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Abstract
Media relations is the activity on which the mafprof PR practitioners spend most of their time

to inform and influence the target audience as w&slto keep the reputation of an organization
through different mechanisms of contacting the meldiis an observable fact that the Addis
Ababa road transportation service has faced prolslesne to complex issues. AATB as the
responsible government organization for managing ¢ity’s road transport sector has been
undertaking various activities to bring solutiores the current transportation service delivery
problems.

However, unless the information is communicatetthéopublic about the organization's ongoing
efforts to solve the current transportation serviedivery problem of the city through the media
relation activity properly the organization's effercan be devalued. Therefore the main purpose
of this study is to assess the Media Relationstp@of AATB in terms of communicating public
about the organization’s activities. Research gioest were raised in the study in order to meet
the objective of the study. This study's researebigh is a descriptive with a qualitative
research approach. Based on research questions idatallected through in-depth interviews
and document analysis. The sampling design is mobability; particularly purposive sampling
used for this investigation. For in-depth interviesamples were selected from the AATB
communication affairs directorate and media jouis@. Regarding documents, analysis
documents were selected purposefully from one géanedia relation practice of the AATB
communication affairs directorate. The data gaitlecugh these methods are categorized into
different themes and the result is presented audised in the form of narration.

The Communication Department of AATB has annuali@udlations plan to carry out different
public relation activities including media relatiqeractice, but it is not strategically prepared.
AATB's media relation practice's primary goal isgain media attention for the issue of public
transport tariffs and other transportation problenmdedia organizations also produce news
coverage focusing on these problems. AATB haslesstath regular engagement with the media
in order to communicate with the public about thgamization’s activities to solve road
transportation service delivery problems in theyciThis relationship is established on both
sides, but it frequently begins with media requeBtsally, recommendations are forwarded

regarding media relation strategy, media relatiogudses and relationship with media.
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Chapter One

Introduction

This Chapter introduces the research context,ratteof the problem, the purpose of the study
and research questions. Also provides an overvieautathe importance of conducting this
study.

1.1. Background of the study

According to Tchanche {2019}, the road transporttge plays an important role in African
economies. In sub- Sahara Africa road appearseagdiminant mode due to favoured by the low
purchasing power of the population. Road transpgomtade up of several sub- transport modes.
It includes walking, animal carriage, taxis, moikds, buses, etc. This sector is facing many
challenges related to urban transport managenwsd, design, road transport equipment, driver
licensing, road traffic accident, etc. Thereforége tinvolvements of various actors and

stakeholders will be important to bring a solutfonthe problem of this sector.

Aklilu{2006} stated that the modern transport systen Ethiopia is about a hundred years old.
The transportation branches available in Ethiopeéaraad transport, air transport, rail transport
and water transport. Among these four transpotbsgcthe biggest service provider is the road
transport sector. 90% of freight and 95% of theligsubansportation service are provided by this
sector. Similarly, the Addis Ababa city transpadatsystem is largely dependent on the road
transport sector. For this and other reasons, thesevarious problems in the sector. The
transport policy of Addis Ababa {2011} mentionecathAddis Ababa is the capital city of the
country and also home to the African Union and othiernational organizations and embassies.
It is observable fact the imbalance in the areeoafl transport infrastructure and road transport
service suffers the resident to inadequate trahseovice. Transport operation service has faced
problems due to complex issues. The commitment @fegument, public and private

stakeholders is very important to improve the secto
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Communication is necessary when humans interadarge number of people interact daily
within the transportation sector, emphasizing teedhfor effective communication. In order for
a transportation system to function efficientlypoounication must occur rapidly and effectively
between many individuals who perform various rol&kis communication occurs mainly
between transport services regulatory institutioansport users, transport service provider and
traffic officer. { M.M.Withers,2019,p2}

Media is the means of mass communication in sacleipcludes broadcast media (television,
radio), print media (newspapers, magazines, etd)dagital media (social media, website etc ).
As S00d{2018} explained in today's world media layng a significant role in shaping the
public role, creating public awareness and streergtiy society. Because of this, it becomes as
essential as our daily needs. Media is the mosepowool of communication in developing as

well as in developed countries. It has a positole m promoting the right things to society.

Tilley{2014} noted that Media relations (MR) arespecialized sub-branch of public relations. In
the organization, the public relations departmentsdia relation staffs are responsible to

increase public awareness and understanding afgamiaation’s activities through media.

According to several literatures, the public relat department of an organization is responsible
to establish and maintain the goodwill of the oigaton as well as creating a common
understanding between the organization and theigubheaker{2004} stated that Media
relations is the activity on which the majority BR practitioners spend most of their time to
inform and influence the target audience as weltoakeep the reputation of an organization

through different mechanisms of contacting the medi

Addis Ababa Transport Bureau/ AATB/ was establishgdgroclamation number 64/2011 with
the mission of maintaining an accessible, safgrd#ible and environmentally friendly road
transport system in Addis Ababa city. To achiew ntission, the bureau being undertaking
various activities including identifying problemslated to road transport infrastructure and
service delivery, preparing and implementing loregnt transport development strategy,

implementing important procedures to improve publ freight transport system of the city
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and developing the capacity of the road transpgortasector to ensuring efficient city

transportation system.

However, it is observable fact that the Addis Ababad transportation service has faced
problems due to complex issues. This suffers thieleat of the city to have inadequate transport
services. AATB as the responsible government opmgdion for managing the city’s road

transport sector has been undertaking variousiaesivoy coordinating different stakeholders of
the sector to bring solutions for the current rasohsportation service problems and provide
accessible, safe, affordable and environmentalgndlly road transport systems in the city.
Therefore, it is important to assess the mediatiosls practice of AATB in terms of

communicating public through media about these mgefforts.

1.2. Statement of the problem

Admasu{2019} stated that road transport systemslasggned to let people circulate through the
systems, arrive at their destination with convehisafe, comfortable transportation service.
However, according to the Transport policy of Addibaba{2011} Addis Ababa city road

transport sector has faced problems due to comiglexes. Therefore, the commitment of

government, public and private stakeholders is waportant to improve the sector.

Addis Ababa Transport Bureau {AATB} as it is the imaesponsible government institution
regarding with road transport issue it has set ssiom of providing accessible, safe, affordable
and environmentally friendly road transport sersicior society by solving the current
transportation problem of the city by coordinatalgstakeholder involved in the road transport
sector. To accomplish this, it is undertaking vasiactivities. The Bureau's Communication
Affairs Directorate is also carrying out variousbfia relations activities to communicate public

about these activities.

Theaker {2004} explained that media are the mostvemnt to the public relations department of
an organization. This allows communicating to langenbers of people at a low cost. As a result
media relations is considered the main activitiepublic relations which are responsible for

communicating with journalists, specialists, edittnom local, national, international and trade

media including newspapers, magazines, radio, Td/veeb-based communication. Reid{2019}
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also noted that the purpose of this media relaoto inform the public of an organization’s

mission, policies and practices consistently ardlitty.

Also, Supa{2008} p2 quoted (Kendall, 1996), (Milldr984), ( Lesly,1991) and (Guth& Marsh,
2003) Media relation can be viewed as the relalign®f public relation practitioners with
uncontrolled mass media. So that, it should beesyatic, planned, and purposeful and has a

mutually beneficially relationship between mass meshd organization.

The AATB Communication Affairs Directorate has beeorking with different media outlets to
communicate with the public about the organizasiorarious activities. However, unless the
information is delivered to the public about thgamization's ongoing efforts to solve the current
transportation service delivery problem of the @tyd provide accessible, safe, affordable and
environmentally friendly road transport services $ociety through the media relation activity
properly the organization's efforts can be devalaed only the transportation problem can be

reported on media. This can negatively affect thage of the organization.

Therefore, it is important to know the media relas practice of the AATEBs systematic, planned
and purposeful to communicate the organizatiorferefo the public. However, no research or
evaluation document has been found whether ongoiedia relation practice of the AATB is
being done in this way or nothus,it is important to assess the media relation pradt this

regard.

In addition, many researchers have been conduegaiding the issue of media relation practices on
other sectors. However, no research has found oungewith the media relation practice of road
transport sector, especially communicating the ipuddbout the activity of the sector through media
relation practice. Therefore, this study aimedltaHe gap in this regard.

1.3. Objective

1.3.1 General objective

To assess the practice of Media Relations in teahsommunicating public about the

organization’s activities. Focusing on Addis Ababeansport Bureau / AATBY.
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1.3.2. Specific objective

 To assess the media relation strategic plan usedomomunicate the organization’s
activities.

* To explore the media relation tools used to esthbklationships with media.

» To assess ongoing media relation practices in tefreemmunicating the organization’s
activities through media.

» To assess the media relation evaluation method.

* To identify the media relation challenges.
1.4. Research questions

* What is media relation strategic plan used by thblip relation department to
communicate the organization’s activities?

* What are the media relation tools used to credétioaships with media outlets?

« What are the ongoing media relation practices irmse of communicating the
organization’s activities through media?

* How media relation activity evaluated?

* What are the challenges of media relation?

1.5. Significance of the study

Media are the most relevant to the public relatidapartment of an organization. This allows

them to communicate with large numbers of peopkelatv cost.

This study gives insight into how media relationre @racticed in Communication Affairs
Directorate by using media to communicate publicualthe AATB activities. Thereby it gives
the recommendation to perform media relations baseithe recommended procedures of media
relations. Also, this research will be used as rechmark for other organizations to assess their
media relation practice whether based on the proesdof media relation or not. As well, this
study will be used as a source of data for otheearcher who works on research on similar

topics.
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1.6. Scope of the study

Public relations activities take place in the orgation in a variety of ways. The activities may

also have different purposes.

This study mainly focused on AATB Communication #ff Directorate. It focuses on media
relation, one of the public relations activities)daassesses the practice of media relation,
particularly in terms of communicating public thgbhumedia about the AATB ongoing activities
to solve the current transportation service dejiyoblem of the city and provide, accessible,
safe, affordable and environmentally friendly rdthsport service for the society. In particular,
conducted on media relations plan, media relatooist evaluation methods, look insight
whether the media relation practices effectivelymomnicate public about organization’s

activities through media or not and challengedefrhedia relation.

Media relation activity can be carried out througiainstream (traditional) media or digital
media. This study assesses the AATB Communicafifiairs Directorate media relation

practice by focusing only on Mainstream or tradiibmedia.

1.7. Limitation of the study

The subject of media relations is sometimes couwfwgigh public relations. Due to this, there
were few constraints in this studyirst, there was a lack of understanding among some
participants of the study about the concepts of immedlation practice and what makes it
different from public relations. To overcome these researcher explained to respondents the
context of the study in detail to have accurate sufficient information about the subject under
study.

Similarly, to fill the awareness gap observed byew respondents, the researcher included
respondents from different media institutions anthwlifferent educational backgrounds to get
sufficient and accurate information for the studyis made it possible to obtain sufficient
information from another respondent for an intewiguestion where there was insufficient
information from one respondent.

Second, unable to find sufficient data for documamalysis from the AATB communication

affairs directorate. To overcome this, the researthed to get documented information about
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some of the media relations practices of AATB frime media institutions that have frequent
relations with the AATB.

1.8. Organization of the paper

This paper is organized into five chapters. Thst fathapter includes background, statement of
the problem, objectives, research questions, scpe limitation of study and organization of

this paper. Chapter two contains literature revieglated to this media relation and theoretical
frameworks. Chapter three discusses the methodabtie study. Chapter four consists of data

presentation and analysis. Finally, chapter fivabsut the conclusion and recommendation.
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Chapter Two

Literature review

Introduction

This chapter reviews related literatures that givesoretical background for this study. In this
section different books, scholarly articles andeotstudy have been reviewed which are relevant
to this particular study.

It consists concept of public relation , media tiela media relation strategy, media relation
tools and techniques, how to working with medi&, thle and the importance of media relation,
media relation guidelines, media relation evalugtiehallenges of media Relation and

theoretical Frameworks.

2.1. Public relation definition

The 1978 World Assembly of Public Relations Asstbeies in Mexico agreed that: Public

relations is the art and social science of anatyzirends, predicting their consequences,
counseling organization leaders and implementirmpéd programmers of action which will

serve both the organization’s and the public irsier€Theaker ,2004, p4quoted Wilcox et al.
2003: 6}

Theaker {2004} p4 stated that Public Relation is planned and sustained effort to establish and

maintain goodwill and understanding between anrorgdion and its publics.

According to Theaker {2004}pll the main activate$ public relation are Internal
communications, Corporate PR, Media relations, &8 to Business, Public affairs,
Community relations/corporate  social responsihilityinvestor  relations, Strategic
communication, Issues management, Crisis managem&upywriting, Publications

management, Events management and exhibitions.

As Gezihagne{2018} p28 cited Solomon{2000} in Ethia it is believed that modern public

relation have been started in 1960’s as the reduhe establishment of the ministry of pen in
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1940's. At that time different media outlets sushradio, News Agency and Television services

were established and administered under the myro$tpen.

Gezihagne {2018} p29 noted that currently in Etligopublic relation activities considered as
very crucial to support developmental activitiedmaAst there is public relation department in

each government organization.

2.2. Media

Media are effective tools for communication. Iteatpted to communicate a range of messages
to a large audience. Print, TV, radio, and intemedia are all included. Today's media plays a
significant role in influencing public opinion thugh communicating a strong message to society

about what is right and wrong. It is just as impattas our daily necessities.{Sood, 2018,p 657}

Paul &Rai{2021} stated that one of the mediums @fmenunication that has brought the globe
together is media. Through media messages are cormoabed from the sender to the recipient in
the form of a spoken, written, printed, or any otegmbol. It is instruments that disseminate

information and entertainment messages to a widgeu of people.

Media offers many functions for society and goveenin According to Sood{2018}, The media
is used by the government to inform, explain, aibdaim support for policies. Investigative
reporting is becoming one of the most importantcfioms of media. The media has brought
findings of corruption, misuse of authority, andufficient policies and programs to improve
people's lives. Furthermore, the media has a hofjigence on what and how to learn about
various issues in society. People can learn abotiety's values and what society expects of

them through the media.

2.3. Media Relation

Media relations is one of the most well-known segtaef public relations. Positive working
connections with journalists, bloggers, and othedia professionals are fostered via effective

media relations, which leads to more effective mubélations strategies overall. (Johnston,
2013, p13)
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According to Wilcox et al. (2015), public relatioesperts are also known as media relations
specialists. They are mostly in charge of an ogin's communication with media reporters.
They responsible to keep the organization's pubjidated about its operations through the
media. To establish constructive relationships it media, the media relations practitioner
must understand their views and concerns. Manyisea or radio broadcasts, newspaper
pieces, and magazine articles begin with mediatioels activities such as press releases,

interviews, and press conferences.

Media relation is typically classified as a teclahicliscipline of public relations related to
publicity. Writing and sending press releases, mederts, and media kits, scheduling media
conferences, maintaining up-to-date media list®tgdraphing, filming, and audio materials,
and updating online organizational information alleesponsibilities. However, media relations
include far more than simply collecting, writingistlibuting, and presenting material to the
media. Successful media relations demands moresihgrly knowing what to do to reach your
goals: it requires considering why you do what gouin the situation and also how you may do
it best. A media relations practitioner servesrteglia in two capacities: as a communicator and
as a relationship manager. It also defines how anegliations may be conducted at various

levels, such as within an organization and a gafupdividuals. {Johnston, 2013, p14}

Tench&Yeomans{2006}stated that media relation isoagrthe most challenging aspects of
public relations practice. This practice is alwapgnging in relation to new trends that develop
throughout time. There is competition in the meelievironment, with more publications and
channels. Many organizations are also actively ingelo attract the media's attention. This is
one of the reasons for the increasing of mediaioglsa practice. The organization and media

build partnerships in the form of editorial, adv&rtg, and marketing through media relation.
2.4. Media relations strategy
The strategic public relations department helpsaitganization as a whole achieve its overall

objectives. When public relations efforts contribwid the overall success of the organization,

they are playing a strategic role. {Heath,2001,§215
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Theaker{2001} stated that media relation is ondh&f most important aspect public relations
activities. It is not only about distributing presdeases or dealing with media inquiries. The
main objective of media relations is to strengtharorganization products or service reputation
in order to influence target audience. Even thougtdia relations efforts appear tactical in
action, media relations, as one of the most importspects of public relations, should be
planned strategically.

