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Abstract

This paper presents the results of a research into the volume, type and quality of the evaluation of pub-
lic relations activities in companies in Serbia. The survey was conducted via a web survey. The responses
were collected from 50 PR service managers from 50 companies in Serbia. The results are presented through
descriptive statistics and correlation analysis where some of the observed sizes of the connection were ana-
lyzed. The main conclusions can be summarized as follows: PR functions are often not assigned sufficient
importance in companies in Serbia; the evaluation of PR activity is slightly neglected compared to other PR
activities; intensive and continuous evaluation of the performances of PR activities increases the likelihood
of'the complete PR function of the company being successful; companies that are not so successful use eval-
uation less than successful companies; the evaluation of PR activities is mostly done through a method for
measuring quantity; the main problems in the evaluation of PR activities are lack of time and money. The
evaluation of PR activities in companies in Serbia can be improved through a greater understanding on the
part of top managers, and also by hiring additional PR practitioners.

Keywords: Public Relations, evaluation of PR activities, the success of PR function, Serbia.

1. Introduction

Public Relations can be defined as a strategic communication process that aims to create,
maintain and promote mutually beneficial cooperation between the organization and its en-
vironment (PRSA, 2012). According to Kotler and Armstrong (1996), public relations pro-
fessionals’ aim is to build good relationships with different audiences, to build a good image
of the organization and resolve problems due to unfavorable stories, rumors and events. Pub-
lic relations are a business activity that is focused on establishing, maintaining and develop-
ing an understanding of the different segments of the public. It is the organization’s
communication activity aimed at ensuring public confidence and creating a positive and fa-
vorable image of the organization in public. According to Cutlip, Center and Broom (2006),
public relations are a management function that identifies, establishes and maintains mutu-
ally beneficial relationships between the organization and the public, on which the success
or failure of an organization depends.

Each organization manages various forms of communication with the environment. So,
in every company, there are public relations, regardless of whether a formal function bears
this name. Moreover, there is almost no communication without the elements of PR. The ma-
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jority of commercial, political or personal failures can be explained by poor communication
with the environment. The success of an organization depends significantly on its ability to
manage communication and information exchange. Today, there is a significant interest in the
state and development of the PR profession and PR practice around the world.

Public Relations shows that influencing public opinion can result in achieving various
goals from raising awareness about an issue, to persuading people to certain actions. PR prac-
titioners must be able to identify public opinion, and to be able to react, strengthen or change
it. Every persuasive and influential process is carried out according to the scheme: broadcast-
ing messages — attitude forming or changing — change in behavior (Gordon, 2011).

There are a significant number of public relations activities. These activities can be clas-
sified and maintained in several ways. According to Wilcox and Cameron (2009), public re-
lations activities are systematized as follows: media relations (press releases, press conferences,
publicity), publications (internal and external), sponsorship, lobbying, organizing special
events (Press conferences, symposiums, exhibitions and performances, openings and cock-
tail parties, organizing meetings), corporate image and corporate identity, internal public re-
lations and public relations in crisis. Sometimes it is difficult to determine how all these PR
activities affect the success of the organization, its image, brand, sale of products and other
indicators of success. To overcome this problem, it is necessary to perform the regular and
continuous evaluation of public relations. The very concept of evaluation means assessment.

Evaluation provides PR practitioners with information on the success of the undertaken
activities and achieved effects. Evaluation assesses whether the set communication objec-
tives have been achieved. However, evaluation is not only a process of evaluating the suc-
cess of certain practices. It also provides an opportunity for development and improvement
in certain processes and activities, such as giving guidance for PR practitioners in further
work (Wilcox & Cameron, 2009). The importance of evaluation is also emphasized in the pres-
entation of the accountability and effectiveness of PR campaigns (Dozier, 1990; Fairchild,
2002, White & Blamphin, 1994), as well as in the presentation of the impact of public rela-
tions on the success of an organization (Radford & Goldstein, 2002). Thus, in the field of pub-
lic relations, the evaluation of PR activities is a very important and indispensable procedure
for the development of a company’s PR functions, as well as for the success of the organiza-
tion as a whole.

Many public relations companies and institutes, along with a number of researchers, sci-
entists and PR practitioners have discussed the need to develop evaluation techniques, to de-
termine the measurement structures as well as the role and importance of measurement.
However, there are still no clear answers to these questions and problems. An additional dif-
ficulty has emerged because of the constant development of communication technology. Mod-
ern communication is carried out without interruption, so further pressure is placed on PR
practitioners to constantly monitor “influential communication” trends which they in turn and
they have to “influence” continuously.

