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Researching the application of public relations in Montenegro

Abstract. This paper researches the application of public relations (PR) in terms of running a business in modern conditions. The
study is focused on public relations in Montenegro in order to view the main reasons why many companies and institutions still do
not understand the need to apply this managerial function. This paper is a field research in the area of PR in Montenegro. Apart
from Montenegrin companies, this research considers foreign companies that do business in Montenegro. Montenegrin PR is at
the beginning stage, which is shown in the results of the research. The results of our research reflect that there is a direct positive
correlation between managing public relations on the one hand and the achieved business results on the other hand. Based on
the results of the integral research, owners and managers are given certain recommendations which can be used to encourage
efficient business operations of Montenegrin companies.
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Boxxo Muxannosuy

KaHauaaTt eKoHOMIYHUX Hayk, npodhecop, YHiBepcuteT HYopHoropii, MNoaropuua, Pecnybnika YopHoropia

Bnapimip OQuypuciy

acnipaHT, acucTeHT, YHiBepcuteT HopHoropii, MNoaropuuA, Pecnybnika YopHoropiA

LOocnipkeHHA npakTMKKu BukopuctaHHA PR y YopHoropii

AHoTauifA. Y cTatTi gocnigxkyeTtbca BukopucTtaHHA PR y YopHoropii 3 Touku 3opy BeaeHHsA 6i3Hecy B CydacHMX ymoBax. YBary
30CepeldKeHo Ha CycninbHUX BiOHOCMHAX 3 METOK BU3HAYEHHA MPUYMHU TOro, YoMy BaraTo KOMMaHin Ta yctaHoB YopHoropii
He YCBIOOMMIOKTE HEOOXiAHICTb 3aCTOCYBaHHA L€l ynpaBniHCbKOi (PyHKLUii. Y npoBedeHOMy aBToOpaMu OOCNIAXKEHHI, Kpim
YOPHOrOPCbKOro, B3ATO O yBaru AOCBIA iHO3EMHMX KOMMaHin, AKi BegyTb 6isHec y YopHoropii. Ak nokasanu pesynbtatu
OOCNifKEHHA, MpaKTUKa BMKOPUCTAHHA CyCMiflbHWUX BiAHOCUMH Yy YopHoropii nepebyBae Ha eTani cBoro ctaHoBneHHA. OKpiM
LibOro, BUABMEHO NPAMY MO3UTUBHY KOPEnALito MiXX BUKOpUcTaHHAM PR 3 ogHoro 60Ky Ta pesynbTaTtaMu AinoBoi AiANIbHOCTI — 3
Apyroro. 3a pesynbTaTamu iHTerpanbHOro JOCHIAXKEHHA BflacHMKaM KOMMaHii Ta MeHeaXkepam 3anpornoHoBaHi pekomeHaadlii,
AKi MiICTATb NOBHY iHChOpMaLito WOAO NPaKTUKM edheKTMBHOro BeaeHHA 6isHecy B YopHoropii.

Kniovosi cnoBa: PR; iMiax; nybniyHiCTb; cnoXkunsay; KpU3oBi KOMyHiKauii; ynpaBniHHA BigHOCUHaMW.

Boxxo Muxaunosuy

KaHOnaaT SKOHOMUYECKMX Hayk, npodyeccop, YHusepcutet YepHoropuw, MNoaropuua, Pecnybnuka YepHoropua

