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Abstract: The most advanced form of public relations is represented by
scientifically guided processes of solving organizational problems and
change processes. This paper discusses some of the methods used to gather
quantitative and qualitative information to define the problematic situation
as accurately as possible. The primary purpose of research in public
relations, like other business functions, is to reduce uncertainty in decision-
making. This paper first examines the place of research in various models
of public relations. It then explains the first phase in the PR management
process - situation analysis - where research activities are particularly
emphasized. The second part of the paper focuses on methods, both formal
and informal, commonly used in PR practice.
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1. Introduction

The most advanced form of public
relations is represented by scien-
tifically guided processes of solving
organizational problems and change
processes. Experts who utilize this
type of public relations rely on theo-
retical frameworks relevant to re-
solving the given situation (prob-
lem). They apply knowledge about
society and the behavior of social
groups and individuals, using rese-
arch to resolve problematic situati-
ons. PR programs are increasingly
based less on intuition, foresight, or
personal experience, i.e., the skill of
reacting to environmental threats,
and more on combining a rational
problem-solving approach  with
proactive strategic planning (Cutlip
et al., 2003). An organization imple-
ments a public relations program
when (1) it needs to carry out a
corrective program to resolve a pre-
ssing problem (e.g., reducing mar-
ket share); (2) to implement a
specific project; and (3) it aims to
strengthen efforts in maintaining or
improving its reputation or public
support (Wilcox et al., 2006: 151)

Marston presented a problem-sol-
ving model in PR over half a century
ago, known by the acronym "RACE"
(Marston, 1963). Four identified ac-
tivities chronologically alternate
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during the process: research, action,

communication, and evaluation.
The crucial part of the entire pro-
cess, or the core of public relations,
is communication, as the organi-
zation's message transmission to
specific audiences achieves the ulti-
mate goal of every program: gaining
support for goal realization. The
chosen communication strategy
should enable two-way communica-
tion — the organization addresses
relevant audiences, but it also lis-
tens to them, considering their vi-
ews, opinions, and perceptions (Pe-

nezié, 2023; Vlajkovié, 2023).

Research emerges as a prerequisite
for successful and strategic public
relations planning (Vukovié, et al.,
2023). This paper first examines the
place of research in various public
relations models. It then elaborates
on the first phase in PR manage-
ment — situation analysis — where
research activity is particularly
highlighted. The second part of the
paper focuses on methods, both for-
mal and informal, commonly used in
PR practice.

2. Models of solving problems
in public relations

The four-phase problem-solving pro-
cess, as used in public relations, has
the primary purpose of reducing un-



certainty when making decisions.
Problem-solving in PR occurs thro-
ugh four phases: (1) defining the
problem, (2) creating and planning
programs, (3) action and communi-
cation, and (4) evaluation.

Defining the problem (or oppor-
tunity). This stage of the problem-
in PR
examining and monitoring the

solving process involves
knowledge, attitudes, opinions, and
behaviors of those directly or indi-
rectly related to the organization (or
company). This phase is a prere-
quisite for proceeding to the next
steps in the problem-solving pro-
cess. The fundamental question
that must be answered in this phase
is: "What is currently happening?"

Planning and program creation.
Based on information gathered in
the first phase, decisions are made
regarding programmatic audiences,
general and specific objectives, spe-
cific programs, and communication
strategies, tactics, and budget. The
results of the first phase, obtained
from problem research, become part
of the organization's policy and
program. The fundamental question
that must be answered in this phase
is! "What needs to be changed (or
done) and communicated based on
the information collected about the
problem?"
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Taking action (implementation) and
communication. In the third phase,
the adopted program is implemen-
ted through communication to achi-
eve specific objectives for each audi-
ence individually. This is a prere-
quisite for achieving the overall goal
of the program. This phase expects
"Who
needs to do and say this, when, whe-

answers to the question:

re, and how?"

Program evaluation. The final stage
of the problem-solving process in PR
involves evaluating the preparation,
implementation, and results of the
program. It is common during the
implementation of a program to mo-
nitor its effectiveness based on feed-
back. A program may continue or be
discontinued in the future, depen-
ding on the assessment of its imple-
mentation—whether it was effective
or not. The question to be answered
in the final phase of the problem-
solving process is: "How did we do
and what were the results?"

The four-phase problem-solving pro-
cess begins with gathering infor-
mation to identify the problem in
the best possible way. After descri-
bing and understanding the prob-
lem, the next steps are equally
important. In practice, it is not easy
to draw a clear line between diag-
implementation,

nosis, planning,

and evaluation. The PR manage-
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ment process is essentially contin-
uous, cyclic, and takes place in a
dynamic environment. A simplified
model of the problem-solving pro-
cess in PR is presented. In reality,
each of these phases consists of a
series of steps to be taken.