For many years the measurement and evaluation of the effectiveness of public relations
has been one of the major problems faced by PR practitioners and researchers (Watson, 2012).
However, there is still a lack of more sophisticated methods for the measurement and evalu-
ation of public relations despite an increasing need for their application (Baskin et al., 2010).
While PR professionals use a number of techniques for measuring and evaluating the effec-
tiveness of public relations, it is still unclear to what extent the results of such evaluation
matches real outcomes (Xavier et al, 2005). According to Sha (2011), the PR profession has
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changed significantly over time, but PR practice itself has remained the same. Therefore, the
issue of evaluation in public relations has existed for many years and is still very relevant. At
the same time, there are a significant number of papers on how the evaluation of public re-
lations really affects the overall effectiveness of the PR function and the overall effectiveness
of' a company.

A significant number of PR professionals in Serbia have been recorded only since the year
2000 (Nikolic, Dordevic, & Cockalo, 2007). Results of a recent survey show that progress
was made, between 2006 and 2012, in the development of the PR profession in Serbia (Nikolic
et al., 2012). Unfortunately, despite the noticeable improvement in the overall development
of public relations in Serbia, one cannot expect trends in the field of the evaluation of PR ac-
tivities to be monitored to the same degree as at the global level. The research in this paper
is directed towards testing the condition, significance and interrelations of the components
of the evaluation of public relations in companies in Serbia. The research results should form
the basis for the diagnosis of the condition and importance of evaluating PR activities, un-
derstanding the impact evaluation of PR activities and the loss of PR function and the enter-
prise as a whole, as well as developing awareness among managers about the importance of
evaluating PR activities.

2. Public relations in Serbia

In theory, public relations have been present in Serbia since the mid eighties of the twen-
tieth century. A more significant study of public relations began in the early nineties that fol-
lowed. During this period the practical application of public relations in Serbian companies
began. At the same time, at the beginning of the nineties, the College of Economics and the
College of Organizational Sciences in Belgrade began offering a major in public relations at
the master studies level. In parallel with the study of public relations at Master’s degree lev-
el at the aforementioned faculties, the study of public relations in the field of non-formal ed-
ucation began, and very good results were achieved. In the mid nineties, several public relations
agencies appeared in Serbia.

In a number of Serbian companies, public relations were an unrecognised area in the
nineties. In this initial period, public relations played a minor role in the overall process of
communication for Serbian companies, in terms of performance in both the domestic and in-
ternational markets. In the late nineties of the last century, with the emergence of a number
of international advertising agencies, public relations came to feature as a significant pres-
ence within Serbian companies. The development of the market economy, and acceptance of
the logic of private capital, has contributed to a greater understanding among people of the
role and importance of public relations, and therefore to its acceptance as a serious and im-
portant profession. It can be said that the intensive development of public relations in Serbia
began after the year 2000. Since then, and especially in the last few years, PR practice has
made significant advances, especially thanks to the entrance of an increasing number of for-
eign companies into the Serbian market. Previous research (Nikolic et al., 2012) indicates
that significant progress is in evidence, and points to better prospects for the PR profession,
as well as a better understanding and greater respect for PR practitioners in Serbia.

Most PR practitioners in Serbia attended the appropriate informal seminars and courses.
The speakers at these seminars were mainly experts in the various fields related to public re-
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lations: journalism, communication, marketing, management, etc. According to previous ed-
ucation, PR practitioners in Serbia are mainly economists, managers, journalists or profes-
sors of Serbian language and literature, but there are other professions too (Nikolic, Dordevic
& Cockalo, 2007).

When it comes to public relations in Serbia, it is important to note an association of pro-
fessionals: the Public Relations Society of Serbia (Serbian Association of Public Relations —
DSOJ). The Serbian Association for Public Relations (DSOJ) was established on May 17th,
2004. The DSOJ continues the tradition of the PR Society of Yugoslavia — the oldest profes-
sional organization in this field from the former Yugoslavia. The DSOJ was founded by promi-
nent representatives from Universities, public relations agencies, government institutions and
organizations, as well as large private companies. The organisation has over 200 members from
all segments of society (PR agencies, businesses, government agencies, universities, NGOs
as so on), and their number increases monthly as they gain on average 10 new members. 24
PR agencies in Serbia have members in the DSOJ (www.pr.org.rs).

The mission of the Association is to contribute to the improvement of the field and pro-
fession of public relations, through implementing and applying the highest professional and
ethical standards, putting into effect high-quality professional programmes, conferences and
seminars, as well as facilitating international cooperation and the exchange of experiences.
Long-term goals that the DSOJ stands for, in addition to the objectives set in their mission,
include improving education and training among the general and professional public. In co-
operation with businesses, organisations and professionals in fields that are related, as well
as others, the DSOJ contributes to the improvement of public relations at all levels in the
country (WwWw.pr.org.rs).

The activity of the DSOJ is public, and access to membership is available to all citizens
of the Republic of Serbia who are professionally engaged in activities and public relations,
and who meet certain criteria (more information can be found at the DSOJ’s website,
WWW.PI.OTg.1S).