Bnagumup Oiypucuy

acnupaHT, accucTeHT, YHuBepcutet YepHoropun, MNoaropuua, Pecnybnuka YepHoropua

UccneposaHune npakTuku ucnonb3osaHua PR B YepHoropumu

AHHOTaumA. B ctaTbe nccneayeTcA NpakTMka NpUMeHeHUA 06LLECTBEHHbIX OTHOLLIEHUA B YepHOropun C TOMKWU 3peHnA BeaeHuA
6usHeca B COBpPEMEHHbIX ycrnoBuaX. BHMMaHue cocpefoTo4eHOo Ha OBLECTBEHHbIX OTHOLIEHMAX C LieSblo ONpeaeneHns NpuynHbl
TOro, NMo4emMy MHOrMe KOMMaHWN 1 YYPEXXAEeHWNA He OCO3HAIOT Heob6XOAMMOCTb NPUMEHEHNA 3TOWN ynpaBneHYyeckon yHKumn. B
NpoBeAEHHOM aBTOpaMu UCCrefoBaHWM, NMOMUMO YEPHOrOPCKOro, PACCMOTPEH OMbIT 3apybeXKHbIX KOMMaHWi, BedyLmx 6usHec
B YepHoropun. Kak nokasanu pesynbTaTbl UCCMEAOBaHUA, NPakTUKa NpUMEHEeHNA OOLLECTBEHHbIX OTHOLIEHWA B YepHoropun
HaxoguMTCA Ha 3Tane CBOero cTaHoBneHWA. Kpome Toro, 6bina BblABMEHaA MNpAMas MONOXKWUTENbHAA KoppenAaumA mexay
ucnonb3osaHnem PR ¢ 0gHOM CTOPOHbI M AOCTUIHYTbIMU pesynbTatamu — ¢ apyrod. CormacHo pesynbTatam MHTEerpanbHoro
nccnefoBaHvA, BnaaesbLam KOMMnaHuin u MeHeakepam npeanoxeHsl pekoMeHaaumnmn, KoTopble cogepxar MosiHyo MHgopmaumio
KacaTenbHO NPaKTUKn 3hpeKTMBHOTO BeaeHna brusHeca B HYepHoropum.

KnioyeBble cnosa: PR; nMuax; ny6nm4yHoCTb; NOTpebuTesb; KPU3MCHbIE KOMMYHMKaLMK; ynpaBieHne OTHOLEHNAMM.

1. Introduction. The image of a certain company, its mar-
ket strength and success are the key factors of competitive-
ness, and it is even more important that a company positions
itself with a good image rather than modern technology for
making high quality products. If a company has a good repu-
tation among customers and possesses «good will», it may
also show its strength in the process of cooperation and ne-
gotiation with mediators and buyers, which additionally contri-
butes to its business success. Total effects of that process fi-
nally reflect the overall positive financial result of a company.

From the theoretical point of view, the basic task of public
relations is to create an organisational atmosphere in a compa-
ny which will enable it to be significantly accepted by the broad
public (consumers, community, government, employees and fi-
nancial institutions), which leads to business success. Public
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relations are a very important way of communication for mo-
dern companies which aims at a better understanding of its po-
tential and actual consumers in order to achieve mutual satis-
faction in the most efficient way. PR as a managerial function is
expected to follow and analyse public opinions of the company
with regard to its relations with the internal public, developing
and increasing corporate culture (loyalty towards the company,
satisfaction with the job, sense of belonging to the company,
identification with the company).

The complexity of public relations requires a strategic ap-
proach of the company so that it could gain maximum business
results. This enables us to formulate a thesis that their realisa-
tion in the company requires time.

2. Brief Literature Review. Despite the availability of va-
rious literature sources related to the development and the role
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of PR in the developed markets, the domestic literature which
deals with the problems of PR in less developed countries is
limited. Such a fact gave us an additional motive to write this pa-
per. More scientists and managers who deal with marketing de-
fine PR as «managing relations» (Ledingham, Brunning, 1998)
[5]. The earlier theories advocated the attitude that PR activi-
ties are «random and reactive» (Smith, 2013) [7]. Unlike that
opinion, the majority of existing theories connected with pub-
lic relations support the opinion that public relations perform a
managerial function (Grunig, 1992) [2]. This approach is tightly
connected with our hypothesis in this paper. However, it will take
some time for our managers in Montenegro to realise all bene-
fits of adequate management of public relations.

By studying the contemporary literature, we can conclude
that there are two different approaches among the authors re-
garding the relations between marketing and public relations
(Koetler, 2012) [4]. One group of authors thinks that public re-
lations is a marketing instrument. Koetler, for example, empha-
sises that PR is one of the important means of marketing. The
other group of authors think that public relations is a funda-
mental activity of a certain company within which marketing is
a function, too. According to this approach, all marketing activi-
ties are treated as instruments of public relations.