There are other ways to describe the
problem-solving process in PR, such
as the APRV model: analysis - plan
- implementation - evaluation (Ver-
¢i¢ et al., 2004: 35). These models so-
include feedback,
problem-solving in PR is seen as an

metimes and
"endless cycle in which six compo-
nents are connected in chains"
(Wilcox et al., 2006: 7). Understan-
ding public relations as a cyclical
process, feedback - audience reac-
tion - plays an important role; it le-
ads to program evaluation and thus
becomes an essential part of deve-
loping future PR projects.

Sheila Crifasi uses the acronym
ROSIE, which stands for research,
objectives, strategy, implementa-
tion, and evaluation of PR programs
(Crifasi, 2000: 22). Around the same
time, acronyms like RAISE (Ken-
dall, 1997) and ROPES (Kelly, 2000)
were proposed. The five-phase RO-
PES model includes research, ob-
jectives, programming, evaluation,
and program implementation (ste-
wardship). Finally, a slightly modi-

fied RACE model in the form of RO-
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PE was proposed (Hendrix & Hayes,
2012). Although acronyms can be
helpful - they aid in memory - they
often seem limiting. In this sense,
four-phase models are more useful,
mirroring marketing practices, they
encompass the overall PR manage-
ment process. An example of such
an approach is Ronald Smith's stra-
tegic PR planning model, consisting
of four phases and nine activities,
including formative research (three
steps), strategy (three steps), tactics
(two steps), and strategic plan eva-
luation (Smith, 2021: 24). Research
pertains to the situation, organiza-
tion, and audience, while strategy
involves setting objectives and
tasks, devising actions and appro-
priate strategies, and developing a
communication strategy. Tactics
refer to selecting communication
tools and implementing the stra-

tegic plan.

Public Relations Planning. Prob-
lem-solving in PR is a broader
concept than "public relations pla-
nning," although the differences are
not significant. Communication
strategies are not usually consi-
dered in PR planning. PR planning
represents a "continuous effort to
establish and maintain a good re-
putation for the organization in its
environment and to establish mu-

tual understanding and trust be-



tween the organization and its
external and internal publics"
(Filipovié & Kostié-Stankovié, 2014:
227). Systematically, PR planning
includes six activities: (1) analysis
and description of the problem situ-
ation; (2) setting goals and determi-
ning strategy; (3) identifying reso-
urces needed to achieve goals; (4)
developing PR programs; (5) defi-
ning tactics to implement PR prog-
rams, and (6) monitoring achieved
results and measuring outcomes.

Many marketing theorists do not se-
parate situation analysis (internal
and external) as a distinct, initial
phase of the process but consider it an
integral part of PR planning, along
with goal setting, strategy and tactic
definition, and budget determination
(Stankovié¢ & Dukié, 2009: 201). Pub-
lic relations planning sometimes inc-
ludes eight activities: (1) defining ro-
les and tasks; (2) determining key re-
sult areas; (3) identifying and deter-
mining key performance indicators;
(4) selecting set goals; (5) preparing
action plans; (6) determining control
methods; (7) communicating, and (8)
reaching agreement among all key
individuals involved in program im-
plementation regarding clear task de-
legation and responsibility (Brooks et
al., 1988).

Sparling (1994) identifies five steps in
the PR planning process: (1) analy-
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zing the current situation, (2) setting
goals, (3) defining strategies and tac-
tics, (4) budget determination, and (5)
monitoring and evaluating results
and measuring achieved effects.

3. Defining the problem - The
first stage in the PR manage-
ment process

Defining a problem usually begins
with an organization's assessment
that certain business activities are
not progressing correctly, leading to
stagnation or regression. The pursuit
of even better results can be identified
as a problem (Dasié, 2023a). These
assessments start from the organiza-
tion's or company's goals. Goals are
the basis for identifying existing or
potential problems. A clearly defined
problem answers the question: What
is currently happening? Information
related to a specific problem is co-
mmunicated in the present tense.
Describing the situation is based on
measurable and specific parameters,
requiring answers to the following
questions:

What is causing concern?

Where does the problem lie?

When did the problem arise?

Who is involved or affected?

How are they involved or affected?
Why is this important for the organi-
zation and its public?
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When setting (or diagnosing) a
problem, solutions are not offered,
nor is blame assigned to anyone. Co-
mmunication should not be taken as
an indication of a problem, as in the
often-used statement, "What we are
facing here is a communication prob-
lem." Communication is part of the
solution, not the problem. In other
words, "communication can be part
of the solution, but it is not stated as
part of the problem itself" (Katlip et
al., 2006: 320).