Good media relations can help to achieve long-t&rategic goals. such as, improving company
or brand image, changing the attitudes of targetiesnces (such as customers), improving
community relationships, improving interactions twitivestors, rising market share, enhancing
industrial relations, and influencing governmentigoat the local, national, and international

levels. {Theaker,2001, p122}

Heath{2001} explained that Strategic planning regsithe fulfillment of activities step by step.
These steps are the four phases of the publidaetaprocess. They are as follows: research,
planning, communication, and evaluation. Once atjiatplanning is accomplished, the strategy
requires particular communication tactics that viaé utilized in order to communicate the

appropriate messages to public.

Research-This is the initial stage of strategic plannirithis section contains background
information as well as a situation analysis. Ptacters explain important facts regarding the
problem or program in the background. A situatioralgsis is a description of the problem,
circumstance, or settings that describe the cusiémtion.

Planning:-Planning is developed depending on information ey&th by research. This part
determined the best means to deliver intended rgesgsa the target audience. This part includes
the following:-

» Goal: -The desired outcome of strategic planning. It mustdeveloped in order to
support the organization's mission and goals.

» Objective: -The objective is defined, quantifiable, achievableg time-bound activates.

» Target public:-1dentify target public need to attain the organ@aaim and goals.

» Messagesbesign messages for the target audience. The nesssag designed in

accordance with the strategic plan's purpose ajeties.
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» Tactics;- list of particular activities to accomplish the gaad deciding on media tools
for interacting with target audiences
» Time table and Budget: This is the timetable for implementing the plan #mel cost for
each activity in the plan.
Communication/ Implementation:-At this stage, the target audience will be categatiinto
groups, and the message will be delivered dependimmgheir categories and how to best
communicate with them. All of these must guaramie the strategic plan's goals and objectives

are met.

The Evaluation:-Evaluation is the process of measuring the sucmetailure of strategic plan
based on the plan's goals and objectives. Spexgessment criteria for measuring the plan are

specified in this section. In addition, relevardessment techniques were employed.

2.5. Media relation tools and techniques

Tench&Yeomans{2006} stated that the purpose of medtlations is to manage the
communication between the organization and itsiplalaudiences, which is associated with the
larger goal of strategic public relations. The maedtlations team also assists reporters and
editors in their work. In a country where the mayoof people get their news from newspapers,
radio and television, media relations can be thetneffective approach to get publicity for a
product or service. As a result, many organizatioreger this alternative over paid promotion.
As well as media relations team supply informatdsout the organization to the media reporters

who rely heavily on public relations sources.

According to Theaker (2004), media relations tawls the mechanisms of reaching the media.
Hitchins {2003} as cited in Theaker {2004} medidatons tools include news releases, press
conferences, informal media briefings, exclusivenviews, Media Tours, facility visits, virtual

press conferences, and photo calls.

Tench&Yeomans{2006} noted that media relation is@aned about relationships with media.
Therefore the practitioner must identify and méet target media by the most appropriate way.

The relationship must then be kept going.
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2.5.1 Press releases / media release

Organizations frequently use press releases asnangnication tool to provide information to
the media. Organizations use press releases inetyaf situations to announce events, request
support, address criticism, encourage cooperatiand update the public on their
progress.{Smith, 2003, p122,}

Johnston {2013} stated that the press releaseasobthe most important and often utilized tools
in media relations. The majority of the times, greseases come from government, politics, and
industry. It is easy option to send out press sdea order to gain media coverage for their
issues.Furthermore, news media have become inogbaseliant on media relations materials.

The major is the press release.

According to Johnston (2013), the media relatioractitioner can raise the possibility that his

press release will be picked by carrying out tHie¥ang standards.

The information's content will be interest of the nedia and its audienceMriting press
releases demands evaluating the message's newswssthThe message must contain the
fundamental elements of news. If a practitionedsesut press releases that have no news value,
he loses trust in the media. It is essential fodimeelations practitioners to understand what

makes a story newsworthy.

The information is written in a news format: -The news release must be written in

a journalistic format.

Ensure that the news release reaches the appropre&aimedia at the appropriate time -It is
important to send the press release to the apptepmedia and gatekeeper at the appropriate

time.

Smith {2003} also noted that news releases serfferdnt objectives and provide a variety of
advantages. Therefore news release writers shomdawvards news-style writing. The most
common news release structure is the well-knowerted pyramid style. The most significant

information is at the top and less important folilegvin this style
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Exhibit 6.2—ELEMENTS OF A NEWS RELEASE  The relationship between the
various elements of a news brief and a news release.

Summary News Lead

4‘ Benefit Statement

Info/Action Statement |

Bricl

MNews

Secondary Details

News Release

Background

Organizational ID

Figurel; {Smith, 2003, p13t Elements of news a news release

2.5.2 Press conference

The media conference, commonly referred to as aspcenference or news conference,
crucial instument for simultaneously conveying important mgssato a select group of me:
outlets{Johnston, 2013,p16!

According to Smith (2003), press conference is kective interview arranged by the pub
relations department in order to deliver an orgational message to a number of reportel
once.lt's an interesting practice. Nevertheless, itl$® dave risks. Everything is depending
how successfully the public relations/media relaioexpert prepared and controlled

situation.The practitioner selects the topic and deliversrimiation at a press conference, bu

or she has little control over how the informatisipresentec

Bland et al. {2005} noted that Press conferencemigortant for announcing the organizatic
invedment, activity, or plar Furthermore, according to Johnston (2013), the oreasor
conducting a media conference are to clarify theasion in a crisis and to establish relations|

with the media.

Smith (2003} listed the following logical stepspreparing news conferer

14|Page



Planning:- A press conference is an occasion to discuss majas, and it necessitates much

planning. A wise public relations specialist wdke the time to arrange a news conference.

Invitations: The media relations practitioner must formally iiavmedia representatives via
written invitation. This invitation must includedlgeneral topic, date, time, and location, as well

as the speaker's name and contact information.

News statement: The media relations practitioner must prepare asnstatement, which
includes a news release, a position paper, anceacBp The news statement must include the
speaker's introduction, background information, a@sgential announcements, and personal

comments.

Media Kit: - A media kit may provide background and extensiviermation for reporters.
When working with the media, the practitioner sliolihve at least an updated information sheet

or press release and distributed to the reporters.

Questions and answer responsefuring the press conference, there will be a qoesénd
answer section. This is another opportunity to comicate essential information. During this
session, the reporters may be looking for infororatihat was not mentioned in the original
statement. As a result, the media relations prafeat must be prepared in this situation case of
this.

Evaluation and follow-up:- After the press conference, take detailed notestamparticipated,

the journalist's questions and how they reportecetrent.

2.5.3. Interview

Bland et al. {2005} stated that interview is an iom@ant tool for discussing many topics that the
journalist desires to explore.

According to Wilcox et al. {2015} Reporters, contam organization's spokesperson or the
public relations department to set up an interviawhen organizing an interview, the
spokesperson or public relations practitioner sthdnd informed of the purpose of the interview
and be ready to answer inquiries with informati€acts, and figures. A spokesperson must
prepare to reply to a reporter's questions.
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Conducting an interview is one of the best waysetbyour story. By replying to a reporter's
guestions, you may convey your organization's nggsaad point of view to a broad and diverse
audience. Organizations handle interview situatidiiterently and with varying degrees of
efficacy. In general, an organization will be msrecessful in influencing public opinion if it is

more open to the public and actively engages wifEmith,2003, p362}

According to Smith {2003}, an interviewer must becarate, fair, and professional. And the
person who give an interview must be researchirg ttpic of the interview, have basic
knowledge of the issue, and be authorized. Theviatlg questions will assist in interview
preparation.

* What is the objective of the interview?
* Who are the topic's intended audiences?
* Am | knowledgeable enough to speak on this subject?

* What types of questions may a reporter have?

2.5.4. Media Tour

According to Wilcox &Reber {2009}, the goal of timeedia tour is to gain press coverage for
the organization as well as to build productiveatiehships with the media.The following
scenarios usually need a media tour.
* The establishment of a new facility
* The launch of a new product
* The launch of a new promotion for an existing pradu
Journalists were invited on a media tour to askit in writing stories about the new facility, a
new product or announcing a new promotion thatl@éped to start shortly. This form of
publicity increases public awareness about thaaeess A media tour must be carefully planned

and coordinated in order to be effective and esflalstrong media relations.

2.5.5. Media Advisory

Wilcox &Reber {2016} stated that media advisoryifies assignment editors about issues. The

story angles, interview options, and visual compisi@re all included in media advisories. It
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offers more basic details information for journtigbout different issues or event so that they

can cover it.

Media advisories, also known as media alerts, an@le memoranda that advise the media to
cove of an upcoming newsworthy event involving tinganization A press release, on the other
hand, gives details on an eveAt.media advisory, unlike a press release, simf@ytathe media

that something newsworthy will occur.{Smith, 2003,75}
Typical one-page Media advisories may include amgllof the following components:

* Date

» The headline announcing the event or circumstance

* Name, phone number, and email address of the ¢gm¢ason (can also be listed at end
of advisory)

* A summary of the event or story concept

* The necessary five Ws and one H of journalist qoest

» Possibilities for interviews

* Visual components (photos and videos)

* A brief statement describing the sponsoring orgation's history {Wilcox &Reber,
2016, p101}

2.5.6. Pitch

According to Wilcox &Reber{2014},pitch is when a lpic relations professional contacts a
reporter or blogger to suggest a story topic. Gdntan be made through email, phone, or
text messaging. The goal of a pitch is to persw@aprirnalist that a topic is newsworthy and
should be covered.
The following six aspects should be included inptieh:

* Enough information to support a complete story

* A point of interest to the readers

* Necessary figures, quotations, interviews withatdk sources, photo setups, and so

on.

» A sign of authority or credibility
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 An invitation to contact the editor as soon as fmbssin order to get a
decision{Wilcox & Reber,2014, p165}
Wilcox and Reber (2014) stress the significancielibdwing up after a pitch. It's not enough to
tell a reporter at the end of a pitch to call #ythave any questions. It's vital to contact artd ge
an immediate response after the media relationfessimnal emailed or faxed a pitch to an editor

or reporter.

2.6. Working with media

Johnston {2013} stated that when engaging withrtbe/s media, media relations practitioners
must remember that the media is first and forenmistested in news stories; they will not carry
a story simply because they sent it. To improver therking relationships with the media,

media relations practitioners should be aware efftfiowing.

Being aware of what is new and what is not: News is made up of several activities chosen by
the newsmakers. There are three kinds of news,ifuitaged, and spontaneous. In all this
types of news all messages in the news must beoeggbrby organization’s media relation

manager and the manager also responsible to mémageformation before sent to media.

Gate keeping and News ValuesA reporter’'s select a good news story based on nvelues.
The main news values are impact, conflict, timedg)ygroximity, prominence, currency, human

interest and unusual.

Gatekeepers are senior members of the media nemvsubm determine whether or not to cover
news. These gatekeepers allow news coverage degepndi news values. As a result, it is
critical for media relations practitioners to drafedia releases while keeping in mind the news

values that media gatekeepers will select.

Themes for news:Following-up stories indicate news themes. News tnies updated and
developed. This allows organizations to createnaneasing number of news stories. To benefit
from this opportunity, media relations practitionehould write follow-up articles about various

organizational issues.
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Recognizing the many responsibilities in the newsom:-ldentifying who does what in the
newsroom simplifies the media relations practitiability to increase connection to media
outlets, to develop strong working relationshipsd ato communication with particular

journalists.

The main professional in the news room are Ed@ief of staff, Sub- Editor, Producer, Photo

Editor, Section Editor and Journalist/ Reporter.

Lists of Media: -The media list is a database that contains the siaheeporters and other
newsroom professionall includes the right name spelling, title, emalbeess, phone numbers,
and publishing deadlines. It is essential for medikations practitioners to send out press
releases and engage the media for a variety obmeas\dditionally, the media list must be

updated multiple times a year.

Deadlines:When working with various media, media relationsagbtioners should keep
deadlines in mind. As a result, the practitionerstrioe aware of the particular deadlines and

other criteria of the media and their program sesti

Media conventions:There are several standards and rules that govew & newsroom
operates. This protocol covers several procedunegdthering and publishing news, as well as
how journalists deal with their news sources arteotssues. As a result, media relations
practitioners must be familiar with particular pedares and practices in order to create
trustworthy and serious professional relationskjtk the media.

Scoops:The concept of scoops refers to the decision oédiarelations practitioner to deliver a
story exclusively to one media outlet or one jolisbaln this situation, key media/journalists
would be targeted as media agenda setters. Tondaterwhich media will be contacted, a
detailed specification is required. Additionally,edia relations practitioners should select
whether to supply services only to one journalisd organization or to a variety of media
organizations.

No Comment:-The response "no comment" can cause harm than godareate rumors.If a
journalist approaches your organization for commamta variety of issues, media relations
practitioners may offer much more than "no comnieftter a while the practitioners should

provide a more detailed answer to the media outhetishave inquired.
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Embargoes:An embargo is keeping a story until a defined pkribhey are intended to notify
the media of an upcoming event or announcemendbutot need immediate coverage. The
embargo date and time should be clearly stateloeatop of the media release. To guarantee that
news does not leak before the embargo period, #ianrelations practitioner must have very
solid security within the organization.

Crisis in the Media:-Before a crisis occurs, crisis communications sgias will be developed.
Crisis communications include how to handle medigestjons by media/public relations
department. It is critical for the media relatigoractitioner to respond to media demands as soon
as possible. Otherwise, social media may dissemicatflicting information about the problem,
and the organization may lose control of the situnat

Media Training:- Media training is specific training on how to susskilly work with media. It
helps media relations practitioners and other stafnbers better understand how the media
operates.

Key Messages: Key messages are clear and simple truths that pdi@ve effect on the target
audience. Media relations practitioner should dgwvehe key message and support with facts
and stories.

Answering the questions:The media relations practitioner should respondht journalist's
guestions by communicating the main message, wifficent fact. While answering the

guestion, it is also crucial to provide backgroumdrmation that supports the main idea.

2.7. The Role and Importance of Media relation

Tench and Yeomans (2006) indicated that a publatioms practitioner should have the ability
and knowledge to select the most relevant charfoelsommunicating with a target audience.
These channels are either controlled or uncontolly the organization. The media is
uncontrolled and free. In this case, the practéioaxpected to reach the independent media
through effective media relations. To create swsfakselationships with journalists and editors,
as well as to generate and distribute story atrigjfe time and by the right methods, media
relations requires a trained team of practitioners.