Public relations enable companies to create a contact with
buyers who are getting more and more informed by means of
modern media with the aim of achieving profit and promoting
partnership with other stakeholders at the same time (Rod-
riguez-Salcedo, 2015) [6]. Werder (2005) indicated that per-
ceived attributes of publics significantly influence public rela-
tions strategy use in organisations [10]. Those companies who
have recognised the significance of traditional modern media in
communication achieve much better business performance than
those who are directed only towards one type of media (Terek,
et al. 2015) [9]. The influence of public relations is primarily de-
termined by two factors: managing the image, and relations with
the stakeholders (Springston and Lariscy, 2005) [8]. It is impor-
tant to mention that there is a strong correlation between the
reputation which the company possesses and the level of invest-
ment into communication activities (Hutton, et al. 2001). Public
relations is an unavoidable function in each organisation and it
is not brought into question if they have a PR function or not, but
the way they will be approached: whether they will respect the
planned approach or they will bring all decisions on the go, ran-
domly and unplanned (Dyer, 1996) [1].

3. The purpose of this paper is to define the level of the
development of public relations in Montenegro based on the
above mentioned statements and to identify interdependence
between PR on the one hand and the market position and mar-
ket success on the other hand.

Basic research hypotheses are the following:

H1: Adequate managing of public relations contributes to
the overall reputation of companies and, hence, to better busi-
ness results.

H2: PR in Montenegro are at the beginning stage.

H3: Public relations are an irreplaceable means of over-
coming crisis situations both within a single company and
economy as a whole.

In order to confirm or refute the above mentioned hypo-
theses, we have carried out our own research based on a ques-
tionnaire. The results of the research will be presented in the
third part of this paper. The basic aim of our research is to fo-
cus on the role of managing public relations in improving of the
overall company’s business activities. Apart from what has al-
ready been mentioned, we think that this paper can help com-
panies in Montenegro to create a good image in the public eye
in a unique way by developing and encircling this business func-
tion. Our presentation and the results of the empirical research
will show that the application of PR is a global trend. Montene-
gro is facing a noticeable increase of quality of all aspects of
public relations, but the process is not being carried out with the
necessary dynamics. Still, the development and the intensity
of that development are mostly dictated by foreign companies
which apply world standards in the area of communication both
in PR and in marketing. This trend is also present in the public
sector of our country.

WORLD ECONOMY AND INTERNATIONAL ECONOMIC RELATIONS

4. Results. In order to get objective results on the develop-
ment of public relations in Montenegro, we have carried out a
special research. The research started at the end of 2014 and
it was based on an intentional sample of 100 companies and
other subjects. The research was carried out throughout Mon-
tenegro so that the sample would be more representative with
61% of the companies subject to this research located in Pod-
gorica. This percentage is justified by the fact that the head-
quarters of all commercial banks, insurance companies and
state institutions situated in our capital city. Since there is no
secondary data, collecting the primary data was finished in the
first quarter of 2015. All questions in our questionnaire (which
are given in the integral form) are a result of a detailed previous
analysis and they were chosen with the intention to obtain infor-
mation on the functioning of this managerial position in Monte-
negrin practice in a real way. Most of the questions were main-
ly formulated to with suggested answers. Besides, there were
a few questions of the open type so that we could get com-
plete answers. The majority of the interviewees were contacted
directly, but some companies got the questionnaires via elec-
tronic means. Each formulated question had a short interpre-
tation and recommendation for the future period. The present
research on the significance of PR for business operations of
Montenegrin companies is well accepted by the interviewees.
They stated that they took part in research on PR functioning
in Montenegro for the first time. This research gave some use-
ful results, primarily in the qualitative analysis for assessing the
position and functioning of this managerial function in the Mon-
tenegrin practice. Apart from that, the primary data obtained
in this research served as a means to confirm the basic hypo-
theses of this paper. The results of the poll were analysed ques-
tion-by-question according to the order of the above mentioned
questionnaire, which is reflected in the paper.