3. Theoretical background and assumptions

3.1. The development of the need to evaluate PR activities

Over time the need to develop measures and methods for the evaluation of communica-
tion can be monitored. By analyzing different studies a slow but continuous growth in the need
for this PR activity can be seen. According to Gruning (1983), enthusiasm for the need for
evaluation existed among practitioners; however, the gap between the need and actual prac-
tice was significant. One of the reasons for the existence of this gap was a distinct fear among
PR practitioners of being able to measure their success. More than half of the respondents ad-
mitted experiencing this fear (Kirban, 1983). Furthermore, Grunig and Hunt (1984) showed
that most practitioners are led by intuition rather than scientific procedures in solving vari-
ous PR problems. This state of the public relations profession gave rise to the feeling that this
was an “immature and non-effective science” (Pavlik, 1987). Other research work (Linden-
mann, 1990) revealed that most PR measurements do not have a “scientific” character, how-
ever, 53 % of the respondents expressed the hope that in the next ten years there will be a



Research into the evaluation of PR activities in companies from Serbia 111

change in this regard. Nine out of ten respondents agree that PR research needs to become
more sophisticated.

At the beginning of the 1990s there was a noticeable improvement in the acceptance of
the need for evaluation (IPRA, 1994; Walker, 1997). The evaluation of public relations is per-
ceived as one of the most important issues and research priorities in this field (Macnamara,
1996; White & Blamphin, 1994). Watson (1992) found that 76% of the respondents use mon-
itoring (not evaluation) press clippings and “intuitive and professional” assessment of the re-
sults of activities. Macnamara (1993) showed that only 13% of PR practitioners and 9 % of
PR consultants focus on objectives when evaluating the success of a PR campaign. A study
by the International Public Relations Association (IPRA, 1994), showed that the gap between
the opinions of PR practitioners on the importance of evaluation and specific action taken with
regard to the evaluation, still exists. While 75.9% of the PR practitioners in the U.S., 90 %
in Australia, 89.1% in South Africa and 89.8 % of the IPRA members thought it necessary to
evaluate PR practice, 16.0%, 14.0%, 25.4% and 18.6% of the PR practitioners (respectively)
used evaluation in practice (IPRA, 1994).

More recent monitoring of the PR profession has shown some progress compared to the
1990s. The research studies carried out in 2001 and 2003 showed a significant increase in the
use of different measures of evaluation, however, press clippings and the “intuitive assess-
ment” of PR practitioners were still the most common (Macnamara, 2005). On the other hand,
satisfaction with the level of evaluation by the PR staff and customers was extremely low in
comparison with the satisfaction of the evaluation, for example, of marketing activities (Mac-
namara, 2005).

In June 2010, several world leading professional organizations in the field of public rela-
tions presented seven new principles for the measurement and evaluation of public relations,
also known as The Barcelona Principles (Grupp, 2010):

1. Goal setting and measurement are fundamental aspects of any PR program.

2. Measurements related to the media must be quantitative and qualitative. Clipping by
itself is not sufficient.

3 Advertising Equivalency (AVE) does not measure the value of public relations and does
not provide information on future activities.

4. Measurements related to social media can and should be pursued.

5. Measurement of outcomes should be preferred compared to the measurement of out-takes.

6. Business results can and should be measured where possible.

7. Transparency and repeatability are of exceptional importance in measuring.

In 2011, the third European Summit on measurement was held in Lisbon. At this summit
a list of the highest priority problems within the measurement and evaluation of communi-
cation was created, for which solutions should be found before the year 2020. The highest
priority issues are presented in the following order (AMEC, 2011):

1. How to measure return on investment (ROI) within public relations.

2. Creating and acceptance of global standards for social media measurement.

3. Measurement of PR campaigns and programs should become part of internal PR activities.

4. Creating programs to raise awareness about the importance of the customer measure-
ment outputs, outcomes and results of successful PR programs.

5. Defining approaches that would allow displaying the influence of corporate image cre-
ation and value increase.
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Other prominent issues within the measurement and evaluation of public relations includ-
ed: measuring the impact of internal and external communication in order to achieve busi-
ness objectives, acceptance and development of standards for measuring social change,
developing new business language, the further impact on the rejection of the use of AVE in
the PR evaluation, defining ways to measure the impact of PR on the formation of brand val-
ues. (AMEC, 2011).

When it comes to the Western Balkans, it is useful to mention two events. In October
2010, at the Croatian Association of Public Relations conference in Zagreb a book was pre-
sented, “Measurement and Evaluation in Public Relations”, edited by Betteke van Ruler, Ana
Tkalac Vercic and Dejan Vercic, which is a significant publication in the field of public rela-
tions. In 2012, the DSOJ (Serbian Association of Public Relations) organized lectures on the
methods of measurement and evaluation of public relations, which have already been imple-
mented in Serbia by some PR practitioners. Lectures were held in order to raise awareness
about the importance of this topic among practitioners.

3.2. Measurement and evaluation of public relations

Evaluation is basically the process of assessing the quality and effectiveness of a process.
Evaluation is a key element of communication strategy — campaign. Undertaken activities
must be evaluated so their success can be measured. In this way learning from experience is
achieved. According to Wilcox and Cameron (2009), the evaluation of public relations can
be defined in the following range:

1. Evaluation is the systematic assessment of the program and its results. For a PR prac-
titioner this means expressing responsibility to the client and to himself.