Wilcox &Reber{2016} stated that building ongoinglatons with journalists, editors, and
bloggers who cover your organization is referredidamedia relations. It is an essential part of

the public relations profession.
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Media relations are the focus of the majority oblpu relations departments and consulting
firms. An organization's communications regarditeggoods, services, and policies reach the
public more effectively when it has a good workidationship with journalists and bloggers
{Wilcox& Reber,2014, p 116}
Tench&Yeomans{2006} explained that Media relatidesoaimportant for journalists as well.
This is because most journalists who work for boaatl media, online news sites, or daily
newspapers work long hours researching and wrdirsory. As a result, the journalist should
hunt for news announcements or news releases fromorganization's public relations
department. As a result, the media relations pgraw@r should approach the media with a clear
and trustworthy story. It should also have a coavig reason why it is news.
According to Lattimore et al. {2012},the backborfepablic relations practice is media relations.
It is important for organizations to build and ntain solid relationships with the media in order
to get their news or information broadcast or writtin the mass media. This enables the
organization to obtain various types of suppontfiits constituents.
When the media publishes or broadcasts informatibran organization, such information
appears to establish a feeling of legitimacy thegt drganization may not gain through paid
advertising.{Lattimore et al.,2012, p 181}
According to Sood{2018},for organization working twimedia or media relation is important
for the following reasons.
* Itis important to communicate the organizationésgsage to a larger audience.
» It can benefit in targeting an organization's mgeda those who wish to hear it.
» It offers free publicity and promotion for an orggation's news, statements, activities,
or concerns.
* It can raise the public's awareness of the org#aizaand its activities
* Obtaining media coverage is an excellent methoddd public credibility to your
organization and its activities.
* One of the most important functions of media is #bdity to shape opinions. Media
coverage provides an excellent opportunity to getenpeople thinking positively about

the activities of the organization.

21| Page



2.8. Media relation guideline

Organizations and practitioners alike should cagrsidedia relations to be an investment. Media
coverage is not just dependent on the efforts pbnters to be accurate and impartial. The

guality of an organization's news coverage is grflced by the working relationship between

practitioners and journalists. If practitionersidol to these fundamental rules, those interactions
will be most successful.{Broom & Sha, 2013, p537}

According to Broom &Sha{2013},to achieve the bestults with journalists or the media, media

relations practitioners should follow the fundanaiguidelines outlined below.

Honesty: -When engaging with the media, media relationstgiraners must be honest. Earning
media credibility is the most crucial asset in wogkwith the media. The practitioner should not
tell any lies. If he or she is confronted with anqmicated subject, it is preferable to state the
truth and say nothing than to lie. Journalists wecahe truth through time. As a result, if
practitioners are honest with bad news, they anetiiely to be trusted with positive news.
Provide service;Journalists frequently work under strict deadlings.a result, media relations
professionals must be aware of the media's steiatiithes and Collaborate with them to provide
newsworthy, interesting, and relevant story andgesan the format and time that they like.
Don't beg:-Media relations practitioners should not beg editmr news directors to cover their
stories. Journalists have established journalistigective in terms of news value. If the
information is not enough newsworthy in his/hemypeint, there is no need to ask them to cover
it.If the practitioner tries to put pressure on duitorial to cover the information, it is insulgitio

the journalist.

Do not request a story from being coveredMedia relations practitioners have no right to
request journalists or editors to prohibit somajHiom being covered. It is disrespectful and an
insult to journalists. It is requesting that joursid abuse their public trust. However, there are
times when it is acceptable to seek a delay inighiig.

Establish contact with appropriate media:The media relations practitioner should make
contact with appropriate media and provide relevaftrmation. A variety of public relations
items are delivered to newsrooms. Not all of itlwhss through examination of media

gatekeepers; through experience, they know whiahces deliver information with proper news
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value. Therefore Practitioners should focus on wbatnalists will consider news, keep media
email lists up to date, and deliver the story ®niost appropriate media and journalists in each

media.

2.9. Ethical consideration in media relation

Parsons {2008} stated that media and public retatiare strongly linked. Therefore it is
important to have long-term strategies for mediati@ns. This strategy must also include ethical
considerations for media relations practice.

Tench&Yeomans {2006} noted that Accuracy and hopeshould be the goals of both
journalism and media relation relations practitiortaull disclosure of the information is a good
practice. However, it is not always the best thinglo. However, it would be unethical if the
media relations professional hid essential inforomatvith the intention to mislead.

Also Johnston {2013} explained that the role of maecklations in corporate governance should
not be ignored. As the link between an organizasiod the media, accurate and informed media

communications are critical.

The four pillars of ethical media relations, acéogito Parsons (2008), are as follows:

Honesty and Accuracy:We must adopt a policy of honesty and accuracy linof our
interactions with the media. This may not neceblsamtail full disclosure of information. It
requires do not spread inaccurate or misleadiraynmétion.

Judicious:-The media relations practitioner should determio# land when to use the media.
The practitioner should avoid using media for nemvs or fake news.

Responsiveness One of the most crucial aspects of buildingstrin a relationship is
responsiveness to the media. Taking and respomdetia requests is an excellent strategy for
creating long-term partnerships.

Respectful:-Professionalism and respect are essential compooéan ethical relationship. The
first step toward effective engagement in the mediany other employment is to treat people
with respect.
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2.10. Relationship between Journalist and media ration practitioner

Lattimore et al.{2012}remark understanding theemttion between journalists and public
relations practitioners is the first step in methBtations activities Journalists who gather and
organize information for the media sometimes sesnelves as the people's eyes and ears,
serving as watchdogs. The public relations practér, on the other side, wants the story to be
covered positively.

The objectives of public relations are to informfjuence, and motivate. This is only achievable
if people consistently and regularly receive rdkaimessages. In order to effectively disseminate
information to millions of people, the public retats sector depends on a variety of independent
media channels. As a result, the media stronglyeni@ép on a continual supply of news and
information from public relations sources. {Wilc&Reber, 2016, p60}

Lattimore et al. {2012} also noted that Public tedas practitioner and journalists are mutually
dependent. As relationship managers, public relatjractitioners are usually placed between
media and organization to explain one to the other.

Wilcox &Reber{2016} stated that public relations/die relations practitioners and journalists
expected to have a collaborative, trusting, angeaetful relationship. This is not meant there
relationship is always free of conflict.

The following are the complaints about public nelas/media relations professionals and

journalists, according to Wilcox and Reber{2016}.

Complains about public relations/media relations pofessionals

Poorly written:- Press releases and other written materials cohstsuntround Journalists. The

majority of them, unfortunately, are poorly writtelfrequently look to be advertising, with a
variety of jargon terms and too many words, phrasesl paragraphs instead of simple
information.

Ignorance of publication format and content:Editors and journalists receive a massive
number of press releases written in ignorance @ublication's format and contents. They
frequently send such news releases to be spamrawdnp the sender from receiving any future

contacts.
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Lack of Access;dournalists regularly have difficulties in contagtia organization's public
relations/media relations practitioners. Many jalists have complained about public
relations/media relations staff for an organizatibat do not quickly return phone calls or
respond to email questions.

No for an answer: According to journalists, a lack of timely answemplies a lack of interest
to answer.

To get to the point: Journalists are usually on the schedule and d@ve hime for long
discussions. They are irritated when public refetimedia relations practitioners delay to get the

point.

Complaints about Journalists

Changing their minds:-Because of the constant flow of breaking news,njalists and editors
are frequently unsure if information about anamigation will be covered. They agree to use
the information at first, and then change theirasiif something more interesting comes up.
Failure to contact the organization: Journalists in a hurry to reach the deadlines egtyufail

to contact organizations for fact-checking or tanagent on stories about them. They also phone
at the last minute and want a quick answer. Themsetupublic relations / media relation
practitioners.

Lack of preparation:-Journalists usually fail to conduct adequate resean an organization.
Public relations professionals are disappointed jowurnalists’ lack of organizational
understanding.

Bias: -Some reporters have an opinion on a story befoem ehecking the facts. As a result,
their line of questioning only to confirms theirsasptions about the story.

Sensationalism: Practitioners of public relations and media reladidrequently claim that the
media tries to attract readers and viewers by esiping issues.

Influence of advertising;4n order to compensate for the decline in advergigarnings, several
media outlets accept payment from an organizabaspbnsor a column or a feature article. The

legitimacy of this medium as a fair, objective stmiof information has been fail in to doubt.
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Lattimore et al. {2012} once a media relations pitamner has developed relationships with
media/journalists, they must maintain them. Thdofweing are some suggestions for getting
along with journalists.

» Avoid presenting inappropriate gifts to journalists

» Provide sufficient and timely information when reed.

* Be available any time to respond to reporter retgugsd enquiries.

» Building trust with journalists requires accurahgnesty and transparency.

» The practitioner should conduct himself in a prefesal manner. Return calls on time
and within deadlines. Request no favors, specaltnent, or the elimination of negative
coverage.

Also Supa {2008} noted that interaction between lgubelations and journalists is typically
initiated by practitioners. As a result, the praatier committed to providing journalists with
newsworthy information in order to maintain stramgdia relations. If this strategy is used, the
relationship between public relations practitionansl the media will improve. Journalists and
the media relation practitioner instead of ignoreagh other they attempt to be partner to make

the information more useful.

2.11. Media relation evaluation

According to Smith (2013), the process of stratqganning includes evaluation. It is about
assessing the success of a project, program, qgraigmbased on how well-stated objectives are
accomplished. The strategic plan requires adequateffective evaluation procedures.

Before creating specific evaluation methodologiake into account the standards by which you
will judge the efficacy of anything. Metrics areetberms used to describe the criteria used to
assess a program or activity's success. Each meeds to be suitable for the goal it is
measuring.{Smith,2013, p331)

Lattimore et al.{2012} stated that even while pabielations operations are intangible, their
outcomes may be measured and attributed to theme Sspects of public relations, such as

media coverage and effect, are evaluated in somge wa
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Impact of Media Coverage While "clip counts" anthfiressions” are still employed as stand-
alone evaluations of public relations effectivenessh metrics are widely acknowledged to be
insufficient. These standard approaches, howewar be considerably improved by introducing

measurements that separate findings based on dhne""bf coverage received. The use of
content analysis to measure the degree of favasalnf media exposures or clips helps in
understanding the outcomes in terms of positivenegative effects.{Lattimore et al., 2012,
p163}
Evaluation, like other aspects of public relatigractice, necessitates careful planning. The
evaluation process should be planned from the progrbeginning. When evaluation is part of
the overall plan, each component may be built wite goal of ultimately measuring its
performance later.{Lattimore et al., 2012, p163}164
Lattimore et al. {2012} explained that through enation, public relations practitioners should
consider their relationship with media houses, gffect of their messages on the public they
want to attain, the number of people reached, hamymmedia use their messages, and the
importance of their efforts for the organization.
According to Broom & Sha {2013}, the best practicagproaches recommend performing
evaluations has three stages. These are Preparatipms/, Implementation/ outputs/ and
impact/ outcome/ or effects. These evaluating mesplit into the following manageable stages.
Preparation:-This stage evaluates the quality and appropriatenéshe information used to
develop the program's strategy and tactics.
» Information Base;-The sufficiency of the background knowledge neetedevelop the
strategy.
» Program content:-Evaluating if the messages and programs' conteappsopriate for
the target audience.
* Presentation quality.- Evaluating the technical and production aspetthe quality of a
message presentation
Implementation/ outputs:-Evaluation assesses effort and progress as thegpnqmoceeds.
» Distribution:- keeping track of how many messages were distribuiésse records
indicate that the program is being conducted asoted.
* Placement: measuring the total number of messages distribimexigh the media. It

indicates whether or not intended audiences areseto the delivered message.
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» Potential audience: determining how many target audiences were expasethe
messages the program intended to communicateisthidite number of people who may
have been exposed to the messages.

» Attentive Audience: the number of people that received the messagderrbiae how
many individuals read or watched the messagestia distributed.

Impact evaluation:-This stage provides detailed information on howcsasfully the objectives
and goals were met.

* Knowledge gain:Evaluate how many people understand the message&nimg.
Examine what people know, regardless of where ldayed it.

» Opinion change:Evaluate changes in knowledge, awareness, and ebtemsion to
assess if a message had an influence on audiezioegfe

» Attitude change:-Determine how many people changed their attitudea egesult of the
message. Changing one's attitude requires timehod.

» Behavior change:Determine the number of people who behave in teegekbway.

* Repeated behavior:-In terms of long-term behavior change, evaluate gregram's
success. Determine the number of persons who #c¢imtended way.

» Social and cultural change-At this stage, the program or activity is evaégatn terms
of long-term cultural and social change.

The following are guidelines for evaluating the smp of media relations, according to Smith
{2013}

» Establish defined objectives and the criteria thifitserve to evaluate the success.

* To determine the starting point, do a pre-tesths@gcan awareness survey

* Conduct a post-test to compare findings from theggst to improvements in awareness.

* Use a focus group to investigate the connectiomsdsn awareness, acceptability, and
behavior.

» Clippings and records can be used to track mediailolition. Examine these not simply
in terms of distribution, use, and other indicatoffudience exposure, but also do some
type of content analysis to assess the messafpttivefness.

* Measure activity by monitoring changes in attenéam@ffic, purchases, or other related

with media relation activates.
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2.12. Challenges of Media Relation

Wilcox&Reber{2016} stated that one of the primargads of many public relations activities,
particularly media relations, is to supply informat to various forms of media in the
expectation that it will be published, aired, otaguled online.

According to Johnston{2013},one of the challengasrhedia relations practitioners is a lack of
competent writing media releases and the abilitgéntify the appropriate media to send out the
media release and other information. Media outlese been overwhelmed by the large
number of media releases that have arisen fronowsrsectors. As a result, the likelihood of
selective media release and other information @l snedia is relatively low.

Also Lattimore et al.{2012} noted that gaining ada share for media relations activities is
difficult in such a competitive atmosphere. In tgnef crisis or controversy, organizations
frequently receive media attention. As a resultytmust consider how they will handle crisis or
disaster circumstances before they emerge.

On the way to gaining media coverage, media relatipractitioners confront at least four
difficulties according to Wilcox &Reber {2016}

Media Gatekeepers - A reporter and an editor are media gatekeepdrs select what
information is published or aired. Those gatekegp®ay print or broadcast only a portion of the
material in a press release on which the pracgtiovorked hard.

Decreasing of Space for news segmer@ecause of the shift in advertising to the internet
many newspapers and magazines have been forcadittohle number of pages in each edition.
This has reduced the number of news pages availabéey time a newspaper receives a number
of news releases or other pieces of informatioh does not have enough room to accommodate
them.

Increasing the number of mass medialt became harder to engage the greater audience
through a single medium as the number of mass mvthiavarying forms increased. Therefore,
media relations practitioners must prepare newssta a different format.

Information Overload:- Currently, a variety of information is availablerabgh numerous
mediums. They are all competing for attention. A®sult, an organization's news may fail to

capture the attention of the audience.
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Addressing these challenges is the primary respiitgiof a media relations practitioner for

informing, influencing, and motivating diverse agenites on behalf of an organization.

2.13. Theoretical Framework and Model

2. 13.1 Agenda setting theory

Maxwell E. McCombs and Donald L. Shaw developedndgesetting theory in 1972Smith
{2013} explained that, according to this theory thedia raises concerns about the issue what
they believe newsworthy for their audience. Thiplies that the media tells the public what is
the important issues to focus on. Wilcox and R¢Re16} also state that the media's choices of
news articles, length, and presentation of newstheshgenda for public discussion. Through this
process, the articles and headlines that recelvednbst attention from the media house attract

the public's interest to discusses an importaneisather than others.

According to Fortner &Fackler {2014} explained thétere are two levels of media agenda-
setting impacts on the audience. First, it formpublic opinion on the most important issue of
the day rather than other issues, and secondractaudience concern on specific parts of this

most important issue.

Lattimore et al. {2012} state that the media cantlse agenda on what the public says and thinks
about. So that public relations and media relatfmastitioners should try to influence the media
agenda by giving current organizational informationmass media to offer to their audiences.
People may discuss about the institution, but éf pinactitioner wants to influence the public's

perspective, he or she must conduct a study ontb@ecomplish it.