Analysis of the situation. Unlike the
mere framing of a problem, which
can be described in a single sentence
or paragraph, situational analysis is
a much more extensive document. It
comprises a diverse set of informa-
tion about a problem, often referred
to as a "book of facts" by public re-
lations practitioners, including the
history of the problem, internal and
external factors influencing it, etc.
(Dasié, 2023b). Situational analysis
begins with a preliminary problem
statement, continues with the re-
sults of situation investigation, and
ultimately leads to a more accep-
table, or working, definition of the
problem.

Situational analysis mainly consists
of two parts. The first part involves
analyzing internal factors relevant
to the identified problem. This part
of the analysis focuses on the organi-
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zation's policies, procedures, and ac-
tions related to the problematic situ-
ation (Dasi¢, 2018). Attention is also
given to "communication audit." This
activity entails systematic monito-
ring and documentation of an orga-
nization's communication.

The purpose of this part of situa-
tional analysis is to better under-
stand the communication process be-
tween the organization and its target
audiences and facilitate the decision-
making process.

After thoroughly examining the
problematic situation from the orga-
nization's perspective, the second
part of the analysis is undertaken. It
comprehensively evaluates external
factors - both positive and negative.

A specific part of the analysis is the
"stakeholder analysis." It is, in fact,
an analytical process in which all
individuals involved in the situation
or affected by it in any way are
identified. They are in a state of
interdependent relationships with
the organization, meaning that eve-
rything they do, feel, or know has an
impact on the organization and vice
versa. However, it would be incorrect
to consider stakeholders as part of
the public towards which the prog-
ram for solving a particular proble-
matic situation is directed. Finally,
determining stakeholders precedes
the process of planning a program



strategy to ascertain the accuracy of
assumptions about them: "who these
stakeholders are, what they do, what
they know, and how they feel in a
given situation, how they are connec-
ted and how they influence it, what
information they consider important,
how they use it, and even how they
access it" (Katlip et al., 2006: 322).

"stakeholders," or
knowledge about relevant interest

Understanding

groups, is valuable in that it enables
clear prioritization. The order of
priorities is defined depending on
who is most important for a given
problem. Only after that does one
resort to, with more or less detail,
analyzing internal and external pre-
ssures. Various methods are used for
this purpose, such as SWOT ana-
lysis, PEST analysis, vector analysis,
and others.

SWOT Analysis. A detailed analysis
of a problematic situation consists of
the
strengths (S) of the organization;

four elements: assessing
assessing the weaknesses (W) of the
organization; identifying opportuni-
ties (O) for the organization to act on,
and identifying threats (T) to the
organization. Hence, the acronym
SWOT is used for this method, and

sometimes TOWS.
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The purpose of the analysis is, in
medical terms, to make a diagnosis
so that an appropriate therapy can
be prescribed (Cvetkovié¢, 2003: 46).
Depending on the combination of
elements in the SWOT analysis, the
organization can choose an appropri-
ate response strategy: "SO," "ST,"
"WO," or "WT."

PEST Analysis. This type of analysis
is used to explore the political and
legal (P), economic (E), social (S), and
technological (T) aspects of a prob-
lem. Through this analysis, it can be
determined which of these environ-
mental factors has a direct impact on
achieving the organization's objec-
tives. Simultaneously, it can also
lead to an understanding of the fac-
tor that has the most pronounced im-
pact on the organization. Ultimately,
PEST analysis helps identify factors
that may become significant for the
organization in the future (Cvet-
kovié, 2003).

Vector Analysis. This method con-
denses the results of the situational
analysis by identifying all negative
factors contributing to or causing the
problem and all positive factors fa-
cilitating or contributing to its reso-
lution. It assesses the actions of va-
rious internal and external forces
from the perspective of whether they
are negative or positive for the orga-
nization.
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4. The role of research in
public relations management

During the public relations manage-
ment process, starting from the first
phase, research takes a central pla-
ce. In some cases, public relations
experts conduct research them-
selves, while in others, specialized
agencies handle this task. In both
cases, public relations professionals
must have a basic understanding of
research processes and concepts. In
other words, the question arises:
How can someone explain some-
thing to others if they don't under-
stand it themselves?

Although research processes vary
from situation to situation, they
share a common characteristic. The
goal of every research endeavor is a
deeper understanding of a specific
social phenomenon or process. The
choice of approach and methods
depends on the problem itself, the
researcher's skills and preferences,
and the availability of resources.
Before formulating a research prog-
ram, it is necessary to find answers
to questions such as:

What is the problem?