2. A PR program is designed to have a meaningful impact — changing or maintaining a
particular opinion. Thus, after its implementation, it is necessary to apply certain research ac-
tivities in order to measure and document the effects of PR programs.

3. Evaluation refers to methodically and regularly assessing progress in achieving the spe-
cific targets of PR programs. Based on this evaluation, we can learn what has been done well
and what poorly, what progress has been made, and most importantly, how a similar PR pro-
gram could be better implemented in the future.

Noble and Watson (1999) note that it is possible to single out the top five models for the
research and evaluation of public relations: the PII Model (Cutlip, Center, & Broom, 1985),
the Macro Model of PR Evaluation, later renamed the Pyramid Model of PR Research (Mac-
namara, 1992, 1999), the PR Effectiveness Yardstick (Lindenmann, 1993), the Continuing
Model Evaluation (Watson, 1997), and the Unified Model of Evaluation (Noble & Watson,
1999). To this list one may add two other prominent models for the measurement and evalu-
ation of public relations (Macnamara, 2005): the IPR PRE process (The UK Institute of Pub-
lic Relations) and the Measurement Tree (The Institute of Public Relations USA).

Literature in the field mentiones three levels of measurement and evaluation in public re-
lations (Lindenmann, 1993; Noble & Watson, 1999; Wilcox & Cameron, 2009). The first lev-
el involves a quantitative analysis of sent and appearing messages in the media (output),
without further assessment. The second level is measured by the degree of the message re-
ception, the level of awareness of the audience about the existence and purpose of the sent
messages, as well as the level of understanding, acceptance and memorization of such mes-
sages (outtake). At the third level, the consequences are measured, i.e., everything that hap-
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pens when the target public, under the influence of PR programs, change opinions, attitudes
and behavior (outcome).

According to the previous research (Watson & Simmons, 2004), when evaluating, PR
practitioners mostly make their evaluation at the output level. The data obtained in this analy-
sis provides information on the performance of campaigns, or on the achieved coverage of
messages. The results of this analysis, however, do not say anything about what it means for
the company today, and what it will mean in the future, or what quality of communication
was achieved. Media monitoring is the most common form of evaluation of public relations
at this level.

Based on the above considerations, the following assumptions are set in this paper:

A1l: PR activity evaluation is significantly neglected in companies in Serbia.

A2: The evaluation of PR activities in companies in Serbia mostly comes down to the
method for measuring quantity.

A3: Lack of time and money are the main barriers for the evaluation of PR activities in
companies in Serbia.

A4: PR activity evaluation has a statistically significant impact on the overall success of
PR function.

AS5: PR activity evaluation has a statistically significant impact on the overall success of
a company.

4. Research Method

4.1. Questionnaire

The research into evaluating public relations activities in companies in Serbia was carried
out through a web survey. This survey contains 11 questions, some of which include sub-ques-
tions (a total of 29 questions). All 29 questions provide an opportunity to reply with a score
ranging from 1 to 5, where 5 is always the best score. The questions are given in Table 1.

The questions from the questionnaire were created following the example of several ref-
erences and leading models of public relations evaluation. In addition, some questions were
formulated to take into account the needs of research in Serbia. In addition, some questions
were added because of the needs of this study.

In their study, Watson and Simmons (2004) asked the respondents to answer a question
regarding how frequently they use evaluation methods in measuring the effectiveness of PR
campaigns. The same question is used by the present study (question p1) to gather informa-
tion about the frequency of using evaluation methods in companies.

Questions p2, p3 and p4 enable PR practitioners to evaluate the performance of the eval-
uated activities, the PR function, as well as the overall success of the company. These issues
are important for testing the correlation with other issues, for example: question p1 (scope of
application of evaluation) and p10 (problems in the evaluation).

Furthermore, Watson & Simmons (2004) asked the respondents to answer a question regard-
ing to what extent they use certain techniques for the evaluation of the undertaken PR activities.
Similarly, the same question is used by the present study (question p5). The actions were speci-
fied by PR systematization which was used in the reference (Cameron & Wilcox, 2009).
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Watson and Simmons (2004) also examined the evaluation methods used in the measure-
ment of PR campaigns. In doing so, the evaluation methods were observed across the three
levels of measurement and evaluation in public relations: methods for measuring the quanti-
ty (measurement of performance — output), methods for measuring the awareness of the au-
dience (the measurement results — outtake), and methods for measuring the consequences
(consequence measurement — outcome). Question p6 measures the frequency of using eval-
uation on the level of output, outtake and outcome in companies in Serbia. The questions p6
and p7 provide insight into the thoughts of PR practitioners on the effects of activities under-
taken at various levels of measurement.