1. Basic activity of your company (organization) is:

The majority of subjects that we polled were banks and in-
surance companies. Hotels and restaurants took the second
place. With regard to state institutions, we polled the Minis-
try of Traffic, Ministry of Finance, the Ministry of Justice and
the Ministry of Internal Affairs. Knowing that a fewer number
of trading companies apply PR, their participation in our sa-
mple is less and regards the percentage of their participation
in the Montenegrin economy. In terms of communication, we
polled three mobile operators in Montenegro. The subjects of
our analysis were also two leading companies in the area of
transport and traffic and these are Montenegro Airlines and
Railway Transport of Montenegro.

2. Your company employs:

The sample comprised various company categories, from
micro, small, medium and up to big companies. The results of
the research showed a positive correlation between the size of
a company and the level of importance which is given to pub-
lic relations.

3. Do you really need PR?

The negative answer (36% of them) was given mainly by
the representatives of organisations which employ less than
100 people. Besides, the companies that gave the negative an-
swer were those whose headquarters are in the north of Mon-
tenegro. They justified the lack of free financial funds and un-
derstanding of PR as something that was of secondary impor-
tance for their business success. It is important to point out that
almost half out of 36% of those companies were not familiar
with the very term of PR!

On the other hand, it should be pointed out that the majo-
rity (64%) claimed that PR was necessary for their business
activities on the market. In order to make sure that their claims
were objective, we considered the answers to the fourth ques-
tion: «Why do you need PR?»

This question was posted in the form of an «open ended»
question so that we could objectively consider the reasons why
the representatives of companies think that PR is necessary.
Based on the analysis of the given answers, we have conclu-
ded that 45% of the researched subjects stated creating and
maintaining reputation in the public eye. Apart from that, they
think that PR is an efficient means to inform the public about
important events taking place in the company. It should also be
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pointed out that 24% stated that the consumers are more and
more demanding every day, and thus they insist on a two-way
communication, which is basically possible only through PR.

Based on the above mentioned answers, we can conclude
that there are companies in Montenegro that are aware of PR
contributions, but it takes time for PR to be applied in an ap-
propriate manner.

5. How often do you communicate with the public?

The majority (72%) answered that communication is done
continuously. Those companies who answered that they set up
communication with target groups (9%) during a month, sta-
ted that communication is a very important factor of their daily
business. However, they also noted that the lack of financials
was the basic reason why that was not done more frequent-
ly. 15% of the polled gave the same reason and said that they
communicate with the public only when a problem comes up.

On the other hand, we have information that only few com-
panies (4%) stated that they avoid addressing the public. The
explanation to such an answer is that their target segment is
not the final consumer, but that they sell their products to retail
companies. Based upon that attitude, it is easy to identify the
philosophy of their business activities and applying the marke-
ting concept. According to their opinion, all efforts should be di-
rected towards the production and production processes, and
consumers’ affection will be a result of such a strategy.

6. The content of the message is based upon:

There was a possibility for the interviewee to state more
criteria based upon which they create the content of their mes-
sage. The results of the research show that 72% of the com-
panies stated that the message content is based upon the
consumers’ request. Having such a result, it was logical to
conclude that, unfortunately, there are few companies in Mon-
tenegro who adequately understand the significance of PR
with regard to success in business.

Almost a third of the polled companies stated that the ow-
ner’s decision is a crucial factor for the choice of a promotional
message. The majority (80%) are the companies that deal with
trade, and employ less than 100 people. The obtained results
are shown in the Figure 1.

Fig. 1: Content of the promotional message
Source: Based at authors’ own survey (2014-2015)

Bringing decisions to the area of management and marke-
ting based at personal experience of an individual (an owner,
manager) is characteristic of underdevelopment. That state-
ment has proved to be true in this research. Almost 54% of
the interviewees stated that they created messages which are
based on their personal situation. Such an answer was given
by the companies which are not ready for the marketing com-
petition with global rivals and whose survival
was put into question.

7. Since when have you applied the pub-
lic relations in your business activities?

The statement that 73% companies do
not use public relations in their business ac-
tivities is sad but objective. 18% of compa-
nies whose headquarters are in the deve-
loped European countries and have only
their subsidiaries or subsidiary banks in our
country state that they have used public rela-
tions since they started the business.