What kind of information is needed?
How will the research results be
used?

Which specific public (or publics)
need to be researched?
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Will the organization conduct the
research or seek outside assistance?
How will the data obtained from the
research be analyzed, published, or
applied?

Are the results urgently needed or
not?

How much funding will be allocated
for the research?

Based on the answers to the speci-
fied questions, public relations exp-
erts can gain an understanding of
the breadth and nature of the neces-
sary research. In certain situations
(for example, when quick informa-
tion is needed), only informal rese-
arch may be conducted, significan-
tly reducing costs. On the other
hand, research can be based on the
application of scientific methods
when, for instance, determining a
political candidate's current posi-
tion in public opinion polls. Public
relations departments are estima-
ted to spend around three to five
percent of their budget on research,
although some experts argue that
this figure should be ten percent.

Research for public relations pur-
poses brings various benefits, such
as:

gaining credibility with leader-
ship,

defining policy and segmenting
the public,

formulating strategy,



verifying decision correctness,
helping leadership stay infor-
med,

preventing crisis situations,
monitoring competition,
influencing public opinion,
gaining publicity, and
evaluating success (Wilcox,
2010: 129-131).

There are different divisions of
methods and research techniques.
Research is most commonly divided
into qualitative and quantitative.
Quantitative research primarily re-
lies on numbers and statistical me-
thods. This research style is based
on numerical measurements of spe-
cific aspects of the researched
phenomenon. By abstracting indivi-
dual cases, a general description or
confirmation of hypotheses is
achieved, with measurement and
analysis methods designed so that
other researchers can easily repli-

cate them.

Quantification refers to measu-
rement, statistical processing, and
formal mathematical treatment.
Examples of the application of
quantitative techniques in the field
of public relations include telephone
intercept

surveys, mail surveys,

interviews in shopping centers,
individual interviews, and panel

studies.
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On the other hand, qualitative res-
earch encompasses a wide range of
approaches that typically do not use
numerical measurements. Research
of this style is focused on one (case
study) or a small number of cases
(comparative method) when, for
example, intensive interviews or
comprehensive ("in-depth") analysis
of historical material related to the
studied phenomenon are used. In
practice, observation techniques
and focus groups also find wide
relations

application in public

research.

From the perspective of public rela-
tions, this section considers the divi-
sion of methods into formal and in-
formal (Katlip et al., 2006: 325).
These authors draw a line between
formal and informal methods in the
practice of public relations. The
mentioned research techniques di-
ffer in terms of sample selection
method, sample size, and the level of
generality of the obtained results.

4.1 Informal mehods

The advantage of informal methods
in public relations research is most
evident in identifying and exami-
ning problematic situations, as well
as in preliminary testing of research
and program strategies. The draw-
back of these methods is the insuffi-
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of the
samples used in these studies. This
is addressed through the
application of formal methods, i.e.,

cient representativeness

issue

methods specific to researching so-
cial phenomena and processes.

Numerous informal methods are
used in public relations: (1) personal
contacts, (2) key sources of infor-
mation, (3) focus groups and social
forums, (4) advisory committees and
boards, (5) ombudsman, (6) tele-
phone helplines, (7) mail analysis,
(8) online sources, and (9) field
reports (Katlip et al., 2006).

Focus Groups. Focus groups present
a good alternative to personal inter-
views or face-to-face conversations.
These groups typically consist of
eight to twelve individuals repre-
senting the target audience, such as
employees, consumers, or commu-
nity residents. The technique invo-
lves a trained moderator using non-
directive interviewing to encourage
group members to freely discuss the
topic or react honestly to suggested
messages. The interview is usually
conducted in a conference room, and
the discussion, which typically lasts
one to two hours, has an informal
tone.

By definition, a focus group repre-
sents an informal research procedu-
re that yields qualitative informa-
tion instead of raw data. The results
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cannot be summarized in percen-
tages or projected onto the entire
population. Nevertheless, focus gro-
ups are useful because they help
organizations structure messages
or, at another level, formulate hypo-
theses and questions in quantitative
research (Wilcox et al., 2006: 137).

This technique is frequently used in
advertising, marketing, and public
relations when determining the
attitudes and motivations of rele-
vant target audiences. Focus groups
also aid in formulating or testing
messages and communication stra-
tegies before launching the overall
campaign.

Online Sources. Literature search
(the most commonly used form of
informal research in public rela-
tions) is increasingly based on ana-
lyzing material available within the
organization (archival research) or
the library collection (books, acade-
mic journals, and professional publi-
cations) and more on retrieving
information from various databases
containing a vast amount of data.
The use of online networks has sig-
nificantly increased in recent years.