Other research work (Gruning, 1983; IPRA, 1994) suggests that there is a gap between
PR practitioners’ awareness of the importance of evaluating PR activity and actual practice.
Questions p8 and p9 offer the possibility of comparing the state of consciousness between
PR practitioners on the subject and the practice applied in Serbia.

In his study Macnamara (2005) found that there are three barriers to the evaluation of PR
activities: lack of money, lack of time and lack of “need” for evaluation. Apparently, the main
obstacle is the lack of money, time, knowledge and human resources (Watson & Simmons,
2004). In accordance with previous research, a similar question is used by the present study
(question p10). This question is related to the barriers that stand in the way of evaluating the
performance of PR activities in companies in Serbia (lack of time, money, knowledge and
awareness).

In developing the questionnaire the possibility that PR practitioners do not perform eval-
uation activities individually, but by using a specialized PR agency was taken into account.
Question p11 provides insight into the frequency of using the services of external PR agen-
cies in the evaluation of PR activities.

4.2. Subjects and data collection

Executives from PR companies and organizations in Serbia were selected as the respon-
dents. The study included successful companies that have a PR service, that is, companies that
are supposed to implement methods for evaluating their PR activities. The respondents were
previously contacted, and were then sent an e-mail with a link to the on-line questionnaire.

The survey was conducted during the period between August and October 2013. 50 re-
sponses were collected from 50 PR service managers from 50 companies in Serbia. Success-
ful PR executives may be accepted as experts in the field of practical applications of the
evaluation of PR activities.

5. Results

5.1. Descriptive statistics

The descriptive statistics for the questions are shown in Table 1. The table gives the ques-
tions themselves, the abbreviations for each question, the mean value of the answers to the
questions (the marks range from 1 to 5), standard deviation and Cronbach’s alpha for each
characteristic set of questions.
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Table 1. Descriptive statistics.
Questions Abbreviations | Mean Stand. | Cronb.
dev. alpha
1. 'I:o. v'vha.t extent do you use the evaluation of PR o1 3.56 1128
activities in your company?
2. How do you evaluate the effectiveness of the
- s p2 3.26 .965
evaluation of PR activities in your company?
3. Hoyv df’ you rate the overall effectiveness of PR 03 378 708
function in your company?
4. How do you evaluate the effectiveness of your b4 4.02 869
company as a whole?
5. To what extent do you use evaluation of individual PR 5
activities in your company? P
Publications p5.1 3.56 1.163 .836
Sponsorship p5.2 2.98 1.270
Lobbying p5.3 2.92 1.368
Organization of special events p5.4 3.78 1.183
Corporate image and corporate identity p5.5 3.78 1.166
Internal relations p5.6 3.66 1.081
Crisis PR p5.7 3.80 1.245
Public relations on the international market p5.8 2.84 1.419
6. How often do you use the following methods for the
. L p6
evaluation of PR activities in your company?
Methods for measuring quantity
(Calculation of the number of messages in a given period | p6.1 3.62 1.323 .865
and the number of repetitions of certain messages).
Methods for measuring the awareness of the audience
(measure of awareness of the emstenc_:e of messages, 06.2 2.90 1216
measurement of message understanding and
measurement of message memorization).
Methods for measuring the consequences
(measuring the changes in the opinions, attitudes and p6.3 3.04 1.177

behaviors of the audience).
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7. To what extent do you believe that PR activities in your 7

company impact on...? P
nq. of posts in a period and number of repetitions of 07.1 374 965 881
certain messages?
...awareness of the audience about the existence of
messages, message understanding and message p7.2 3.58 .906
memorization?
...changes in opinions, attitudes and behaviors of the 07.3 3.40 1.030
audience?

8. How important do you believe the evaluation of PR 8

activities is ...? P
for the sucges§ of current PR activities (activities for 08.1 410 814 848
which evaluation is done)?
... for the success of future PR activities? p8.2 4.32 .653
... for the success of PR function in general? p8.3 4.24 744

9. To what extent do you use the results of the evaluation 9

of PR activities in your company ...? P
_for the sucges§ of current PR activities (activities for 09.1 3.50 1.015 930
which evaluation is done)?
... for the success of future PR activities? p9.2 3.64 1.083
... for the success of PR function in general? p9.3 3.58 1.090

10. What are the barriers to evaluating PR activities in 10

your company? P
Lack of time for the evaluation of PR activities. p10.1 2.96 1.087 497
Lack of money for the evaluation of PR activities. p10.2 3.06 1.114
Lagk_ Qf knowledge in the field of the evaluation of PR 010.3 206 1121
activities.
Lagk. Qf awareness of the importance of evaluating PR 010.4 230 1111
activities.

11. To what extent do you use the services of other

(external) PR agencies in the evaluation of PR activities in | p11 2.08 1.243

your company?