2.13.2. Excellence theory

E.Gruning& A. Gruning{2008} discussed that excettertheory emphasizes the public relations

function as a strategic managerial role in the wiggdion. As a result, the public relations

function assists the organization in interactinghwihe public surrounding it in order to

fulfill its mission and goals.
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The public relations department facilitates comroation between the organization and the
public. It manages communication to establish lterga productive interactions with the
organization's most important public through trustlaborative responsibility, dedication, and
satisfaction. To carry out its functions, publidatns professionals should first identify
strategic publics with whom the organization netxgstablish a relationship and then decide
how best to establish that relationship. Accordtogthis theory, the media is one of the

organization's most important stakeholders.

According to-E.Gruning& A. Gruning{2008}, the foNang are the characteristics of excellence

public relation function

» The organization must see public relations as &egial aspect of management. With
this, the public relations contribute to managentantidentifying the target public to
bring their voices into management to particip&ent in organizational decisions that
impact them.

» Communication programs that are created to commataiwith the public should also be
handled strategically. The programs should haveéagoed quantifiable objective rather
than ordinary activities, and they should have meiuated.

» The public relations executive should be able teatz relationships with top
management.

* In order to communicate with a variety of publicghm their environment, the public
relations department needs diversity in terms »f k&guage, and so on.

* The public relations department should include edst one senior communication
executive who leads public relations programs.

» The public relations manager and other staff memberst have the knowledge required
for the management job as well as other commuwicdtinctions.

» The public relations function should integrate @lblic relations activities into a single
department.

* The public relations function should be independant not in other departments.
Otherwise, it cannot be handled strategically.

* In order to promote successful public participatitiis theory suggests a two-way
symmetrical model rather than the other three nsakpublic relations.
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2.13.3 Social Responsibility Theory

The philosophy of Social Responsibility it is ariension of the libertarian philosophy in that the
media recognize their responsibility to resolveftiointhrough discussion and to promote public
opinion, consumer action, private rights, and intgotr social interests. This theory has its major
premise that freedom carries concomitant obligatiofhe press has an obligation to be
responsible to the public. If it is not so, themgoagency of the public should enforce it. Public
opinion and consumer action can guarantee thgirges behaves. {Ravi, 2012, p307 }.
According to Ravi (2012)Communication scholars BevdicQuaiB summarized the major goal
of social responsibility theory is not to imposegthior expert standards for formativeness, truth,
accuracy, objectivity, and balance. Media shoulacpce self-regulation within the bounds of
the law and established institutions in adoptind abhorring these commitments. The media
should have avoided offensive material that cowdsiencaused violence, criminality, or other
types of unrest, or could have harmed minority pajons. The media as a whole need to be
pluralistic and reflect the diversity of the sogiat serves, providing access to opposing
viewpoints and the freedom to respond. In additoemployees and the market, journalists and
media professionals should be held responsiblediety.

Obagwué& Idris {2019} Stated that media recognizeittobligation to foster public opinion,
individual rights, and significant social interest&ey also recognize their responsibility to
mediate conflicts through dialogue. The primaryngpiple of social responsibility is that freedom
comes with responsibilities. The press neverthdlassthe responsibility to make sure that their
actions are always constrained by ethical standakas though responsible journalistic practice
is a bulwark for societal advancement. The pubkigeets media to further the interests of the
public. To this end, it is expected that the meditionly informs, but also educates. The society
expects the media to play the role watchdog, ledgerto the community, empowerment and

many other emerging redeeming functions.

The primary principle of social responsibility isat freedom comes with responsibilities. The
press has an obligation to be responsible to th®iqpuMedia &pectedonly informs, but also
educates.
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2.14 Related Study

Humnesa{ 2018} assess the practice of media reldtioFederal HIV/ ADIS preventation and control
office. According to the study the goal of meditien activates of the organization is to incregsi
public awareness by providing useful informatioraitractive and persuasive way. The organizatied us
all available media relation tools in order to a&sfei its goal. However in the organization thereds
organized media relation document as well as thegeno media relation’s effectiveness measurement

tools.

Gedlu {2019} conducted study on the strategic mflenedia relations in corporate communication: the
case of Ministry of Revenues. She stated that tnin&f revenue developed communication strategy tha
includes media relation activity. The purpose oé thtrategy is to establish partnership with its
stakeholders, to publicize the activities and a@meent of ministry, to inform staff and stakeholded

to increase the positive attitude of the publicacivthe organization. But the ministry tries togpede its
public through different media relation tools withanderstanding the environment around them becaus
in the organization there is no organized systenotiect feedback.

Chernet{2019} explained on conducted research eterchinant of media relation in selected public
sectors of city government of Addis Ababa mediatieh activities are faced various challengessThi
because the strategies are being used by the raedithis public sector government affected the medi
relation activities. As well as the knowledge gdiowa the media relation tools and misunderstanding
between public relation professionals and medianlist also another factor that affected mediatiah

activities.
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Chapter Three

Methodology

Introduction

Creswell {2014} stated that first and foremost, tlesearcher should consider the philosophical
worldview or paradigm assumption governing the essunder study. The research design,

techniques, or processes that put the researclejgbimto action come next.

Therefore, this section begins by trying to stée topic's paradigm assumption. The research
design, research approach, and research methoeslthgit will be employed for this study will

be outlined based on the assumptions.

3.1.Philosophical Worldviews

Creswell {2014} stated that Research philosophigatldviews or paradigms are the general
philosophical perspective on the nature of resetiraha researcher brings to a study. According
to Creswell {2014}, there are four philosophicasearch worldviews. The paradigm chosen for

this study is constructivism or interpretivism paican.

3.2. Constructivism / Interprevitism paradigm

Creswell {2014} stated that this paradigm arguest fheople acquire subjective meanings for
certain things depending on their experiences.rftheanings are various, leading the researcher
to explore for the variety of viewpoints rather tha few categories or concepts. Instead of
beginning by constructing a theory or pattern oimeg, the researcher uses more open-ended
guestioning to attentively listen to the people address the process based on the interaction

among the individuals and interpret the meaningistihave about the situation.

The researcher chose this paradigm for this stwbadise the primary goal of this study is to
evaluate the practice of media relations in terfic@amunicating the organization's activities to
the public. As a result, the researcher attempiedidcover about different perspectives on the

subject based on the participant's experience atadftbm other sources.
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The data is gathered and the meaning interpretedratricted on the practice of media relations
inside the AATB's Communication Affairs Directordteough the interaction the researcher has

with a participant using open-ended questionind) éom other data sources.

3.3. Research design

This study's research design is descriptive rebesttady with a qualitative research approach.
According to Rahi{2017, research design definesacgss of collecting and interpreting data
with clear objectives. Also, Easterby-Smith et &l{hs cited Rahi{2017} A research design is a

general plan for answering the researcher's styulg.t

Kothair/ 2004/ stated that descriptive researchgdestudies are concerned with describing the
characteristics of a particular individual or grolip this type of research design, the researcher
collects data, analyses, prepares and then presemtdepth and in an understandable manner.

Most of the social research comes under this cagego

According to Akhtar/2016/ descriptive research gesinswers the questions, what, who, where,
how and when. It used to study the current sitmaéiod more common in the social sciences, as

in socio-economic survey and activities analysis.

The descriptive research design was chosen forstiidy because the researcher intends to
develop an in-depth analysis and deep understaraliogit the activities of media relation
practice, which is communicating public about togwéies of an organization through media in

focusing on AATB Communication Affairs Directorate.

In-depth analysis is conducted through severdirtiggies used to gather and analyze data for

this type of research design.
3.4. Research Approach
This study follows the qualitative research apphoaRahi {2017} noted that interpretative

paradigms typically employ this strategy to gathedepth information about a particular

subject. This method interprets the feelings, eomsti and viewpoints of one individual or a
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small group of people. Creswell {2014} stated thhe researcher uses this approach to

determine the meaning of phenomena based on tepgmtives of participants.

Creswell (2013), Hatch (2002), and Marshall &Rossn(2011) as cited Creswell{2014} The
core feature of a qualitative research approadhatsthe researcher tends to collect data in the
field at the site where participants experienceissae or problem under study by gathering data
forms of multiple data collection forms such asemitews, observations, documents, and
audiovisual information. The researcher next regi@lN of the material and organizes it into

categories or themes by integrating data from wargources.

Therefore, a qualitative research approach is @sethis study because, based on the study's
objectives and research questions, the researnteds to collect detailed information from
various sources of data using various data colleatiethods that can provide a deep insight into
the issue. Furthermore, this research approadteiapgpropriate method for developing in-depth
analyses of the issue once the researcher hasvesliall of the data gathered from multiple
sources and organized it into themes and categdtissalso an effective approach to analyze

the event based on the research participants'geiggs and experiences.

3.5. Source of data

According to Cohen, Manlion, & Morrison (2007), ary and secondary data sources are the
two types of research data sources. The primargceswf the data items have a direct bearing
on the subject being studied. Items from secondaunyces of information have not direct link to

the subject being studied and can be utilized ppliment primary sources of information.

Primary and secondary data sources are used irstiidy. Primary data is collected based on

research questions through in-depth interviewsdmudiment analysis.

In-depth interview with AATB Communication Affairirectorate Director and senior
communication officer and from selected media jalists were undertaken. These
Communication Affairs Directorate staff and jouistd are key informative about the

organization's media relations practice.
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The document analysis data obtained from the AAT@@unication Affaires Directorate

media relations practice documents.
Secondary data have been gathered from variouatiites relating to this research topic.

3.6. Data collection instrument

Murray &Beglar {2009} stated that data instrumeatg devices that are directly connected to
research questions and objectives. Instrumentsak@ the tools utilized to bring abstract
concepts to life and are an important aspect ofsthdy since they produce data that serves as

the basis for study results and conclusions.

Based on the research questions and objectivebtafjwa research is the appropriate approach
for this study. As a result, the study is used dgiidering tools classified as qualitative research
approaches from both primary and secondary datacesuTherefore, data gathering tools such
as in-depth interviews and document analysis werpl@yed to provide relevant data for the

study.

3.6.1. Interviews

The interview is an essential data collection tégpim that involves verbal dialogue between the
researcher and the subject. (Mathers, J Fox &HR000,p1)

According to Dawson {2002}, unstructured, semi-staed, and structured interviews are the

most common technique of data collection in intenmwi

Unstructured interview: - In this type of interview, the participant is freediscuss whatever is
essential to her or him. The researcher has linmitBdence over the participant. Furthermore,

the researcher may generate a large amount oftdstes difficult to analyse.

Semi-structured interview:- In qualitative social research, this is the mestely used form of
interview. The researcher is looking for specifitormation in this kind of interview. In order to
do this, identical questions must be asked in @atelnview. The interview schedule is designed

by the researcher, and it contains a list of paldicquestions or subjects to be covered.
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Structured Interview:- This interview style is commonly employed in qutattve research. The
interview might be performed in person or by otherans. The interviewer asks a series of
guestions and checks boxes based on the partisipasponses. It is, as the name suggests, a

very organized interview.

A semi-structured interview is a type of intervidvat was chosen for this study. This is because
it enables the essential questions to be askedler to answer the study's research questions. As
a result, the same questions have been developwth wldressed by AATB Communication
Affairs Directorate staff who are key informants e organization's media relations practice.
As well as the same questions also designed fongtists that have frequent interaction with

AATB and prioritized on the organization's medst.li

The interview questions were prepared by Englisiguage and the questionnaires were sent to
the respondents before the interview session. iiteeview with the respondents was conducted
in Amharic language and the recorded interview wasscribed in text, translated to English

language, and coded.

The interview question was developed based onhfextive of the research. Each interview has

been recorded. The transcribed interviews are Wigatespondents said and meant.

3.6.2. Document Analysis

Document analysis is a systematic technique foesadsg or evaluating documents, including

printed and electronic (computer-based and Interaesmitted) data. {Bowen, 2009, p27}

Bowen{ 2009} stated that document analysis is mponent of qualitative research that is used
for systematic assessment to develop studies ariaty of formats. It includes advertisements,
meeting minutes, books, brochures, press releasstip and television show scripts,

organizational or institutional reports, and so ®hese records can be located in a variety of

archives, including organizational and institutibfiles.

For this study document analysis instrument is usedddition to the interview. Document

related to media relation activity such as Commatinn Affaires Directorate annual plan and
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report, press releases, press conferences, ewsludticument are used to assess the media
relation practice of the AATB Communication Affasr®irectorate.

3.7. Sample design

Sampling is a method of choosing a few individalsample) from a larger group (the sampling
population) to serve as the foundation for estingator forecasting the prevalence of an
unknown piece of information, situation, or restdtated to the larger group. A sample is a
subset of the population of interest.{Kumar, 20048}

According to Kothari (2004), there are two typessafmple designs: probability sampling and
non-probability sampling.

In Probability sampling:- Every item in the population has an equal charideetng included

in the sample under probability sampling. It iso#tdry system in which individual units are
selected at random from a population group by ahaxeical process.

Non-probability sampling:- Non-probability sampling, on the other hand, ives a researcher
purposefully selecting sample items. The researcheoses samples that corroborate his point
of view.

There are five non-probability sampling designd #dra frequently employed in both qualitative
and quantitative research. They are quota samg@itgdental sampling, judgmental sampling or

purposive sampling, expert sampling and snowbatipdiang.

A non-probability sampling design, particularly pasive sampling has been used for this
investigation. This is because according to Kum@@{ In purposive sampling, the researcher
selects the sample that will give the necessayrimétion to meet the research's objective. The
researcher has contacted the sample who has ftiteinfgrmation regarding the subject under

investigation.

Etikan{2016} stated that purposive sampling sholidtve considered selecting people who can
contribute information via expertise or experienaes well informed about a phenomenon, and
are available and eager to share their experienu®pinions.

As a result, the interview is included seven(7altplarticipants based on the above criteria. The

participant is selected from the AATB Communicatfsifairs Directorate and Media journalists
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who have frequently contact with AATB and who hagweority in the media list of the

organization. These are key informative concertirggorganization's media relations practice.

The total numbers of professional in the AATB Conmication Affairs Directorate are four
(4).1(one) communication Affairs Directorate DimgGttwo (2) senior communication officer
and one (1) camera man. From this, Communicatidaiif Directorate Director and one (1)
senior communication officer are included in intews. The rests five (5) journalists are
selected from five different media institution.

The researcher believes that these participantpicaide important information to achieve the
objective of the study based on the experience tiese on media relation activity of their
organizations.

Samples for document analysis have taken from @a& glan and repoxf Communication
Affairs Directorate from Jun 2013 — Jun 2014 E.@isTreport has provide a general overview
of media relation practice in AATB Communication féifs Directorate over this year,
particularly in terms of communicating public thghumedia about the organization’s activities
to solve the current transportation problem ofditg. From the last one month of this set period
of time media relation practice one (1) press s#esaone (1) press conference and one (1)

evaluation documents have taken as a sampleratglrad in detail in this regard.

3.8. Qualitative Data analysis and interpretation nethods

This research uses two data gathering methods lmesadjualitative approach. As a result, the
data obtained through those procedures is integnesing qualitative data analysis Flick{2014}
stated that the practical processes for analyzungitative interview data primarily include

coding the data, categorizing the data, and idgngfthemes.

Therefore in this research, the data gained byvmes first transcribed into text and coded.
After that, the coded interviews are categorizetb idifferent themes and the result was

presented or discussed in the form of narration.

Similarly, the data gained through document analyiim the selected data are presented by

thematic analysis in the form of narration aftediog data.
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3.9. Validity and Reliability of the Study

Validity means in the broader sense refers to Higyaof a research instrument to demonstrate
that it is finding out what you designed it, orttrduiness of the study on the perspectives of
respondents. It can be understood as the extavititth the field presents the social phenomena
it refers to. Reliability, on the other hand, bsngp to the level of consistency with which cases
are set apart to the same category by differenérgbs or by the same observer on different
functions (Kumer, 2011).