Only 5% of the companies stated that
they started applying PR upon the influence
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of foreign competition. This matches with the percentage of the
given answers to the previous question, i.e. that the message
is created upon the model of the rival’s message. This proves
that the emergence of foreign competition is one of the initia-
tors of PR development in Montenegro.

8. Is there a special department of personnel who deals
with public relations in your organization?

All companies (73%) who stated that they do not use PR,
circled the option that they had not developed public relations
yet. (For such companies, that question was final in the ques-
tionnaire because we thought that they were unable to give us
relevant details in our further research).

Among the companies that use PR in their businesses,
the most numerous were those (17% of the polled companies)
who had only one PR manager is in charge. The management
of such companies considers PR to be a subfunction of the
marketing sector. The fact that more than 60% of PR mana-
gers in Montenegro are not economists but mostly journalists
proves the statement that public relations in Montenegro are at
the beginning stage. There are few companies in Montenegro
(6% according to our sample) who have a separate department
for public relations in their organisational structure. Apart from
that, we can often hear the name «sector for corporate commu-
nication». PR departments in Montenegro exist only within the
companies that have more than 200 employees and are mar-
ket leaders at the same time.

Our research has shown that apart from the economic
sphere, some state institutions (the Ministry of Finances, the
Ministry of Transport, and the Ministry of Justice) have depart-
ments that deal with public relations. Unlike individual PR ma-
nagers, educational profile of the economists is dominant in the
departments, but we can also find other specialists such as:
journalists, linguists, teachers of literature and foreign langua-
ges, computer experts... On average, there are three employees
in each PR department in our country. With regards to the gen-
der structure, mostly women promote PR in Montenegro.

The fact that only 4% of the interviewed companies use the
services of specialised agencies is just one in the range of evi-
dence that PR in Montenegro is at a low level of the develop-
ment. The basic reason for such a condition is the lack of con-
fidence in the work of PR agencies and belief that «we know
best how to solve our own problems».

Note: The percentage of answers in the following questions
is calculated upon the number of the interviewees who con-
tinued filling in the questionnaire after answering the previous
question.

9. What is the general aim of your PR?

That was an open-ended question. Regardless the scope of
action and the size, the companies circled from four to five of the
offered answers. The most common answers are related to over-
coming crisis situations, creating and maintaining the image of
the company. It confirms the hypotheses defined in this paper.

10. Means which are mostly used in PR are the following:

The questionnaire provided a possibility to circle more op-
tions; therefore, mostly all companies, regardless the scope of
activities and the size, circled from four to five of the offered an-
swers (Figure 2).

Based upon the previous graph, we can conclude that ce-
lebrities and sponsorships are the least used. The basic reason
for that is not the inefficiency of the means aimed at the reali-
sation of PR activities, but the financial funds that they require.

Fig. 2: Widespread PR means in Montenegro
Source: Based at authors’ own survey (2014-2015)



While we were carrying out this research, the companies sta-
ted that they started using social networks as a PR means more
intensively from day to day. When asked what the companies
needed that for, we got the answer that they set up a two- way
communication with the target groups with minimal costs.

11. Do you have a PR activities plan for the following year?

Only a fourth of the companies (out of those who somehow
promote PR) gave a positive answer. This is one of the main in-
dicators that a great number of organisations do not approach
public relations from the strategic aspect. Besides, the fact that
none of the questioned circled that their plan was in the phase
of creating is worrisome, which means that it is not realistic to
expect some changes in the near future! Two thirds of the com-
panies stated that they did not possess a plan of PR activities
and that they think of them on the go. One of the reasons is that
PR is within the marketing sector and according to that, the plan
is not necessary. The question on financing the funds follows.

12. Annual budget allocated for PR activities:

All the subjects who answered the previous question that
they did not have a plan of PR activities, responded that they did
not allocate special funds for PR, which is the index of objectivi-
ty of the interviewees. It is wrong to conclude that these compa-
nies do not spend money on PR. The amount of funds that they
spend on public relations on the annual level primarily depends
on the size of the marketing budget, but generally it is around
10,000 Euros. The companies (11%) who stated that they allo-
cate more than 20,000 Euros per annum to realise PR activities,
have a special department for public relations and for that pur-
pose they hire PR agencies.