Not only do they provide the same
services as commercial online data-
bases, but they also enable users to
send emails, participate in chat gro-
ups on specific topics, leave messa-
ges on computer bulletins, and have



unrestricted access to documents on
the Internet, including the World
Wide Web, which contains thou-
sands of pages of individuals and
organizations (Wilcox et al., 2006:
134).

For public relations practitioners,
the internet represents a powerful
tool for research. Online search en-
gines have become the primary me-
ans of finding information on prac-
tically any topic on the internet, i.e.,
the World Wide Web.

4.2 Formal methods

The purpose of formal methods (or
empirical research techniques) is to
gather accurate data. The scientific
nature of formal methods lies in
their design for collecting data from
representative samples. Every rese-
arch, including in public relations,
starts with a research goal, followed
by an appropriate selection of for-
mal methods.

Data are collected from primary and
secondary sources. Data from secon-
dary sources are useful both in fin-
ding necessary information to solve
problems and in better understan-
ding and explaining the research
question. Most research projects be-
gin with a thorough review of rele-
vant literature, especially previous
results achieved in the specific field.
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The first step in this activity is iden-
tifying relevant secondary sources
(books, journals, proceedings from
scientific conferences, etc.), while
the second phase involves evalua-
ting the usefulness of the content
present in the collected sources.
Sometimes, secondary sources pro-
vide enough information to resolve
the research question. Hence, every
should start with data
collection from secondary sources. If

research

secondary data offer scant material
for problem analysis, then primary
data collection should continue.

In the field of public relations, ga-
thering information from seconda-
ry sources often involves searching
online databases. Content analysis
also has widespread use in collec-
ting secondary data

Content Analysis. This method re-
presents a particular form of quan-
titative empirical research aimed at
determining the presence of specific
ideas, conceptual trends, their pro-
ponents and opponents, and most
often, the predominant discourse in
a particular area of social life. Con-
tent analysis includes elements of
qualitative research as well, given
that every content analysis must
begin with clear category identi-
fication.

This research procedure can be
relatively informal or quite scien-
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tific in terms of random sampling
and establishing specific topic cate-
gories. It is often applied to articles
containing news about an organi-
zation. At a basic level, a researcher
can collect clippings of news articles
in a notebook and measure the co-
lumn size in newspapers dedicated
to news about the organization (Wil-
cox et al., 2006: 135).

Through content analysis, one can
describe, understand, and even pre-
dict the phenomenon being studied.
However, there is a common divi-
sion of content analysis methods in-
to those that primarily aim at des-
cription (so-called manifest content
analysis) and those focused on inter-
pretation, namely the interpretati-
on of the observed phenomenon (se-
miotic content analysis), where assi-
gning meaning to observed pheno-
mena is the primary task.

Factual material (specific terms,
words, sentences, themes, visual
content, etc.) is drawn from various
sources such as books, journals,
reports, minutes, internal analyses.
Content analysis can also be applied
to letters and phone calls. This me-
thod provides valuable feedback on
issues related to the organization's
policies and services. Specifically,
the pattern of letters and phone
calls can indicate a problem.
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Survey. Survey, as one of the me-
thods for collecting primary data,
represents a systematic investiga-
tion of a population. Surveys can be
conducted using various measure-
ment instruments - surveys, intervi-
ews, or tests. In public relations
practice, surveys are most comm-
only used. The goal of each survey is
to obtain scientifically relevant
information that can be used to
analyze attitudes, opinions, beliefs,
convictions, and value systems.
Information gathered through the
survey process enables the acqui-
sition of new knowledge about the
research problem by describing it
(which is the most common case),
understanding it, and if possible,
establishing causal relationships
and connections. This last aspect is
the goal of every research, with sci-
entific research, understood in a pu-
rely positivist sense, also implying
the ability to predict future occu-
rrences and processes related to the

investigated phenomenon.

Survey types vary depending on (1)
their purpose, (2) the method of con-
tacting respondents, and (3) the ti-
me period during which they are
conducted.

Purpose of Surveys. In terms of pur-
pose, surveys are used to describe or
explain the researched phenome-
non. Descriptive surveys document



certain states of public opinion, be-
havior, or characteristics of the po-
pulation at a specific point in time.
Public opinion polls, for example,
provide information about the cu-
rrent state of people's attitudes on a
particular issue. Descriptive sur-
veys are often used in business stu-
dies to understand employee beha-
vior regarding motivation, job satis-
faction, or disciplinary actions. Ana-
Iytical surveys aim to delve into the
characteristics of relationships be-
tween variables.