Based on this , the researcher's methods for gaghdata for the study included an in-depth intewwi
and content analysisSeven semi-structured in-depth interviews were gotetl by the researcher;
two were with the Addis Ababa Transport Bureau Camitation Affair Directorate and five
were with media stakeholders. The interviewees veli@sen through purposive sampling to
guarantee representativeness. Purposive samploweal the researcher selects the sample that
will give the necessary information to meet theeegsh's objective. The researcher has contacted

the sample who has the right information regardimgsubject under investigation.

The organization's primary media stakeholders epeesented by the five journalists who were
chosen and given permission for the interview. Thegresented Ethiopia's actively found
media. The responders from the organization weoser based on their involvement in media
relations and how frequently they used the servamiwity. All of them have experiences of

interview with journalists at different types of dia.

3.10. Ethical Considerations

According to Yin (2005) in his treatise on reseadelsign and methods, every research endeavor must b
guided by certain ethical considerations. The stirdgampling respondents, considered all situattbat
might make a respondent ineligible to be sampled.

Respondents were informed that if they believedsthdy violated their right to privacy or any othight
in any way, they might choose not to participatét.imhe study's aim and objectives were thoroughly
described to the sampled respondents. Their priemsured not providing their names or any other
identification details on the study in order to @nesconfidentiality. Each interview with respondehgs

been recorded. The transcribed interviews are Wigatespondents said and meant.
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Chapter Four

Data Presentation and Analysis

Introduction

The purpose of this study is to assess the MediatiBes practice of AATB in terms of
communicating public about the organization’s atiég. To achieve this, the research
methodology presented in the previous chapter wadayed. This chapter presents the analysis
and interpretation of the data gathered from jolisteaand PR practitioners from the AATB
communication affairs directorate director.

To understand the organization media relation pragelated to the objective of the study, the
study aimed to answer the following research qaesti What is the media relation strategic
plan used by the public relation department to camoate the organization’s activities? What
are the media relation tools and techniques usecettte relationships with media outlets? What
are the ongoing media relation practices and te#ect in terms of communicating the
organization’s activities through media? How is ma@lations activity evaluated? What are the
challenges of media relation and their consequéntesaanswer these questions, this chapter was
organized on seven major themes and sub other thdmeemerged from the data analysis in
order to discuss the result of our findings comgangth the literature review and theory to

determine the media relations practices of theeffi

4.1. Communication strategy

Communication programs are organized and handladegtcally with key publics. Strategic
management implies that these initiatives are fedndn formative research. That they have
specific and measurable goals, that they emplojedarather than regular techniques when
executed and that they are evaluated formally ¢orimally. Furthermore, public relations
professionals may present proof that these efforeet their short-term goals while also
improving the organization's long-term engagemeith whe public at large. E. Gruning& L.
Gruning {2008} p 235
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AATB Communications Affairs Directorate directorattd that, the AATB's communication
affairs Directorate don't have a strategic planpiablic relation in general and media relations in
particular. The department's ongoing media relat@ctivities are carried out by incorporating t
into the yearly public relations plan. The publ@ation annual plan does not prepared by
including the key elements of the public relatistrategic plan, which are research, action plan,

communication and evaluation.
According to the department's senior communicagiquert,

‘The AATB Communication Affairs Directorate hasegmred a ten-year communication
strategic plan which includes media relation actesa But this plan couldn't convert to five
years and one year in a workable manner. The reasdme communication affairs department
was merged into another department and the puldlation activities was done only at the
officer level. At present, despite the departmemésitructuring again independently by the

directorate level, the communication strategic pilaat is prepared is not being implemented

The Communications directorate director added, aneelations activities of the directorate are
not based on a communication strategic plan, bo@sed on the directorate’s yearly plans. The
directorate plan is not prepared by conducting semgy studies, but on the basis of the previous
year's plan performance. Even though it is nemgs$o conduct research and develop a
strategic plan for public relation activates speaify for media relation activates, the human
resources in the department are not sufficienatoyaut this work. Media relations activities are

also planned based on previous year’s activitigteerahan a research based strategic plan.

In this research, a document analysis was conduotedAATB Communication Affairs
Directorate 2014 E.C public relation plan. Accodliio this, in the view of the researcher, the

plan prepared by the directorate has three mais.par
The first part of the plan includes an introductiparpose, importance and expected results.

* The introduction summarizes the issues set outdr2014 plan.

* The main goal of the 2014 Communication Directogd#s is to build a good image of
the organization by making timely information aaile to the community regarding the
activities carried out by AATB.
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» The purpose of the preparation of the communicajden is to provide regular
information to the media about the activities pkdhrand performed to improve the
transportation services in the city, to build a gdmage of the organization and to
increase public satisfaction regarding the delivdriransportation services.

» Expected results include converting AATB plans irdotion by creating effective
communication channels with the public and stak#$land creating a positive image
of the organization.

The second part includes situation analysis. Ickates

* The situation of the organization leadership imigrof supporting the activities of the
communication Affairs directorate.
» Existing situation the human resource and matarmalt of the Directorate
* About Lack of communication with the stakeholdersl gublic in terms of working
together to improve the delivery of the transpervie,
* About Lack of satisfaction of the users relatettréamsport service,
In the third part of this plan communication affadirectorate’s budget year key activities are
set. In general, the key activities is to carry public relation and communication activities to
play their part in the achievement of the AATB plahich is improving the road transportation
service delivery of the city. To achieve thesecdetasks are categorized into four basic views

of BSC Balancedscorecard). Major activities are included in tviews.

The first views is customer's perspective, in tmsws the main objectives of the plan are
increasing public and stakeholders participatioincreasing the quality and accessibility of

information and building the image of the institurti

The other view is the internal process. It includesreasing experience sharing, making
information accessible for the public and stakedddon social media, and increasing the
effectiveness and number of activities providedthy department, such as producing and

delivering newsletters, brochures, pamphlets, prelesses and press conferences.

The messages conveyed by these activities focuexmanding non-motorized transport,
improving service delivery and increasing the $atison of society. To execute the tasks the

employee prepares their plans based on the diegetpian. To evaluate the implementation of
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these activities, the work department preparesrBth, 6-month, 9-month and annual report to

inform the relevant parties.

Heath{2001}stated that a strategic public relati@tsategy helps organizations achieve their
vision and goals. In other words, public relaticasnot be evaluated as strategic if they are not
prepared in this manner. According to Theaker2QBé, primary public relations activity is
media relations. Even though media relations effagpear tactical in practice, media relations,
as one of the most important aspects of publicticgls, should be planned strategically to
communicate with media. Heath {2001} elaboratedatggic planning necessitates the
completion of activities in stages. These are the phases in the public relations process. They

are research, planning, communication, and assessme

In this study we find that, the Communication Deépent of AATB has annual public relations
plan to carry out public relation activities inclnd media relations practices, but it is not
strategically prepared. On-going media relatiottsvies are carried out by including into the
department's annual public relations plan. Thislipuklations plan is not prepared in strategic
way by including the basic components of strat@gilic relation planning, which are research,
action planning, implementation and evaluation esad he Media relations activities plan also

prepared based on the previous year's performantéased on the study.

The annual plan of the department is not prepacedrding to the basics of communication
strategy. The annual plan does not meet the regames of basic communication strategy
preparation, namely situation analysis, plannimgplementation and evaluation in relation to

each other.

The situation analysis is not prepared by condgatgsearch. The objectives of the plan are not
specific and measured in time. To achieve thesectigs, the target public and the media are
not identified. The activities listed to achieve thbjectives are not defined in a way related to
the objectives. Likewise, the plan does not mentubich public relation strategy to be carried

out through these activities. For instance, spedliff, it does not define how media relations are
carried out within the annual year. Finally, Thdyomay they use to evaluate the effectiveness of

the plan is reporting.
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4.2. Media relation tools

From the interview with AATB Communication Affaird3irectorate, media relations tools are
used to communicate with the media in order to semwbus information related to the sector to
the target audiences via the media. Press confeseaal press releases are the most commonly
utilized tools. Even though it is limited, they eloyp alternative media relations tools to engage

with the media when needed.

Press conferences and press releases, accordsegits communication experts of AATB, are
the most regularly tools used by organization tgage with the media. They also use the
interview media relation tools. The AATB will answmedia queries. At the same time, the
AATB will contact the media and provide informatioia an interview. Various information has
lately been posted on AATB social media pages, taedmedia has taking the content from

there. The organization is using it as an additiorsirument in its media relations activates.
Based on the information obtained from:
Based on the information obtained from:

« Ethio FM 107.1 JournalistAATB will send out a press release in order to duiledia
relations with Ethio FM 107.1. At the same timetihold a news conference and invite
several media outlets. However, most of the tint@pEM communicate with AATB via
an interview media relations option. The radio statis usually the one that contacts
the organization in this interview option.’

e Bisrat FM 101.1 JournalistAATB communicates with the media via the press
conference media relation tools option. The issukebg stated, and an official letter
will be sent to them. Press releases are rarelyt.seather, the media will approach
them for further information via the interview apii based on the information they
posted through their social media pages.’

e Ahadu FM 94.1JournalistAATB mostly communicates with the media througesgr
conferences. Information also prepared in the fofma press release and posted on the

Bureau's official Facebook page. The media willkl@ver the content and contact the
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organization to clarify and obtain additional infoation via an interview media
relations option.’

« Addis Media Network JournalistAATB contacts the Addis Media Network through
formal letters, When AATB organize a press conferem an event that they want to get
coverage for, they bring up the topic and notifg thedia in a formal letter. The media
procedure also requires the organization to conthetmedia with a written letter if they
desire media coverage.’

e Sheger FM 102.1JournalisBATB often employs the press conference optiondgage
with the media. However, information prepared ie form of a press release is rarely
sent.

Relationships are crucial to media relations. Thblip relations practitioner must identify and
meet with the target media. Tench&yeomans{2006}p3Itheaker {2004} cited in
Hitchins{2003} media relations tools include nevedeases, press conferences, informal media
briefings, exclusive interviews, media tours, fagivisits, virtual press conferences, and photo

calls.

In this work we understood, to communicate with tiiedia, AATB employs press conferences,
news releases, and interview media relations toh® Bureau holds a press conference on
various topics and sends an invitation letter ® riiedia. The media will also attend and cover
the news conference. The Bureau prepares newsseslean a variety of topics. Instead of
sending press releases to the media, they reletwsd on their social media platforms,

especially their Facebook page.

Among these media relations alternatives, the viger is the one that the Bureau most

frequently employs to provide information to thedi@e This is because the media frequently
approaches the Bureau with inquiries about theoseSimilarly, based on the content released
by the Bureau on its social media platforms, paldidy its Facebook page, the media requests
an interview for more information. Most of the inteews are taken place based on request from

the media.

Apart from these media relation tools, the AATB Hiasited experience in using other media

relation tools.
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4.2.1. Standard of media relation tools

The AATB Communication Affaires Directorate Direcforward her view,

‘AATB interact with the media effectively using maetklation tools properly by preparing
information following media relation tool standard®ublic relations practitioners in the
department have been trained in public relationsl amedia relations, so we interact with the

media by preparing information in accordance witedma relations standards.’

about the standard of media relation tools usedhbydirectorate, in her view AATB interact
with the media effectively using media relation Iso@roperly by preparing information
following media relation tool standards. Publicatgins practitioners in the department have
been trained in public relations and media relaj@o they interact with the media by preparing

information in accordance with media relations dtads.

According to communication officer in the directtgathe media relation tools used by the
department to communicate the information with thedia are prepared according to the
standards required by each media relation toola Assult, when a press conference is planned,
what information we will deliver in the press cormfece, who we will contact, what are the
issues that are happening at the time, and otbeessare planned. In addition, press releases and
interviews are planned in the same way. Howeverd toansportation services are a daily issue,
and there is sometimes a lack of time to prepaopgsty the information according to the
standards required by each media relation tool.liftieed number of public relation practitioner

in the department also has negative impact.

Regarding the standard of media relations toolsl use the department to communicate the

information with the media according to:-

* Ethio FM 107.1, When the AATB plans a press comfeeg they usually contact the
media via a formal letter. The letter format is ayjw the same, only the subject of the
letter will change. Similarly, press conferenceg amot conducted when they are

scheduled. Time is not respected. During the cenfs, it is possible that not all of the
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journalist's questions will be addressed. In catirduring a press conference, they
provide additional relevant data in the form ofrags kit.

» Bisrat FM 101.1, The AATB communication affairs dejment prepares press releases
and sent to the media following the standard. Alsey properly prepared the press
conference. On the topic of the news conferencéqildd information is provided.
However, during the press conference there is galiion in providing other supporting
information for media in the form of a press kithéw it comes to interviews, most of the
time, the person concerned is the one who givestheview to the journalists.

e Ahadu FM 94.1, The AATB communication departmenteonf organizes press
conferences and calls the media. However, most reoméerences are focused on a
single topic. It primarily addresses transportatitariff issues. Other supporting
information prepared in the form of a press kirasely provided to journalists during
press conferences. Regarding the interview, thenaamcation affairs department will
give information through interviews or assign ampext, who can provide information
from other departments. However, sometimes exgesta other departments are not
willing to provide the information to the media.

* Addis Media Network, When the AATB communicatioriaafs section intends to share
information with the public, they hold a news caefece. The information obtained from
the news conference will also be made availableht public through the media.
However, aside from the individual who providesomhation orally at the press
conference, they do not provide supporting inforamain the form of a press kit. The
media will also get information from the organipati through interviews. And the
Interview is usually obtained from the communicatasfairs directorate.

» Sheger 102.1, Press releases sent to media dallets a standard format. In addition,
appropriate information is provided to the media witerviews. Other experts or officials
assigned from other department, on the other harsl,not always willing to offer
information to the media through interviews.

Document analysis was conducted on the press esfgapared and distributed in July 2014 e.c
by the AATB Communication Affairs directorate. Tpheess release focuses on the graduation of
volunteer student traffic police officers.

The press release:
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- The press release was prepared in an inverted watirsg format
« The press release follows the format of a newsaseleand includes headlines, leads,
detailed information and contact addresses fortaahail information.

« The news release was distributed on the institlgtiofficial Facebook page.

Document analysis conducted on the report of tesgconference conducted On July 6, 2014,
E.c. The press conference was conducted to infoemtedia about the planned activities to be
carried out in the summer to improve the transpervice delivery in the city and to modernize
the sector in the future. Accordingly
« No planning document was found to give the preserence.
« By including the subject of the press relies antation letter has been sent to media
institutions
- The Director General of the organization conveylee media statement orally but a
written news statement was not given to the media.
« Other information that may be helpful in relatiantbhe issue is not prepared and given to
the media in the form of a press kit.

- Media monitoring is done to evaluate how the meejrted the issue.

In this study we found The AATB Communication AffaiDirectorate mainly uses press
conferences, press releases, and interviews as meations tools to communicate with media

outlets.

According to Johnston (2013), the primary and miegularly used media relations tool is the
press release. The majority of the time, mediaasgle come from government, politics, and
industry. It has become a simple choice to sendrmdia notices in order to gain publicity for

their issues. Likewise, news media have becomeeasitngly reliant on media relations

materials. The most important is a press reledseincrease the likelihood of the press release
being picked by the media, the press release rabtrould be of interest to the media and its
audience, the information should be written in ndagnat, and the news release should be

delivered at the proper location and time.
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From the interview and document analysis, it isnfbuhat the press release prepared by the
AATB communication affairs directorate meets thguieements of the press release preparation
standards. However, since the press release @sexleon the institution's Facebook page, it is

not possible to confirm whether the press releaaehed the media or not.

Smith (2003) ,stated that A press conference isoapginterview held by the public relations

department to give an organizational message &oge Inumber of reporters all at once. It is an
interesting activity. It is also unsafe. It is detéhed by how the public relations/media relations
expert prepared and managed the situation. As wtreghile planning a press conference,
logical procedures must be taken. Planning, inematnews release, media kit, question and

answer replies, and follow-up and assessment kirecklded.