Valid N (listwise) 50

5.2. Correlation analysis

Table 2 shows the results of correlation analysis between individual questions. These re-
sults refer to the total sample of N = 50 subjects. Pearson correlation was used. In Table 2, a
statistically significant correlation is indicated as follows: * p <0.05, ** p <0.01.
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Table 2. Correlation analysis.

p1 p2 p3 p4 p6.1 p6.2 p6.3 p10.1 | p10.2 |p10.3 |p10.4
p1
p2 201
p3 5417 | 115
p4 .238 -.031 .339°

p6.1 652" 1.303" |.453" |.273

p6.2 592" | .249 .353"  |.253 .686"

p6.3 536" |.116 353" |.219 6267 | .744"

p10.1 [-281" |-262 |-303" |-215 |-.4227 |-404" |-.413"

p10.2 |-.271 -072 |-345 |-444" |-386" |-.387" |-.360" |.373"

p10.3 |-.198 |-271 -106 |-257 |-510" |-414" |-487" |.410" |.396"

p10.4 |-.055 |.002 -122 |-218 |-296° |-.083 |-228 |.264 .348" 509"

6. Discussion

Table 1 shows the values [0][0] of Cronbach’s alpha, which range in the interval from &
=0.497 to 4 = 0.930. Cronbach’s alpha was calculated for typical sets of questions. Since we
are not talking about classic dimensions, the value of Cronbach’s alpha may have a lower
value than those normally allowed. This is the case in the group of questions p10 (4 =0.497).
This slightly lower value indicates that there is a significant difference in the scores for those
questions within group p10. For example, a company that has a problem with the time to
evaluate the PR activities may not have problems with money for performing the same eval-
uation. Or another possible situation may be that the company has expressed an awareness
of the importance of evaluating PR activity, but there is a lack of knowledge in this area.

The mean values [0][0] for the first four questions show that the selected companies are
really successful (mean score for p4 = 4.02). It may be noted that the overall performance of
the PR function has a slightly lower mean (p3 = 3.78). This indicates that the PR function
generally has no power or ability to impact on the success of the company in which it works.
However, the most realistic situation seems to be that the PR function is not given enough
importance in companies, and therefore has a lower degree of success than the company as
a whole. This has been confirmed in some studies in the field of public relations in compa-
nies in Serbia (Nikolic et al., 2007; Nikolic et al., 2011). Furthermore, it can be seen that the
average score performance evaluation of PR activities (p2 = 3.26) continues to fall when
compared to the overall success of the PR function. Similar to the previous analysis, this is
a sign that the evaluation of PR activity is less significant than the overall PR function, i.e.,
the evaluation is not given the same importance as other PR activities. It should be noted that
the mean value for the question about the extent of evaluating PR activity (p1 = 3.56) is high-
er than the average score for the performance evaluation of PR activities (question p2). This
suggests that sometimes evaluation does not provide good enough results: the evaluation of
PR activity is carried out, but the performance evaluation and its benefits are not on the lev-
el of the investment of time and money. It should be emphasized that these differences are
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not significant. Based on these results and analysis, we can reject assumption Al, at least
when it comes to successful companies in Serbia. In these companies, the evaluation of PR
activity is not high, but it cannot be said to be significantly neglected.

When it comes to specific PR activities, evaluation is usually done for crisis situations,
the organization of special events, corporate image and internal public relations. This is log-
ical given that in these activities it is relatively easy to monitor the quantitative and qualita-
tive effects. On the other hand, the least evaluated public relations activities are for the
international market and lobbying. The reason is that these activities are poorly implement-
ed in companies in Serbia. It is widely known that the presence of domestic companies on
the international market is very low. When it comes to lobbying, the potential problem lies
in the fact that this activity is not regulated by the law as is the case in many countries. Ac-
cording to Vercic and Tkalac Vercic (2012), many countries in the world recognize the grow-
ing importance and influence of lobbying. These countries make laws that legally regulate
lobbying. Giving lobbying a legislative framework helps to establish certain rules, limits and
modes of action for lobbyists and the organizations that hire them.

From the methods for the evaluation of PR activities, the most commonly used is that for
measuring quantity. A similar result is proven in research (Watson & Simmons, 2004). This
level uses the simplest techniques and that is why these methods are commonly used in com-
panies in Serbia. Assumption A2 was thus confirmed. It should be noted that the third, high-
est level method (the method for measuring the effects), has an average representation, and
this should not be regarded as a bad result. The fact that in the European Union the most ad-
vanced technique of measurement and evaluation in public relations is also used to a lesser
degree should also be mentioned (Baskin et al., 2010). The situation is similar in Australia:
despite recognizing the importance of evaluation in public relations, PR practitioners are still
largely focused on measuring outputs, not outcomes (Xavier et al., 2005). Measurement at
the third level still seems to pose a challenge for PR professionals in most countries.

The effects of some PR activities (question p7) have decreased from the first to the third
level of evaluation. This is logical given the complexity of PR activities that lead to a change
in audit consciousness (second level) and audience behavior (third level). In addition, as
shown in question p6, the evaluation is mostly carried out at the first level, so these effects
can be observed more easily.