Surveys that aim to explain the re-
searched phenomenon are not limi-
ted to collecting purely descriptive
data but also conduct measure-
ments of variables whose relation-
ships can be analyzed. For example,
a survey can assess the level of pur-
chasing a product and the degree of
association linking increased sales
to a recently conducted advertising
campaign for that product.

Surveying is the most popular me-
thod for collecting data in business
studies, and the main types of ques-
tionnaires (as already highlighted
in the introduction of this section)
used are descriptive and/or analy-
tical questionnaires. After determi-
ning the research question and cle-
arly defining the purpose of the
study, the type of survey to be con-
ducted is determined: analytical or
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descriptive. Different surveys lead
to various problems and questions,
so there is a need for different types
of planning.

Data collection through surveying
techniques is done through surveys
(questionnaires) and conducted in-
terviews. The main methods for ad-
ministering a survey are through
mail, telephone interviews, face-to-
face interviews, group surveys of
respondents, and, more recently,
over the internet. Mixed and multi-
ple survey methods can also be app-
lied. The former refers to a situation
where respondents have multiple
ways of answering, while the latter
allows individual sample members
to respond in specific ways (e.g., by
phone or via the internet). Genera-
1ly, three factors crucially influence
the choice of survey method: sample
size (target group or random sam-
ple), questionnaire content (simple
or complex), and survey cost. In
most cases, the third factor is of le-
ast importance unless it involves a
face-to-face interview.

Mail Surveying. Conducting a sur-
vey by sending questionnaires thro-
ugh mail requires a predefined sam-
ple of respondents. Respondents are
asked to complete the questionnaire
independently and return it in a
pre-addressed envelope. In this ca-
se, incentives are usually provided
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to encourage respondents to comple-
te and return the questionnaires.
Such incentives can be in the form
of money, gifts, or participation in a
prize draw. The rate of returned
responses represents a measure of
respondent cooperation. Cooperati-
on can be increased by providing
gre-ater personalization by the rese-
archer, i.e., providing a series of
significant information from the
project organizer's past. Experience
shows that respondents read infor-
mation of this nature.

Low respondent response rates re-
main the biggest problem with mail
surveys.

A questionnaire sent by a commer-
cial company to the general public
typically has a response rate of 1 to
2 percent. If the survey pertains to
issues of importance to the general
public, the response rate can range
from 5 to 20 percent. A much higher
response rate is obtained when an
organization sends a questionnaire
to its members. In this case, the re-
sponse rate can be from 30 to 80 per-
cent (Wilcox et al., 2006: 143).

Postal questionnaires must be self-
explanatory, easy to follow, and bri-
ef. They are suitable because they
can cover broader geographic areas
and reach respondents who live in
remote areas that would be difficult
or costly to reach or send an intervi-
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ewer to. Such surveys also ensure
complete anonymity, making it mo-
re likely that respondents will ans-
wer more truthfully to sensitive qu-
estions. However, a weakness is that
the researcher has no control over
how the respondent completes the
the
cannot be sure whether the respon-

survey. Namely, researcher
dent filled out the questionnaire alo-
ne or with the help of another person.
Postal surveys are also characterized
by the slowest respondent response,
and there 1s no control over how qu-
ickly respondents answer.

Telephone Interviewing. Conduc-
ting surveys through telephone in-
terviews involves trained individu-
als conducting interviews with ran-
domly selected respondents from
the phone directory. Some telephone
surveys are conducted with pre-se-
lected respondents who are unlikely
to respond to a mail-delivered ques-
tionnaire or are difficult to access
for face-to-face interviews. This pri-
marily includes politicians, business
people, and journalists.

Unlike mail surveys, telephone con-
versations allow greater control
over respondents, and much higher
response rates are obtained. If the
questionnaire is well-designed and
the telephone interviewers are well-
trained, the response rate can range
from 80 to 90 percent.



Since telephone surveys must be
short, telephone interviewing is not
a suitable method for collecting data
for more in-depth ('deep’) research.
There are also limitations regarding
the types of questions that can be
asked. For example, questions with
multiple-choice answers are not sui-
table for telephone surveys.

The advantage of telephone intervi-
ewing lies in the personal nature of
the phone call, effective communica-
tion, and its cost-effectiveness com-
pared to face-to-face interviews. Ex-
perience shows that many people
are willing to spend up to 45 minu-
tes on a phone conversation, where-
as at their doorstep, for example,
they do not want to stand for more
than 5 to 10 minutes and are re-
luctant to let strangers into their
homes.