From the interview and document analysis it is fbuthat, the Communication Affaire
Directorate arranges news conferences, invite tadiarto inform and educate the public about
transport issues through the media, and finallyluata how the media reported the issue.
However, the press conference was mostly focuseé dew issues, the time of the press
conference was not respected, all media questioee wot answered during the press
conference, other supporting information was novigled to the journalist in the form of a press
kit, the press conference is not planned by follmihe necessary procedure and written news
statement is not given to the media. Due to thespitess conference prepared by AATB fulfilled

a few standards of the preparation of a press cemie

Giving an interview is one of the most effectivethuls to share your story. You may offer a

message and perspective of your organization &rgeland diverse audience by answering a
reporter's inquiries and responding to them. Assallt, anyone conducting an interview must be
truthful, fair, and professional. And you mustlbeking at the topic of the interview, have basic

knowledge of the issue, and be permitted.{SmithX @362}.

From the interview it is found that an interviewaisother public relations instrument used by the
Communications Affairs Directorate. Information Widle provided to the media through an
interview in two ways. These are provided by pubdilations experts from the Communication
Affairs Department, as well as by experts and @fcassigned from other directorates assigned

by the Communication Affairs Directorate who ar@wtedgeable about the issues.
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Communications Affairs Directorate conducts appiadpr media interviews. However, when
requested to offer information to the media inrtenview, other officials and experts from other

directorate assigned by the Communications Affairectorate often refuse.

4.3. Target media and audience

Excellence theory [E. Gruning& E. Gruning 2008] izated Public relations brings value by
assisting organizations in identifying stakehold@nsl segmenting distinct types of public from
its stakeholder groups. Following the identificatiof stakeholders, the organization develops
goals that are shared by the organization anduldiqpp Employees, consumers, investors, the
community, government, association members, andrtbdia are the most common types of

stakeholders. Each group of stakeholders andqabés an impact on the organization.

Tench&Yeomans{ 2006] stated that communication padlic relations activities are aimed at
audiences. These are the organization's stakekotdguublics. These audiences are frequently
targeted by mainstream media. As a result, in roases, a public relations or media relations
program will identify the target audience basedtloir significance and capacity to influence
the organization.

According to the director of the Communication Af§aDirectorate, AATB focuses on all media
to build strong relationships with them in ordercmammunicate messages to society about the
sector through the media. However, since the orgdion's service is based in Addis Ababa city,
it mostly engages with Addis Media Network. In terof audience, every message produced by

the organization is aimed at all types of roaddpamtation users.
Senior communication officer of the communicatidiaias department stated that,

‘AATB focuses on FM radio stations in Addis Ababais is because the organization's activity
focuses on the city, and these FM radio stations lgtewise widely broadcast in the city.
Despite this, the organization engages with othatiomal media outlets. In relation to the
audience, all city residents, service providersgdestrians, and people who visit the city for
various reasons, are target audiences, and the meggdion collaborates with the media to

deliver various messages about the sector to thedences.’
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As indicated in the 2014 Annual Performance RepdrtAATB communication affaires
Department, the organization has built relationthwsieveral media outlets. Compared to other
media organizations, 5 media outlets keep regultaractions with the organization. These
include Ethio FM 107.1, Addis Media Network, Bisf¥l 101.1, Ahadu FM 94.1, and Sheger
102.1.

From the interview with the above mentioned medtii@ tesearcher summarized, their media
target audience is Addis Ababa city residents bagés, and they work on social, political, and
economic issues. Furthermore, being the media efAitidis Ababa city administration, Addis
Media Network gives special attention and mediaecage to the activities of different private

and governmental organizations in the city.

In this work, we understood the AATB's target andeincludes all city road transport users and
service suppliers. In order to reach this targetience with information related to the Addis
Ababa road transport sector, the media relationigcof the organization focuses on Media that

focuses on various social, political and econosstés of the city.

4.4. Media coverage

4.4.1. Focuses of AATB in Media coverage

From the interview with director of the Communiocati Affairs Directorate found that, the
organization's media relation activity mainly foeason public transport issues. In relation to
this, the issue that needs to be covered by theam&the public transport tariff issue. For each
distance, the organization has set a service .tétdfvever, illegal public transportation service
providers are breaking this by asking the publiaderthan the tariff, so the organization wants
the media coverage focuses on making the publiceawafatheir rights and paying according to
the tariff.

The department's senior communication officer dgtaéibat, despite the fact that many problems
exist in the city's road transportation service, &ATB is working to resolve the issue using all
of its capabilities. However, instead of focusingtbe work being done, it has been noted that
media coverage focuses on the sector's problema.rAsult, the organization would like to get

media coverage for the work being done to solvadsige.
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The officer added, there are instances where soar@ other stakeholders are to blame for the
city's road transportation problems due to a latkawareness. For example, there is a
situation in society that does not use the avaalghlblic transportation. Similarly, the sector's
stakeholders are the cause of the problem dueeio itmability to fulfil their responsibilities
when providing transportation services.To solvehggsues, the media plays an important role in
raising awareness for society and other partidgetpart of the solution to address the problems
in the sector, so AATB wants the media coveragedas on raising awareness of society in this

regard.
AATB focuses on the following issues as reflectgd b

» Journalist from Ethio FM 107.1, If there are issuhat the public has complained about,
and if those issues are addressed, they will seeldiancoverage in order for the
information to reach the public.

» Journalist from Bisrat FM 101.1, If there is infmation about the transport tariff and the
work done by the AATB to address the sector's ciipeoblems; they want the media to
cover it.

* Journalist from Ahadu FM 94.1, The information tA#TB needs to be reported by the
media is about the organization's successful sffmtovercome problems in the field.
However, to address the issues identified in thetosetheir performance in using the
media to raise awareness among society and otiegtgilders is inadequate.

» Journalist from Addis Media Network,The AATB is arily interested in getting media
coverage for tariff-related information. They somnets try to get news coverage for their
discussions with stakeholders on different topitoider to address information about
their discussion to the public through the media.

» Journalist from Sheger 102.1, The AATB seeks medieerage for the tariff revision, the
transportation service infrastructures that havenlsuilt or are being built, the activities
carried out by the organization to improve the mervand the discussion forums they
hold with stakeholders related to transportatiawises.

Mc Combs{ 2011} stated that the news media's ghibtitset a nation's agenda and focus public
attention on a few critical public concerns is enous and well-documented.The news media

not only provides people with accurate informatedyout current events; readers and viewers
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also learn how much significance to place on aneissased on the emphasis placed on it in the
news. Which are repeated every day, effectivelyesgpthe significance of each issue. In other
words, the news media can set the agenda that gliéape opinion.

From the interview the researcher summarized ttte#, AATB Communication Affaires
Directorate media relation practice primarily foesn getting media coverage for the issue of
public transportation tariffs. Because society paysre than the AATB tariff for public
transportation services, this is a problem for gpamt service delivery; therefore, the
organization would like the media to give focustbis issue to raise awareness among the public
and other stakeholders about the importance oéptiog the rights of transport service users in
this regard.In addition to this, the organizatiooud like to get media coverage for its efforts to
address problems with Addis Ababa's road transpomtgector.

The AATB Communication Affairs Directorate Directooted that,

‘ There are undeniable problems in the servicevaeyi of road transport services in Addis
Ababa. As there are many stakeholders in this sethé problem cannot be solved by the
organization alone. Even though the organizatios larried out many activities to solve the
problem, the problem still exists. In their medegports, the media news coverage focuses on the
problems of the sector, particularly on transpodnsgce delivery, even though it is not
satisfactory they also reporting on the work thhe torganization is doing to address the
problems. The media coverage is off to a good staterms of informing society or other
stakeholders about the activities that the orgatnrais undertaking to address problems within
the sector.’

Senior communication officer stated that the meutavs coverage on Addis Ababa's road
transport service delivery is dependent on cursvice delivery conditions. They report
problems when they noticed. When transportatiomiserdelivery improves, the media report
focuses on the work done to enhance service dgliver

He added, There was a time when the media repomntdransport service delivery problems

without explaining the causes of the problems clukding the organization's perspective. This
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happened as a result of the journalists' lack afeustanding of the road transport sector. Since
the road transport service consists of many stddlels) all parties have their share of problems
in the sector. They also have a role to play inroamg the service's problems. However, media
coverage indicated that the AATB was primarily @sgible for the sector's problems due to a
misunderstanding of the relationship between theTBAand other stakeholders in service

delivery.

The officer added, Currently, as the AATB commutiara directorate improves its working

relationship with the media, the situation in whitle focuses of media on only reporting the
problem is decreasing, and they have begun makiegjarreports that include the responsible
stakeholders as well as the work that needs to dee do solve the problems by those

stakeholders.
According to the information obtained from the interview with;

 Ethio FM 107.1 Journalist, their media news coverag focus on Addis Ababa's
transportation service delivery problems. This ug do problems being noticed and the
desire to be resolve as soon as possible. When sepmirts are prepared, AATB
requested additional information in order to batatite report. As a media, it works for
the community. The community's question is the |gnobof transportation. So the media
focused on it. When such reports are made, any dank by the organization to address
the problem will be reported together with it.

» Bisrat FM 101.1 journalist, their media will produa report that focuses on the problems
raised by society regarding the delivery of tramsgimn services in Addis Ababa.lf the
AATB does anything in order to address these conitypnoblems it will be reported.

 Ahadu FM 94.1 journalist, regarding the delivery todnsportation services in Addis
Ababa, their media focuses primarily on the proldesbserved. Several problems are
being noticed during the delivery of transportatgervices. The media also gets many
opinions from the community regarding this problerfiheir media coverage focuses
mainly on this, with the hope that the problems banresolve. They include AATB's
responses in their reporting of the problems.

* Addis Media Network journalist, news coverage giwsntheir media regarding the road

transport services in Addis Ababa city is focusestbe problems observed in the
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transport service delivery. Because most of thélpros are raises by society, so the
media produces a news report based on these cerafesaciety.
» Sheger 102.1 journalist, there are many problentiersector regarding the delivery of
road transport services in Addis Ababa city. Thelimeoverage focuses on this problem.
Side by side, reports will also be made on thevaiets of the AATB to address these
problems.
Based on the information found in document analgsisthe 2014 E.C. annual report of the
directorate, in July month 2014 E.C., Ten (10) mexstitutions raised questions for AATB to
make media report on the delivery of transportisessin Addis Ababa. Among the questions
raised by the media, 7 questions focuses are detatthe problems in the transport service, i.e.
related to tariff and lack of transport, and theaéing 3 questions are about the work being

done by AATB to improve the transport service.

McCombs{ 2011} stated that the components of anessre mentioned in the news — and the
relative emphasis on these various aspects okae is makes a significant impact in how people
perceive that issue. From the pattern of overalWsneoverage, the public is focused on what
journalists regard to be the most significant sciisjef the day. The public creates its perceptions
and perspectives regarding these topics based eorahtents of this coverage - the agenda

supplied by the news media.

In this research from the interviews and documeatysis we found that several problems arose
in Addis Ababa's road transportation service. EN@ugh the AATB is working hard to address

it, the problems remain more visible than the wdokie. Many questions emerge from society
regarding these problems. Media organizations pleoluce news coverage focusing on the

problems addressed by society.

In addition to AATB, many stakeholders are involvedhis sector. However, due to the media's
lack of knowledge of the relationship between th&tséxeholders and AATB, it has been noted
that in their media coverage of the issue, thepores indicate that AATB is the only one

responsible for the sector's transportation probleBven though they report the activity of

AATB to resolve these problems, they mostly produeslia coverage focusing on the problem.
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4.5. Relation with Media

4.5.1. Establishing relationship with Media

Lattimore, Baskin, Heiman&Toth{2012} noted that uliic relations practitioners and

journalists are mutually dependent. As relationghgnagers, public relations practitioners are
usually positioned between journalists and instnhd, attempting to explain one to the other.
Public relations specialists and journalists rely one another. Once a media relations
practitioner has developed relationships with thedlia/journalists, they should safeguard them

by being available 24 hours a day to respond to#eels and enquiries of reporters.

Also Supa {2008} noted that Communication betwearblig relations and journalists is
typically initiated by practitioners. Therefore etlpractitioner commits to providing journalists
with noteworthy content in order to maintain strangdia relations. If this method is used, the

relationship between public relations practitiorems the media will improve.

Communication Affaires Directorate Director sai@tththe media come to the AATB to gather
information related to Addis Ababa transport sexgicAs a result, the interaction with the media

two to three times a day on average.

The director added, Efforts would be made to previtformation to the media ahead of time
before the media arrives at the organization inrckeaf information. However, due to

shortcomings in the services provided, there isap i supplying the media with as much
information as needed in advance. There is alsccamstance, in which the media comes with
information collected from several sources andaotfymnization gives a briefing on it. In addition

to a news conference and press release, theydstartase social media options to provide
advanced information on various issues. Usingitifi@mation as a starting point, the media has

produced a variety of reports. However, this isugo
Senior Communication officer stated that

‘ Interaction with media is established on a ddigsis because the issue of road transport

service is a daily issue of society. This relattopsis mutual. If there is information that the
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organization wants to reach the public, we will dahto the media in advance so that the
information can be transmitted. Similarly, the nzediome to the organization in search of
information with their own questions about the spartation service. However, no research has

been done to determine which side weighs more.’
According to information obtained through interviénom:

» Ethio FM 107.1 respondent, the media has establisheslationship with the AATB to
prepare media reports on various topics regardiegdelivery of transport services in
Addis Ababa. But interaction usually starts througk media. The media goes to the
AATB for information on various subjects.

» Bisrat FM 101.1respondent, the media has establish@ermanent relationship with
AATB to make a media report on the transport serdelivery. This relationship usually
starts by the media. AATB provides information be tmedia on various subjects based
on requests from the media. Despite this, theretiares when the institution discloses
information to the media in advance.

* Ahadu FM 94.1respondent, the media has a relatipneith the AATB. Road transport
is one of the issues that the media focuses on,ias frequently asked question by the
media audience. As a result, it has a permaneatioeship with the organization. In this
relationship, however, the media takes the ini&ti When it receives various
information and suggestions, it is the media tisatally goes to the media for additional
information. There is a time when the AATB providadvanced information to the
media. But this is limited.

* Addis Media Network respondent, the transportasiervice of the city is a key issue of
the city, so the media focuses on the service @sliand has a permanent relationship
with AATB. The media has made several contacts \lig organization to produce
reports on the matter. However, most of the conmestare made through the media's
requests. In certain cases, there are times wlemtbrmation is provided to the media
in advance by the organization.

» Sheger 102.1respondent, the media has a permataindmship with the AATB to make
various reports on the delivery of road transpertises in Addis Ababa City. These

relationships are created when the organizatiols ¢aé media on various topics and
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when the media goes to the organization with tbein questions. The relationships are

created equally on both sides.
E. Gruning& L. Gruning {2008} stated in excellenteeory Communication programs should be
designed for particular public using a two-way syatmeal approach for building and sustaining
relationships. This study found that, the issueoafd transport service delivery in Addis Ababa
City is a daily issue of society, so AATB has arpanent relationship with the media in order to
deliver information to society as well as the stakders regarding these issues. This relationship
is created on both sides but often begins with estsu from the media. AATB provides
information to the media on various subjects basectequests from the media. Meanwhile, there

is a time when the organization informs the mediaua various topics in advance.

4.5.2. Relationship with the Media in communicatingactivities

Based on the information obtained from AATB Comnwation Affairs Director through

interview, AATB is carrying out a number of actiets to resolve problems with the delivery of
road transport services in Addis Ababa city. lingortant to address this information to the
public through the media in order to communicatesé activities to society and other
stakeholders and to create awareness so thatdndyecpart of a solution to the problems. In this

respect, a good relationship with the media has lkstablished.