The respondents gave high marks to the significance of the evaluation of PR activities
(question p8&) both for the success of the current PR activities (those activities for which eval-
uation is done), and for the future success of PR activities, as well as the overall success of
the PR function. On the other hand, the utilization of the evaluation results (question p9) for
improving the current PR activities, improving the future of PR activities and improving the
function of PR in general, is not at the level of importance that the respondents assigned to
the evaluation of PR activities. Clearly there is a dissonance between what is required (de-
sired) and what it is being implemented in practice. PR practitioners in Serbia and their lead-
ers should strive to fill the gap that exists in this area. As mentioned in the theoretical section,
this is a situation which often occurs in research studies into the significance of evaluation
and its application.

Based on the mean values [0][0] of the p10 group of questions, it can be seen that the
biggest obstacle to the evaluation of PR activities is the lack of money and time. Lack of
knowledge in the field of the evaluation of PR activities and lack of awareness about the im-
portance of their evaluation do not present such an obstacle. This confirmed assumption A3.
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Awareness of the importance of evaluating PR activity was confirmed by the high marks
within the p8 group. This is certainly a good result and serves as a good starting point for the
development of the evaluation of PR activities, and overall PR function in Serbian compa-
nies. When it comes to the development of public relations in Serbia, the reference (Nikolic
et al., 2012) confirmed some progress in the period between 2006 and 2012.

Question pl1 has the lowest average value in this study. It is clear that few companies in
Serbia use the services of external PR agencies in the evaluation of PR activities. This situ-
ation is probably the result of confidence in their own PR practitioners, but also the desire to
reduce costs. Savings in public relations, indirectly points to the (still) insufficient impor-
tance given to the PR function in Serbian companies.

The correlation analysis presented in Table 2, aims to examine the relationship between the
degree of implementation of the evaluation of PR activities, the performance evaluation of PR
activities, the overall success of the PR function, the success of the company as a whole, the
degree of application of different methods for the evaluation of PR activities and various bar-
riers to the evaluation of PR activities. In general, the correlation analysis showed the expect-
ed strong connections. However, there are a number of statistically significant correlations,
which are discussed below. The analysis was performed according to the characteristic units.

The analysis of the correlation between the first four questions indicates two statistically
significant correlations. In this section, the strongest correlation is between the frequency of
evaluating PR activity (p1) and the overall success of the PR functions (p3). Hence, intense
and continuous evaluation of the performance of PR activities increases the likelihood of the
PR function being successful. Also, there is a statistically significant correlation between the
success of the PR function (p3) and the overall success of the company (p4). The positive im-
pact of the PR function on a variety of indicators of company performance has been con-
firmed by previous studies (see, for example, Lee & Yoon, 2010; Podnar, Lah, & Golob,
2009; Plowman, 2005).

It is interesting that there is no statistically significant correlation between the extent of
evaluating PR activity (p1) and the performance evaluation of PR activities (p2). Obviously,
the scope and frequency of performing the evaluation does not necessarily imply quality and
effectiveness of evaluation. In addition, it should be noted that there is no statistically signif-
icant correlation between the effectiveness of the evaluation of PR activities (p2) and the suc-
cess of the PR functions (p3). Therefore, the effectiveness of the evaluation of PR activity is
no guarantee that the overall PR function will be successful in companies. The question is
how, in such circumstances, the strongest correlation is between the extent of evaluating the
PR activity (pl) and the overall success of the PR function (p3)? A possible explanation is
that frequent evaluation of PR activity indicates the importance given to evaluation, and the
overall PR function. The motivation of PR practitioners, as well as an awareness that they will
carry out the evaluation of PR activities, lead to stimulated PR practitioners who continuous-
ly carry out their work at a high level. So, motivation is very important for PR practitioners,
particularly at a time when the PR profession is not particularly appreciated, as is the case in
companies in Serbia (Nikoliz et al., 2007).

Based on the above analysis, it can be concluded that assumption A4 is partially con-
firmed. It is confirmed in the part related to the influence of the frequency of the evaluation
of PR activities on the overall success of the PR function and rejected in the part related to
the performance evaluation of the impact of PR activities on the overall success of the PR
function. Assumption A5 is rejected, since the frequency of the effectiveness of PR activities
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evaluation, as well as the performance evaluation of PR activities, both have an impact on
the overall success of a company. This effect is only indirect with respect to the way the over-
all success of the PR function affects the overall performance of the company.

The scope of the application of different methods for the evaluation of PR activities (the
questions in group p6) has a statistically significant correlation with the frequency of per-
forming evaluations of PR activities (p1) and the degree of success of PR functions (p3). The
connection with question p1 is logical since this issue is also related to the frequency of the
implementation of the evaluation of PR activities. Further, the link between the questions
from group p6 with those from p3 stems from the connection between questions p1 and p3,
as previously explained. From the group of p6 questions, the strongest correlation is for ques-
tion p6.1, which refers to the use of the method for measuring quantity. This was expected
and is in line with the results of the descriptive statistics (Table 1).