Interviewing in Person. Face-to-face
interviews can be conducted in a re-
search institution, on the street, at
the respondent's workplace, or in
their home. There are two main
types of interviews: structured
(where the wording of questions and
the order in which they are asked
remain unchanged in each case) and
unstructured, which is essentially
similar to an informal conversation.
Data from structured interviews are
usually considered more important

and reliable. The interviewer must
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identify potential respondents ba-
sed on so-called 'filter questions' to
determine whether the selected in-
dividuals truly belong to the target
group being studied for a specific
phenomenon. Filter questions must
be brief because it is common for
most people to show some aversion
to researchers during such contacts.

A personal interview is undoubtedly
the most expensive form of research
as it requires trained staff and tra-
vel. A trained interviewer is expec-
ted to interview eight to ten people
during a day, and there are also
transportation costs. Therefore, va-
rious variants of unstructured inter-
views are increasingly being appli-
ed, such as the 'intercept' interview.

Many public relations agencies, in
an effort to explore public opinion
and attitudes, conduct short conver-
sations (from two to five minutes)
with people in shopping centers or
at meetings. This type of research is
called an intercept interview beca-
use people are literally intercepted
in public places to express their opi-
nions on a topic. Although this form
of interview is not scientific as it
does not use statistical sampling
methods, it can help an organization
gain insight into existing opinions
or convey key messages.

Group Surveying. Group surveying
is a procedure that combines aspects
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of mail surveys and interviews. It is
conducted simultaneously with an
entire group of pre-selected respon-
dents who, in the presence of an in-
terviewer, complete a questionnaire.
The location of the questionnaire can
be a research institution, a hotel con-
ference room, a classroom, etc.

Timing of the Surveys. Surveys can
be conducted at a single point in ti-
me or can be repeated over time. In
the first case, it 1s a cross-sectional
survey. The second case refers to
longitudinal research.

The first type of research is most
commonly applied because it provi-
des insights into public opinion,
knowledge, understanding, or beha-
vior at a given time. Cross-sectional
surveys mainly contain descriptive
records, but they can also analyze
relationships between variables,
thus understanding the nature of
the relationship between variables;
for example, the correlation bet-
ween media exposure and behavior.

Longitudinal studies are much less
frequently conducted. As mentioned
earlier, surveys of this type involve
obtaining data at different points in
time. This data can be obtained
from the same group of respondents
or from different respondents. Lon-
gitudinal studies are divided into
trend studies, cohort studies, and
panel studies.
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Trend Studies. These studies are
the most common type of longi-
tudinal research in the media field.
The sample in trend studies consists
of different groups of people from
the same population at different ti-
mes. This form of analysis is often
used during elections. The sample of
respondents is surveyed before,
during, and at the end of the elec-
tion campaign to determine their
voting intentions and attitudes to-
wards candidates and their prog-
rams. Such studies reveal short-
term and long-term regularities in
public opinion and behavior. They
can indicate changes in behavior
over time and correlate these chan-
ges with specific media events and
changes in respondents' attitudes
towards the media.

Researchers in trend studies can
either generalize their own results
or use data from secondary sources
originally designed for other pur-
poses. When using secondary data
sources, it 1s important that data
from different time periods always
come from the same source and that
there is as much consistency as po-
ssible in the questions asked at di-
fferent times. Any differences in
question formulation or fluctuations
in sample composition make the
data non-comparable, thus invali-
dating the trend study.



Cohort Studies. A cohort is any
group of individuals connected in
some way or who have experienced
a significant life event during a
given period. If that life event, for
example, is birth, then it is referred
to as a birth cohort. Cohorts can be
identified in terms of education (for
example, all children starting school
at the age of 6 at a given location),
marital status, etc. Any study in-
volving measuring the characteris-
tics of one or more cohorts in two or
more different time periods cons-
titutes a cohort analysis. Cohort
analysis aims to identify cohort
effects. In other words, it deter-
mines whether changes in the de-
pendent variable are due to aging or
if they are present because the sam-
ple members belong to the same
cohort.

Let's assume that a sample of
respondents composed of five-year-
old children watches TV for two
hours every day, while a group of
eight-year-olds watches TV for four
hours a day. Are these differences in
TV viewing time due to the age of
the children or are they conditioned
by other differences between these
two samples? One way to find an
explanation would be to track these
two groups over the next three years
and pay attention to whether five-
year-olds, as they approach their
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eighth birthday, spend more time
watching TV. If they do, then it can
be concluded that these are age-re-
lated phenomena.