13. On what basis is the budget for PR determined?

When they were answering the question, the interviewees
could give more answers, which indicates a possibility to com-
bine a bigger number of methods in order to obtain an appro-
priate amount of the funds (Figure 3).

The results of the research show that the subjective evalua-
tion of the chiefs is still a crucial factor for defining the PR budget.
That is, according to our research, a strong indicator that pub-
lic relations in Montenegro is at the beginning stage of develop-
ment. It is important to point out that no company stated that the
amount of their PR budget depends on the volume of sales. The
reason for that can be found in the insufficient knowledge of the
effects of PR on the business success. 31% of the companies
answered that the aim they want to achieve is the most important
factor to determine the budget. The companies where PR is ap-
plied appropriately gave such an answer to the question.

14. Does PR help in overcoming the crisis situations?

95% of the polled confirmed that a crisis is a component of
the public relations. Such opinion once again confirms the third
hypothesis of this paper which states that public relations is an
irreplaceable means to overcome crisis situations.

The interviewees state that the cause of most crises can be
found inside the companies. The existence of adequate com-
munication, both with the outer public and within organisations,
is necessary in overcoming crisis situations. The research has
shown that employees want to be informed about all future de-
cisions of the company. Apart from that, all employees, regard-
less of the organizational level they belong to, expect to be in-
formed about all important business problems. Such attitude
contributes to the satisfaction of employees who are an impor-
tant target audience for the company.

15. Do you hire specialised agencies for PR?

Answering this question, 92% stated that nobody knows
better than themselves, thus nobody but them can solve the
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Fig. 3: Basis for PR budget determination in Montenegro
Source: Based at authors’ own survey (2014-2015)

problems of PR application. This proves that Montenegro does
not have a great number of real PR professionals who are spe-
cially educated for this area. Conducting this research, we con-
cluded that there is a concern of the employed in the PR sec-
tor related to cooperation with the relevant agencies. They think
that the agencies would take advantage of what they can ac-
cess and thus make it accessible to other competitive compa-
nies and the broad public.

Finally, those employees who deal with public relations in
Montenegro think that the contribution of PR is very significant
so far. Thus, we can conclude that they are aware of the role of
PR as a factor of success.

5. Conclusions. Based upon the results of the research,
we have concluded that there are three groups of companies
in the Montenegrin market which understand the role of PR
and their business activities in a different way. The first group is
formed by companies which professionally communicate and
whose management understands the importance of public re-
lations. Those companies whose management understood that
successful rivals have public relations managers and are trying
to transfer that practice into their companies belong to the se-
cond group. PR managers in such companies are directly sur-
rounded by the top management, and a great number of PR ac-
tivities are delegated to specialised agencies. The third group
comprises companies who have not precisely determined and
positioned PR, but improvise public relations. The results of our
research showed that this last group is unfortunately the lar-
gest in Montenegro. The general conclusion is that the atmos-
phere in which public relations function is under a strong influ-
ence from the top management or the company owners. The
general problem is that PR is understood as an expense rather
than a business function. The results of the research have al-
so showen a direct positive correlation between the achieved
business success on the one hand and adequate public rela-
tions management on the other hand, which confirms our basic
research hypothesis. There are few companies in Montenegro
which approach public relations appropriately, and thus the hy-
pothesis that public relations in Montenegro are at the very be-
ginning of their development is shown as a correct one. Howe-
ver, regardless the way PR is organised in a company, based
upon the results of our research, we can conclude that com-
panies expect PR to research and help in finding an adequate
solution to overcome crisis situations, which confirms the third
hypothesis. Starting from the current situation of applying PR
in Montenegro, we think that a special subject should be intro-
duced at universities so that future employees would acquire
the necessary knowledge of public relations. When it comes
to forecasts for 2016, we think that significant changes will not
happen in the application of PR in Montenegro because such
a process takes time. Finally, we conclude that further develop-
ment of foreign competition and foreign investors in the Monte-
negrin market brings to creation PR as a managerial function,
and is only a secondary support to the modern business activi-
ties which is the case at the moment.
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