Senior communication officer of AATB noted thatetbrganization's relationship with the media
is currently at a good level in terms of using thedia to inform the public about the AATB's
efforts to resolve problems in the delivery of romdnsport services in Addis Ababa city.
However, it is not as much as it should be. Thawization is currently working variety activity
to enhance the city's transportation service detivEollowing these activities regularly and
informing the public about ongoing activities istmmne as it should be. This is due to a lack of
media relations and public relations experts indbemunication affairs directorate. However,
as the information is published via the organizasisocial media website, the media will use the

information from social media to produce media répabout the AATB's activities.
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Journalist from:

E.

Ethio FM 107.1 stated that, they do not pay mudhnéibn to the work done by the
AATB in their media coverage of Addis Ababa transgtion issues because such
information is posted on the organization's satiatlia options.

BisratFM 101.1stated that, there is a limitatiothe communication affairs department's
delivery of information to the media about AATB'stigity to enhance the city's
transportation services. They provide media coweifag activities done by the AATB
based on the information they get when they goht® érganization with various
guestions about transport service delivery.

Ahadu FM 94.1stated that, the organization releasgmation about its efforts to
improve transportation servicesin Addis Ababa tirtpugh its social media
options. Taking this information and adding additib information, the media would
report the AATB's activities to enhance transpastaservice delivery.

Addis Media Network stated that, if the organizatjmrovides information to the media
about the work being done to improve transportaitioAddis Ababa, it will be covered.
Similarly, when the media requests the organizatmget answers to questions raised
from the public about service delivery, any workndoby the AATB to address
these questions raised by the public will be ginedia coverage.

Sheger FM 102.1stated that, on its social meditophas, AATB provides information
about its activities in the delivery of transpadat services in Addis Ababa city. The
media gathers that information, asks for additionébrmation from the organization,
and disseminates the news to the public.

Gruning& A. Gruning {2008} explained in excelles theory, communication programs

should be developed for specific publics or stakdgrs using a two-way symmetrical

technique to preserve relationships. The medians of the most common types of

stakeholders of the organization.

According to Broom and Sha (2013), the best styateg acquire the cooperation of

journalists is to supply them with newsworthy, neting, and relevant content and images
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in the format and timeframe that they prefer. rdalists often work under strict deadlines.
As a result, media relations professionals musiaware of the media's tight deadlines.
Journalists also cooperate with practitioners wipyovide them services in the shape they

desire within the timeframes they set.

From the interviews this study found that, The AATBworking variety of activities to

address problems related to the delivery of roadsgrortation services in Addis Ababa city.
A close relationship with the media has developedrder to inform the public about these
activities and raise awareness among society aher citakeholders to engage them in

problem-solving efforts.

However, The communication affairs department regularly notifying the media in

advance as it should be about the activities chroet by the AATB to improve service
delivery. This is due to the lack of enough medid aublic relations professionals in the
communication affairs directorate.

Despite of this, information is released via thgamization's social media platforms. The
media obtains information from social media,and niigey contact the organization with
various questions about transportation servicevegliand if they find out AATB is making
efforts to improve the transportation services@ethey produce news coverage that reports

on the organization's efforts.

4. 5.3. Responses to media inquiries

Johnston {2013} stated that the media relation fgraner should answer the journalist's
guestions by communicating the key message witHildes evidence and facts to get the
message across to the media. Wilcox &Reber{2016p astated that the relationship
between public relations/ media relations praci#is and journalists is based on mutual
collaboration, trust and respect. But Journalisesjdently have problems contacting an
organization's public relations/media relations regpntative. Many journalists have
complained about public relations/media relatice@esentatives for an organization who do
not answer calls or react to an email questionseadiately. Journalists argue that a lack of

timely response indicates a lack of interest inaamg.
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Regarding the responses of Media questions Jostifiaim,

» Ethio FM 107.1 explained thategarding the responses for questions of mediatee
to the service delivery of road transport serviceé&ddis Ababa city, AATB Communication

Affairs Directorate staff gives responses to questifrom the media.’

* Bisrat FM 101.1 explained thatCommunication Affairs Directorate staff is good in
giving responses to media question related to tartsservice delivery in Addis Ababa city.
But in a certain way, when they go to the orgamarafor information, there is a problem of

not getting the person who provides the informatjaickly.’

* Ahadu FM 94.1, explained thaBATB Communication Directorate staff as well aseoth
organization staff answer media queries relatethi delivery of road transport services in
Addis Ababa. However, compared to the depth opthblem in the transport sector of the

city, the responses given to media inquiries artesatisfactory.’

* Addis Media Network explained thahe AATB Communication Affairs Directorate staff
replies to enquiries from media outlets about tekvery of road transport services in Addis
Ababa. But sometimes it is difficult to reach tH®nphone and by scheduled appointments to

get information.’

* Sheger FM 102.1, explained thH#te AATB Communication Affairs Directorate staff
replies to questions from media outlets about #levery of road transport services in Addis
Ababa city. °

From the interview with media the researcher sunmearthat, the Communication Affairs
Directorate of the AATB gives responses to questimaom the media regarding the delivery of

road transport services in Addis Ababa.

However, it has been pointed out that in some cadgesn the media wanted to ask for

information quickly, it is difficult to reach theffacer of the directorate on the phone and the
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answers given for media inquiries are insufficieampared to various issues observed in the

sector.

4.5.4. Ethical working relationships with the media

Parsons {2008} stated that public relation is clpsassociated with media. More strategic
function is developing long term plans for medi&atien. In addition it needs to consider the
ethical issues in media relation long term plane Hilars of ethical media relation include
honesty and accuracy, Media relation practitiofeyutd decide on how use the media means
and when, taking media request and response megiegest, treating individuals with respect
from the media or in any other job are a goodicat approach to developing long-term

relationships and successful interaction.

AATB Communication Affairs Directorate director &td that in order to conduct
communication with the media in an ethical manngoiat forum is being prepared by the

department to work jointly and cooperatively witie tmedia on many issues in the sector.

The director added, Even though there is no doctederode of ethics to guide media relations

activities, various works have been done to enthaterelations with the media follow ethics.

Accordingly:

If media want information from AATB on various iss) they should first submit their

requests to the Communication Department.

« No official of the AATB or other professionals shduexchange information to the

media.

« Information should not be given to the media withdoeing verified by the

Communication Department.

By clearing the appropriateness of requests fioennedia, the communication affaires

directorate facilitates for media to access thermftion.

As a result of performing these tasks complaintanfrmedia professionals have been

addressed. However, there are still people whoecdram the media with unethical
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guestions. For example, they request immediatenmdton as soon as they submit questions
and request information for individual cases. Lik®y there are media outlets that focus
only on the problems of transportation servicef\dudis Ababa city and report only one-
sided information. To fix these things and to manaige relations with the media in an

ethical manner a joint forum is being prepared.
Senior Communication officer explained that,

‘Relation with the media has traditionally been gmed due to the lack of a documented
code of ethics to guide relationships with the raedo address this, a strategy for leading
the relationship in accordance with the ethical gedure is being developed, the document
that is being produced, clearly outlining the etllicssues so that the relationships can be

professional.’

The officer added, The document of the joint forum mainly includes wikaues Media
should fill full when comes to the organizationraguest information, how they can get
information, and also the issues that the orgatmramust perform to provide information

‘

to the media.
According to the information obtained from the miew with

« Ethio FM 107.1, in terms of carrying out the merh&tions activities in an ethical
manner, when the media go to the organization kdf@sinformation, the staffs of
the Communication Affairs Directorate are willingp provide information.
However, the staff of the communication affairs alément should remain ready as
media outlets may call at any time for informatrequests.

* Bisrat FM 101.1, in terms of carrying out the megikations activities in an ethical
manner, as road transport is a daily issue, thaarfeshjuently go to the AATB for
information requests. The staffs of the CommunacatAffairs Directorate are
cooperative in responding to questions raised byctdmmunity. However, the media
often try to contact the organization by phone. doer, there is some gap in the

organization's to response media calls.
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 Ahadu FM 94.1, in terms of carrying out the mediations activities an ethical
manner, the staffs of the Communication Affairsddtorate are positive to respond
to inquiries from the media. But the media needisrimation immediately because it
needs to deliver the information to the public esrsas possible. Therefore, they
should facilitate information for the media as s@mpossible about road transport
services in Addis Ababa City.

* Addis Media Network, in terms of carrying out theedia relations activities an
ethical manner, Staffs in the Communication Affddsectorate are volunteers in
providing information to the media. However, thes@ certain gap in organising and
holding sufficient information, so they should ongee sufficient information on
Addis Ababa transport issues and provide the in&ion to the media. Likewise,
they should provide information immediately to dqumss from the media about
transport service delivery.

* Sheger 102.1, in terms of carrying out media rehetiactivities in an ethical manner,
Staff within the Communication Affairs Departmerg good at responding to
inquiries from media outlets. However, other ofiisi in the institution represented
by the Department of Communication have a gap twige information to the
media on the delivery of road transport service&ddis Ababa city.

In this research we understood that the Communpica#iffairs Department of AATB is
preparing a joint forum to lead ethically in itsatoons with the media and to work in a spirit
of cooperation with the media. Even though thereaslocumented code of ethics to guide
media relations activities, various works have bdene to make relations with the media
ethical. They are also cooperative in respondingmedia inquiries. However, media
institutions need information quickly, but there asgap in the Communication Affairs
Directorate of AATB in providing information to theedia quickly because there is a gap in
organizing and holding information about the tratgtion and service delivery of Addis
Ababa city.

4.6. Method of Evaluation
E. Gruning& Larissa. Gruning {2008} stated in exeate theory every communication activity

should be planned carefully. These activities &hdae managed carefully using formative

research, that they have specific and measurabéds gbat can be evaluated formally or
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informally. This gives proof that these programeetntheir short-term goals while also
improving the organization's long-term relationsivigh its stakeholders. A stakeholder includes

media.

Evaluation, like other aspects of public relatigractice, necessitates careful planning. The
evaluation effort should be planned from the progsabeginning.When evaluation is part of the
broader strategy, each component may be built thighgoal of later evaluating its performance.
{ Lattimore, Baskin, Heiman &Toth , 2012, p163-164}

To make information available to the public, the P\ Communication Affairs Directorate
provides various information regarding to Addis Abecity road transport sector and the work
done to improve service delivery to the media \asaus media relations options. According to
information obtained from the director of the AATBmmunication Affairs Directorate, after
providing such information, the effectiveness ofdmerelations activities is evaluated in the

following ways.

» Identifying the media that took the information, mitoring how they reported it /
positively or negatively /, preparing a report ghanhning future work.

» Evaluation of the individual who gave the inforneatito ensure that the information was
properly transmitted.

* A survey will be conducted by going physically tartsport service areas to evaluate
whether the society or the stakeholders are impiinmg activities based on the

information delivered by the media or not.

* In this regard, directorate’s senior communicabdficer noted that,

‘There is no documented evaluation system to etali@ media relation activities of the
department. However, after informing the public abAATB's activities to enhance road
transport service delivery through the media, festtbwill be gathered from the public
via a variety of means. The feedback informatiothg@d will be organized and
delivered to the relevant department in the orgaii@n so that it can be used as input for
further work. These are feedbacks on the strergtidsweaknesses of the AATB's work to

improve the city's transportation services.’
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Document analysis takes placed on the media mamgtoreports on the delivered press
conference by the office on July 6, 2014 E.C, rtieglia monitoring reports prepared regarding
the press conference statement mainly includedisawes. The first one identifies the media
institutions that attended the press conferencegares media coverage on the issues, and the

second explain the angel of the news reported ldiane

Based on the information obtained through the damiranalysis on July 2014 E.C, evaluation
document, the evaluation survey was made to uradefshow the public received the

information delivered through media regarding tporgation services delivery and other road
transport issues. The evaluation document mairdjudes the place where the opinions of the

public gathered, the issue and the opinion givethbycommunity on the issue.

Broom & Sha {2013} stated that the best practicerapches recommend conducting evaluation
has three stages. Preparation /evaluates the iafmmused to build the program's strategy and
tactics for quality and appropriateness/, Impleratom /As the program progresses, evaluation

monitors the effort and progress/ , effects /houl ke objectives and goals were attained/.

This study found out that, AATB Communication AfiaiDirectorate has not documented an
evaluation system to evaluate the media relatidiniaes of the department. Even though, after
communicating information through the media aboAfTR's activities to improve the delivery

of road transport services and other informatibeytmonitor how the media reported it and will
conduct a survey by physically going to transpenvige areas to collect feedback from the
public. The information gathered from media monitgrand feedback from the public will be

organized and given to the appropriate directashtbe organization to utilize as input for future

work.

Even though by using these mechanism AATB CommtioicaAffairs Directorate evaluates
media relation activities to understand how thermfation transmitted by the media has reached
society, the evaluation does not include basicuataln procedures. This means that the office is
not carrying out evaluation activities in plannifidney do not have an implementation procedure
to carry out the evaluation work, the impact of the®rmation transmitted by the media on

society has not been measured, and they have ejpdned a measurement method.
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4.7. Challenges in media relation

On media relations activities, especially, in teraismaking the information available to the
society as well as to the stakeholders about thésmeeing done by the institution to improve
the delivery of road transport services through imed®ATB Communication Affaires

Directorate Director noted,

‘ The main challenge is that the organization isndomany works to improve the road transport
service in Addis Ababa city, but since many stakigne are involved in this sector, there are
various gaps in the delivery of services every deythese gaps are raised by society, based on
these the media raises many questions to the argaon. As there are many stakeholders
involved in the sector, the institution cannot @3 to all the questions raised by the media
regarding the problem of transport services, beeatisere are questions that need to be
answered by other stakeholders of the sector. Risrrieason, the problems in service delivery
are reported more in the media instead of the wiwke by the organization to improve service

delivery.’

The Director added, furthermore, there is a situmtin which some employees of the
organization at various levels of responsibilityoygde information to the media without
consulting the communication department. As a agmsece, they provide information to the

media that should not be disclosed. This problebeisg addressed.

According to Senior Communication expert, one efthallenges of media relations activities is
that media professionals do not understand the@seell. Even though the organization carries
out many activities to improve the delivery of rdaahsport services in the city, there are many
stakeholders involved in the sector, so problensedrom time to time. Due to the fact that the
media professionals do not understand the roadpgahsector and the relationship between the
stakeholders in the sector, they consider AATBédte only one responsible for the problems
that arise in the service and make media repdftiisnway. As a result, the public is unaware of

the organization's efforts to enhance service peidoce.

In addition, the lack of enough professionals ia tommunication department has made the

media relations activities of the organization wotk properly as it needs to.
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Related with challenges of media relation Jourh&isn:

e Bisrat FM 101. stated thatThe problem with the media relations activitieghathe
organization is that it is sometimes difficult ®ach the experts in the communication
department by phone.’

* Ahadu FM 94.1 stated thdNpt assigning the appropriate person to the quesifrom
the media is a challenge that is mentioned in refes with the organization. Likewise,
the inability to send information to the media idvance on existing problems and the
work being done is another challenge of media retet’

* Addis Media Network stated thatThe challenges in the media relations activitrggh
the organization are not being able to reach theegts in the communication
department immediately by phone and the diffiauitiinding the person who may have
the information.’

» Sheger 102.1 stated tHafThere is a situation in which the organizatiomooses media
to deliver information, which is mentioned as a lidrege in the media relations
activities with the organization. In this way, theis a situation in choosing the state
media. This is a problem not only in this organimatbut also in other government
organizations. As a result, there is a situatiomm@rginalization of private media with
the idea that they are focusing on the problemaA®nsequence, there is a challenge
not responding quickly to response for requestfprivate media.’