Cohort analysis is a flexible techni-
que that can show whether changes
in attitudes or behavior are influ-
enced by aging or other social and
cultural factors. However, the main
drawback of this technique is that
specific effects of age, cohort, and
the period in which the analysis was
conducted are not suitable for com-
plete statistical data processing.
Differences between groups exa-
mined at different times may be mo-
re a function of changes in the na-
ture of the sample being studied
rather than the effect of elapsed
time. Controlling for the effects of
such factors can be challenging,
especially if the researcher uses da-
ta from secondary sources over
which they have no control.

Panel Studies. This type of research
is used to measure certain characte-
ristics of the same sample of respon-
dents at different points in time.
Panel studies can reveal informa-
tion about both differential and
overall changes in the dependent
variable. Panel studies can be
conducted through mail surveys,
telephone interviews, or face-to-face
interviews. Television stations, ad-
vertising agencies, and large com-
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panies use panel studies to monitor
changes in consumer behavior. This
technique can indicate changes in
attitudes and behaviors that might
otherwise go unnoticed using other
research methods.

Depending on the study's purpose,
researchers may use either a conti-
nuous panel, consisting of members
who regularly report specific atti-
tudes and behaviors, or an interval
panel, whose members agree to com-
plete a certain number of questio-
nnaires or other instruments (e.g.,
diaries) only when information is
needed. Panel studies provide data
suitable for sophisticated statistical
analysis, and researchers can iden-
tify cause-and-effect relationships.

Panel studies come with certain cha-
llenges. Selecting members for panel
groups 1is difficult because pe-ople
are generally reluctant to partici-
pate in repeated surveys. Panel ero-
sion occurs when panel membership
changes over time due to individuals
dropping out. This is known as
"sample mortality." This attrition
undermines the panel's continuous
representativeness. Another draw-
back is the panelists' ability to app-
roach each new survey during the
entire study period as if previous
surveys had not existed, known as
"sensitization." These problems are
challenging to avoid, leading to chan-
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ges in respondents' answers as a
function of previous interviews.

Compared to the classical experi-
mental approach, surveys and inter-
views with respondents represent a
type of research that can be con-
ducted in the field. Such surveys can
be useful both at the beginning of
research and in the advanced stages
of work on a research problem. The-
se surveys extract information from
people under real conditions in the
context of everyday life.

The most significant difference bet-
ween surveys and interviews lies in
cost. Comprehensive surveys invol-
ving hundreds of respondents would
be much more expensive if inter-
views were chosen as the measure-
ment instrument. Interviews, on the
other hand, are more flexible comp-
ared to surveys. Interviews are con-
sidered more suitable for qualitative
research, while surveys are suitable
for quantitative research styles.

5. Conclusion

This paper has considered only so-
me of the methods used to collect qu-
antitative and qualitative informa-
tion to define the problem situation
as precisely as possible. Research is
closely related to the first phase of
public relations management, na-
mely situation analysis.



However, research is not only nece-
ssary for the implementation of the
first phase of public relations mana-
gement. Research methods are also
used to monitor programs and eva-
luate program success. Research
essentially functions as a mana-
gement function in public relations.
The primary purpose of research in
public relations, like other business
functions, is to reduce uncertainty
in decision-making.

In PR practice, despite the immense
importance of research for various
areas of this business function, in-
sufficient attention is paid to project
planning. This can be attributed to
various reasons. Sometimes emplo-
yers or clients believe that research
is not necessary, and in some situ-
ations, PR employees do not know
how to create and conduct a rese-
arch plan. Research methods, there-
fore, when it comes to academic
education of PR professionals, sho-
uld become a mandatory part of the
curriculum.
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METODOLOGIJA I METODI ISTBAZIVANJA U
ODNOSIMA S JAVNOSCU

Sazetak: Najnapredniji oblik odnosa s javnoséu predstavljen je naucno
vodenim procesima resavanja organizacionih problema i1 procesima pro-
mena. Ovaj rad razmatra neke od metoda koje se koriste za prikupljanje
kvantitativnih 1 kvalitativnih informacija radi sto preciznijeg definisanja
problemske situacije. Primarna svrha istrazivanja u odnosima s javnoscu,
kao 1 u drugim poslovnim funkcijama, jeste smanjenje neizvesnosti u dono-
senju odluka. Rad prvo ispituje mesto istrazivanja u razli¢itim modelima
odnosa s javnoscéu. Zatim objasnjava prvu fazu procesa upravljanja odno-
sima s javnoséu - analizu situacije - gde se istrazivacke aktivnosti posebno
isticu. Drugi deo rada fokusira se na metode, kako formalne tako i nefor-
malne, koje se cesto koriste u praksi odnosa s javnoscéu.

Kljucne reci: OSJ, Metodologija, metoda, komunikacija
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