As was expected, the barriers to evaluating PR activities (the questions from group p10)
negatively affect all other issues covered by the correlation analysis. For greater clarity, the
first to be analyzed is the impact of the questions from group p10 on the first four questions.
Lack of time for the evaluation of PR activities (p10.1) has a statistically significant (nega-
tive) impact on the frequency of performing evaluations of PR activities (p1) and the degree
of success of PR functions (p3). Furthermore, the lack of money for the performance evalu-
ation of PR activities (p10.2) statistically significantly (negatively) affects the degree of suc-
cess of the PR function (p3) and the overall success of the company (p4). At the same time,
the lack of knowledge for the performance evaluation of PR activities (p10.3) and lack of
awareness about the importance of evaluating them (p10.4) do not have a statistically signif-
icant correlation with the first four questions. This result is consistent with the results of the
descriptive statistics (Table 1). Therefore, the main problems in the evaluation of PR activi-
ties are lack of time and money. The problem of lack of time is also related to money: the re-
cruitment of a number of PR practitioners would mean that the work could be allocated to
more people thus creating greater space for evaluation. However, the problem is that the top
managers in companies in Serbia see hiring new people only as a cost, without a cost — ben-
efit analysis.

In this section it should be further noted that the strongest negative correlation (- .444 **)
exists between the lack of money for the evaluation of PR activities (p10.2) and the overall
success of the company (p4). This suggests that less successful companies (for whom mon-
ey is a problem) use the evaluation of PR activities poorly. Seen from another perspective,
the lack of money for evaluating PR activities may indicate the unsuccessful PR function of
the observed company, as well as an unsuccessful company as a whole.

Finally, the effect of the questions from group p10 on those issues related to the scope of
the application of different methods for the evaluation of PR activities (the questions from
group p6), is also negative. In this section, almost all correlations are strong (and negative).
The observed barriers to evaluating PR activities negatively affect all levels of measurement
and evaluation in public relations. The exception is the obstacle that relates to the lack of
awareness of the importance of evaluating PR activities, where this effect is significantly low-
er. There is no doubt that PR practitioners in Serbia are aware of the importance of evaluat-
ing PR activities. However, at this point of the analysis the problem of lack of knowledge in
this field arises. This may be due to the fact we are not dealing with a general question of
knowledge here, but more specific matters, which are related to a precisely defined area. On
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this basis, the conclusion is that we should be very careful with the assessment of knowledge
of PR practitioners in Serbia when it comes to evaluating PR activities.

7. Conclusion

PR functions in companies in Serbia are often not given enough importance. Furthermore,
the evaluation of PR activities is slightly neglected in comparison to other PR activities. This
is not good because the motivation of PR practitioners largely stems from the importance at-
tached to their profession and their work. This motivation generates the quality of the eval-
uation of PR activities, but also that of the PR function in general.

The frequency of evaluating PR activities does not provide any guarantees that this eval-
uation will be successful and will have positive effects. Likewise, an effective PR activity eval-
uation does not ensure that the overall PR function in companies will be successful. However,
intensive and continuous evaluation of the effectiveness of PR activities increases the likeli-
hood of the PR function of the company being successful. An effective PR function usually
identifies a successful company as a whole. Similarly, companies that are less successful use
the evaluation of PR activities poorly.

For the evaluation of PR activities in companies in Serbia the most frequently used method
for measuring is quantity. Methods from the second and third stages of measurement and
evaluation in public relations are poorly implemented, but are still applied to a higher extent
than expected. That is good, but does not mean that companies should stop there. The poten-
tial is there and they should definitely continue the development and application of methods
of second and third degree of evaluation of PR activities.

The main problems in the evaluation of PR activities are lack of time and money. Aware-
ness of the importance of evaluating PR activities is present in this part and there is definite-
ly no problem with this. However, the results pertaining to knowledge in the field of the
evaluation of PR activities are uncertain and somewhat contradictory. PR practitioners seem
to think that they know this area, but when it comes to actual situations, they have some
doubts about such knowledge.

The gap between what is required (desired) when evaluating PR activities and what is im-
plemented in practice might be filled by joint planning and action on the part of PR practi-
tioners and their managers. This primarily involves assigning adequate and well-deserved
importance to the PR function, and evaluation of PR activities. Therefore, managers will be
prepared to allocate more time and money to this area. In this way PR practitioners will gain
greater motivation, higher job satisfaction, incentives to acquire new knowledge and better
performance at work.

The limitation of this study lies in the fact that the survey covers successful companies in
Serbia. The state of PR functions and the evaluation of PR activities in average or less suc-
cessful companies can only be worse. In addition, it should be noted that the assumptions A4
and A5, cannot be fully tested only through such research. For comprehensive testing of these
assumptions it is necessary to conduct further qualitative analysis in practical terms. Never-
theless, the results provide a clear picture of the situation in this area and point to the exis-
tence of certain relationships between the observed values.
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