or not published at all. The letter should be written with a calm tone, but
attention should be paid not to be boring. Impersonal and boring letters, emotional outbursts or personal attacks
will not make a good impression, and if written faintly, unclearly and visually inappropriate it may not be released.
Sometimes the letters are written in order not to be published, but to inform about the work of the organization and
to initiate the editor’s interest to send a journalist who will then investigate and write the story.
It’s good to find a way for the subject to get closer to people, and if a letter is send to the local media, then
local examples and anecdotes should be stated. The letter should impose a topic and stick to it, not to dilute it,
and the best – the most important thing is that regardless the time it happened, whether first or last, yet the topic
should always be written upfront. If it’s written a letter to react on something or someone then first should be stated
the opinion the reaction is about, and then state the position on specific issue that will be backed with arguments,
facts, respectively proofs. At the end, it should be closed with a short resume or a statement, a question or an
indication that remains in the memory.
Letters to the editor are often used when it is considered that the subject has been misrepresented or
the report have contained ffactual errors - denial. In such a case, clearly should be stated the error is considered
to have been made, and then communicate the true facts and transmit the position of the organization on the
events and on the topic, taking into account to avoid charges, arrogant tone, and insulting tone or qualifications,
since it also have the boomerang effect. Information should be direct, precise and clear since that’s how the most
convincing effect is achieved.

Persuasion letter should be:
 Not longer than a page
 Direct and clear
 Have a story (creative and interesting)
 Followed by a phone call
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Apart form persuasive letter which aims to attract media coverage of a segment of the work of the
organization which has an interesting angle, while itself is not “news” that journalists would have been interested
so that it could get space in many media, there is a form of letter to the editor. This form is often used when an
organization wants to explain ccertain topics of current work that are present in public or to clarify a situation which
is incorrectly and inaccurately reported in public. At the same time, these letters are utilized to react in response to
certain comment, feature ..., but to raise awareness of local or general public in matters related to your work also.
The letters are written when there is a clear position on an issue, problem, event, phenomena to express opinions
and are written to simply convince the public that your views are in their interest.

Recommendations
 Should not be longer than 400 words
 It begins immediately with the topic, explains
and sends a message
 It is written in “calm” tone- without insults
vulgarity and hassle
 No wrong data and lies should be published
 Focus on the topic, and do not dilute the
topic
 Organize it like a classic business letter with
all contact information

How to write a letter to the media (journalists, producers or manager)
(If we address directly the name should be stated, otherwise we write as the follows)

To the weekly “Opis”
Boulevard of the Limetrees, nn, Skopje
Respected,
Your comment published on the last number of the weekly “Opis” (25/12/14) regearing the role of religious
communities on the development of values that young people should follow represents a positive standard. In
the article are stated very positive and interesting points of view that are part of our current activities aiming to
improving the social values yet the quotes that, we believe unintentionally, have transmitted wrong facts and parts
of my statement have a worrying effect. Indeed, the statement in which I emphasize the need for a bigger effort
from all the stakeholders in the society talks about “------------“while the way it has been transmitted in the text tells
exactly the opposite ------“.
I believe your weekly, as before, will continue to follow and report timely for the report on our religious community
activities.
Thank you in advance for your corporation,
Sincerely yours
Pavle Patarski
(rank and functions and name of the religious community)
Cell phone: 070 1222 222
E-mail: paver@momak.mk
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	Media/Special event

Media events are also special events that can help the name of the organization to appear in the news.
Special events can be:
- celebration (eg anniversary of something, or some kind of marking);
- opening new religious objects;
-  reporting for a certain project such as a specific humanitarian event
- sponsorship of a local or charity event;
Special/media events require strong organization; and planning skills together with the skill to pay attention
to details. Special events should be attractive for the media.
Four elements which are likely to increase the importance of your event to show up in the news:
- Interesting people;
- Interesting places;
- Interesting topics;
- Excellent timing.
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Celebrities are always interesting for the public because they themselves attract attention and
are welcomed guests in media events. But it should be informed with the details of the project in order to
successfully promote it. When possible, the event should always take place in a location that reflects the
message.
For example, if the topic is about a certain factory that pollutes the air and the harmful effects on human
health, then you stand right beside that object and the special event will be organized there or communication
tools will used to make a statement or organize a Press conference. The message should also be persuasive,
direct and supported with strong visualization. Special events offer something unusual, things that do not
happen every day. They should either contain very interesting picture and words, such as celebration or a
charity event, or to bring something new, such as commencement of a project or opening a facility.
When organizing a special/media event it is important to evaluate: why should the event happen, who
would participate, who would talk, how to organize and promote it, and what is it that will attract media to
send their representative.
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Prior to organizing the media event you need:
 To select a good speaker
 To select a good topic
 Organize it in a place that reflects your message
 Specify the proper time (from 10:00 until 12:00 hrs)
 If it is an evening event it should not be later than 20:00 hrs
 Take into consideration that the televisions need a frame while the
newspapers photo
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