From the interviews this study found out the chadles of media relation in terms of
communicating public about AATB’s activities frorhet organization side as well as from the

media side.
From the AATB side:-

Challenges arise from the media as well as fronotiganization in terms of communicating the
activities of the AATB to improve the delivery ofdélis Ababa transport services to the public as

well as to the stakeholders.

* Many stakeholders are involved in the Addis Abalwadr transport sector. All
stakeholders at every level are responsible focthieent problem of service delivery. In

order to improvement of the service, the coordihaterk between these stakeholders is

70| Page



very important. However, there is a lack of undmrding by the media about the
Coordinating works of stakeholders in the sect@.aAresult, there are situations where
media reports blame only the AATB for the problemsservice delivery and do not
mention the responsibility of other stakeholdenstfe problems that have arisen. This
situation has prevented the public from having gmoaformation about the activities of
AATB to improve service delivery.

» Even though it is being addressed when this inftonas collected, there is a situation
in which employees at various levels of respongbibf the organization offer
information to the media on their own without cotisg the communication department.
As a result, they provide information to the meithiat should not be disclosed.

 Due to the lack of enough media relations expemtsthe Communication Affairs
Directorate , the activities carried out by AATB itaprove service delivery have not
been communicated to the media in advance throaghus media relations options.

From Media side:-

* Challenging to contact the experts in the commditicadepartment over the phone
at times.

 Difficulty in finding the individual who have thenformation or failing to assign the
right person to questions from the media.

* Due to lack of information inability to provide mfmation to the public in advance

about existing problems and ongoing works
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Chapter Five

Conclusion and Recommendation

Introduction

An effort was made in previous sections to evaluaie Addis Ababa Transport Bureau's
(AATB) media relations practice in terms communitgtthe public about the organization's
activities. The research questions are answerkectiog data from the in-depth interview and

document analysis.

This Chapter covers a brief summary of the resetpit's conclusions and recommendations.
As a result, the conclusion will be discussed fifstiowed by a recommendation that could

assist in reducing the shortcomings identified e/kiéeping strengths.

5.1. Conclusion

The objective of this research is to assess thetipea of media relations within the
Communication Affairs Directorate of AATB in terna$ communicating public through media
about the ongoing efforts of the organizationnprove the transport service of the cithe

study concluded the data presented on the percioayster as follows.

Regarding communication stratedlge study conclude Communication Department of AAES
annual public relations plan to carry out publiatien activities including media relations praet¢ but
it is not strategically prepareddn-going media relations activities are carrietdluincluding into
the department's annual public relations plan. Thublic relations plan is not prepared in
strategic way by including the basic componentstidtegic public relation planning, which are
research, action planning, implementation and et@n stages. The Media relations activities

plan also prepared based on the previous yeafsrp@nce, not based on the study.

The study concluded thaAATB employs press conferences, news releasesinéeryiew media
relations tools. The Bureau holds a press conferemcvarious topics and sends an invitation

letter to the media. The media will also attend aotler the news conference. The Bureau
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prepares news releases on a variety of topiceddstf sending press releases to the media, they
released them on their social media platforms, @alhe their Facebook page. Among these
media relations alternatives, the interview is dhe that the Bureau most frequently employs to
provide information to the media. This is because media frequently approaches the Bureau
with inquiries about the sector. Similarly, baseadtbe content released by the Bureau on its
social media platforms, particularly its Faceboaky@, the media requests an interview for more
information. Most of the interviews are taken plhe@sed on request from the media. Apart from

these media relation tools, the AATB has limitegenence in using other media relation tools.

According to the findings of the study, the studnduded that, AATB is working variety of
activities to address problems related to the degjfivof road transportation services in Addis
Ababa city. A close relationship with the media li@wveloped in order to inform the public
about these activities and raise awareness amangfysand other stakeholders to engage them
in problem-solving efforts. But the communicatidfaas department not regularly notifying the
media in advance as it should be about the aet$vitarried out by the AATB to improve service
delivery. They provide information to the media\@rious subjects based on requests from the
media. Meanwhile, there is a time when the orgdiozanforms the media about various topics

in advance.

Despite of this, information is released via thgamization's social media platforms. The media
obtains information from social media, and whenytleentact the organization with various
guestions about transportation service delivery iaidey find out AATB is making efforts to
improve the transportation services sector, theydygpece news coverage that reports on the

organization's efforts.

AATB Communication Affaires Directorate media rébat practice primarily focuses on getting
media coverage for the issue of public transpamatariffs problem. Because society pays more
than the tariff for public transportation servic#ss is a problem for transport service delivery;
therefore, the organization would like the mediagiiee focus on this issue to raise awareness
among the public and other stakeholders about miygortance of protecting the rights of
transport service users in this regard. Mediamegdions also produce news coverage focusing

on this and other problems addressed by society.
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Regarding the evaluation method the research, adadhat,The AATB Communication Affairs
Directorate has not documented an evaluation metih@valuate the media relations activities
of the Directorate. Even though, they monitor htwe media reported it and conduct surveys to

collect feedback from the public.

Finally, the study founded th&ATB is facing challenges in communicating its sities to the
public and stakeholders. There is a lack of undaihg by the media about the Coordinating
works of stakeholders in the sector, leading to imeeports blaming only the AATB for the
problems. Similarly, media institutions face chafles to find Communication Affairs
Directorate staff over the phone and finding tlghtiindividual who has the information. These
challenges unable the media to provide enough nmdiion to the public about Addis Ababa's

transport service sector.

5.2. Recommendation

» Media relation is the major public relations adtiviGood media relations can contribute
to longer-term strategic objectives. Such as chrantiie attitudes of target audiences and
improving relationships with the public. Therefotlee plan of media relations should be
strategic. AATB should ensure that the institugmiblic relations plan is systematic and
purposeful to inform the public about the actistiedoes and to improve its relationship
with the public. As media relations is one of thajon public relations activities it needs
to be planned strategically by following the mdjmur steps of the public relation process
namely research, planning, communication and etialua

* Media relations is concerned with relationshipshwibedia. In a country where the
majority of people get their news from newspapeadio and television, media relations
can be the most effective approach to getting pitplfor a product or service. Therefore
the practitioner must identify and meet the targetiia most appropriately. Therefore to
communicate with the media about the activitiesriedr out by AATB related to
transport service delivery, the communication affadirectorate should use other
appropriate media relation tools in addition toveereleases, press conferences and

interviews by following the standards of each medlation tool
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* Media not only provides people with accurate infation about current events. Media
can set the agenda that shape public opinion byhasiging the issue on the news.
AATB's media relations practice primarily focusesraising the awareness of the public
about tariffs and other transport service deliyangblems, so media reports mostly focus
on these issues. However, besides this, the omg#mz should seek to get media
coverage for its efforts to address problems wiithdi& Ababa's road transportation
sector. This can shape public opinion positivelywdas AATB's efforts to solve the
service transportation problem.

* Media is one of the most common types of stakemslde the organization. It is
appropriate to develop and preserve relationshypsuding a two-way symmetrical
relationship technique and supplying them with neershy information. AATB
Communication Affaires Directorate should estabhsb-way regular engagement with
the media to give information to the public as wadl stakeholders about the activities
carried out by AATB to solve the transportation lgemn. Journalists often work under
strict deadlines. The communication affairs direat® frequently should be the first to
alert the media about new issues with sufficiefdrimation. Journalists also cooperate
with practitioners who provide them services in thigape they desire within the
timeframes they set.

 Media and public relations are strongly linked. &stablish ethical media relations
AATB communication affairs directorate should adetitical guidelines for honesty and
accuracy interaction with the media, to build trus a relationship and for effective
long-term engagement with the media.

» Like other aspects of public relations practicealeation necessitates careful planning.
The AATB Communication Affairs Directorate shoultepare an evaluation plan along
with the plan for other public relations activitigscluding media relations activities to
measure the performance later.

» Lack of understanding leads the media to bias andlanced media reports. Therefore,
AATB communication affairs directorate should ceeatvareness for the media about the
coordination work between AATB, stakeholders andiety concerning Addis Ababa

transport service delivery.
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* The communication affairs directorate should creatareness for employees at various
levels of responsibility in the organization abdbe media relation practice and its
benefit to achieve the goal of the organization.

« In order to communicate to the public about thevdigs that the AATB is doing to
improve the city's transport service delivery anbeo issues through effective media
relations practice, Communication Affairs Directeraneeds to have a media relations
expert who only performs these activities.

76 |Page



Reference

Addis Ababa Transport Bureau {2020}. Transportat®tnategic Plan, p 8,18 & 58

Alison Theaker {2001} Public Relation Handbook (Meractice). P121- 122,

Alison Theaker {2004} The Public Relation Handbd&®R Edition. p 4,7,11,82, 147,149, 153

Bertrand Tchanche{2019}.African Journal of Envircamtal Science and Technology,
University AliouneDiop Bombe, p297-302

BhavnaSood {2018} Role of Media In Building thet®eSociety. International Journal of
Researchin social science. P 657, 661- 662

C.R.Kothari{2004}. Research Methodology, MethodEethniques, p58, 59

Catherine Dawson{2002}. Practical Research Methqd$5

Creswell J, {2014}.Research Design, p 33, 43&234

Dan Lattimore, Otis Baskin, Suzette T. Heiman &&beth L.Toth {2012}, Fourth Edition,
P 60,162- 163, 180-181, 185, 337-339

Dennis |. Wilcox & Bryan H. Reber {2014} Public Bbn writer and Media Relation Techniques.
Seventh Edition. P 58, 116,165

Dennis |. Wilcox & Bryan H. Reber {2016} Public B&#bn writer and Media Relation Techniques.
Eighths Edition. P 24, 39,58, 60-62 71-72, 1049,1165

Dennis L. Wilcox &Glen T. Cameron, Bryan H.Reba@}2} Public Relation Strategies and Tactic.
Eleventh edition. p 412-413

Dietram A, Schefle& David Tewksbury{ 2007}. FramiAgenda Setting and Priming,
The Evaluation of Three Media Effect Model, P 11

Dustin W. Supa {2008} Maximizing Media Relatiorotigh a Better Understanding of the Public
Relation - Journalist Relationship. P2,8, 87

D.B.K Ravi {2012} Media and social Responsibilith€ritical Perspective with Special Reference
to Television, P 307

77| Page



» Elspeth Tilley{2014}.Media Relation, p 145

* Frehaileab A. Gidebo{2019}. Reliability Assessnrithe Transport System, Addis Ababa
case study, p34

* Glen M. Broom &Bey Ling Sha {2013} Cutlip and Ceist&ffective Public Relation. Eleventh
Edition. P 537, 741-766

* Glenn Bowen{2009}. Document Analysis as a QualitaResearch Method, p 27

« Jana Johnston {2013} Media Relation issues andatias, 2nd edition. P 13-14, 21, 75-97,
122,169,170,

e Jams E. Gruning and Larissa A.Gruning {2008} Exekeitheory in Public relation Past, Present
and Future, P 338-340, 335,334,338

» Kathleen Reid{2019}.Media Relation, SwitchboardRuRelation Limited, p8

» Krishnamurthy Sriramesn&DejanVercic {2009} The GibBublic Relation Hand Book Theory,
Research and Practice. Expanded and Revised EdRi&8-69

* LlkerEtikan{2016}.Comparsion of Convenience Sangpéind Purposive Sampling, p 2-3

* Louis Colten, Lawrence Manlion&Kelth Morrison {200Research Method in Education, p 194

e Maxwell MC Combs { 2011} The Agenda Seting RoteeMmass media in the shaping
of public opinion, P 2,9

* Mc Combs Maxwell &ValenzelaSebastian{ 2007}. Thenrdlg Setting Theory , p 47

* Michael Bland, Alison Theaker& David W.Wragg{20@}ective Media Relation How to Get
Results. 8 Edition. P 1, 84

*  Mohammed Nasir{ 2013}. Role of Media In developeciedy, p 407

«  M.M. Withers { 2019} Communication in the Trangption Sector, P2

* NeelamPawer {2020}. Type of Research and Type sédReh Design, p 48

* Nell Murray & David Beglar{2009}. Inside Track, Wrng Dissertations& Theses, p171-172

* Nigel Mathers, Nick J Fax, AmandHunn {2000}. Usinterviews in Research Project, P 1

* NjahBassey Etta {2007}. The need for effective ensglation management in companies,
international journal of humanities & social; indig& transformations  vol 2, issue 2017,

» Patricia J. Parsons {2008} Ethics in Public RelaticA Guide to Best Practice. Second edition.
P 89-94

e Paul U.Obagluu & Kabiru M.Idris { 2019} Social Respsibility Theory of the press

78| Page



a critiques of its application and constraints2P

* Ralph Tench& Liz Yeomans {2006} Exploring Publi¢aens. P 79,196, 236,244,299,
304, 312,315, 316,

* RanjtKkumar{2001}. Research Methdology, a Step bp Suide For Beginners, p 48

* Robert L. Heath {2001} Handbook of Public Relatior215-216

* Robert S. Fortner & P. Mark Fackler {2014} The HaBdok of Media and Mass Communication
Theory. Volume Six. P 255

* Ronald D. Smith {2003} Becoming A Public Relatiaitax, writing process workbook for the
profession. 2nd edition. P 122-123, 175, 210, 362;381-382, 391

* Ronald D. Smith {2013} Strategic Planning for PaliRelation. Fourth Edition. P 142, 331,
332, 350

» Salvin Paul &Maheema Rai {2021} The Role of the isled 1-2

* Samir Rahi{2017}. Research design and Methods;sferyatic Review of Research Paradigms,
Sampling Issues and Instruments Development, p 2,3

* Temesgen Aklilu {2016}. The Role of The Transpect@® In Ethiopia’s Economic Development,
p 17&29

* The Federal Democratic Republic of Ethiopia Minystf Transport {2011}. Transport Policy of
Addis Ababa, p 2

* University of Twenty{2003/2004}. P104

* Uwe Flick {2014}.The Sage Handbook of QualitativegdAnalysis, p, 304-306

* Yen R.K {2005} Case Study Research Design and Metho

79| Page



ANNEXES

Annex 1

Interview guestions for the Communication Directorde Affaires of AATB

This study is being conducted to assess the medions practices of AATB in terms of
communicating with the public about the organizao activities to solve the current
transportation problem in the city. Therefore, tmsdepth interview is prepared to get the
feedback of public relations practitioners from tteenmunication directorate of AATB in this

regard.

What is your position in the directorate?
What is your educational background and area ay$tu

How long have you been in this field of work?

A w0 DN PE

Is there a media relations strategic plan in yapadtment? What are the key aims or

objectives of your strategic plan, if you have?

o

If you have a media relations strategic plan, do gonduct research before preparing the
plan? What research outputs do you consider békgening planning?
Who are your organization's target media and tagédience interact through media?

Who usually initiates contact between your orgaioreand the media?
On average, how many times do you have interaetiinthe media in a month?

© N O

What kind of organizational issues do your mediati@ns practices prioritize?

10. What media relations tools have you used to comoat@iwith the media alongside your
messages? Why?

11.How do you provide quality information to the mediatlets by using the media relations
tools properly and correctly?

12.Based on your experience in the AATB CommunicaAdfairs Directorate do you think

media give more media coverage on city's transpont@roblems rather than the
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organization’s ongoing activities to address thespnt transportation problem of the
city? Or vice verses?

13.How would you describe your relationships with thedia, particularly in terms of
communicating the organization's activities tophélic through media?

14.How do you guide your relationship professionatig @thically with the media? Do you
have procedure guidelines and ethical considemfionyour media relations practice?

15.How do you evaluate the effectiveness of your meglations overall practice,
particularly in terms of communicating the orgati@a's activities to the public?

16.What benefits does your organization get from yuoedia relations practice?

17.What are the challenging aspects of your medidioala practice? Especially in terms of

communicating to the public about the activitiesha organization?
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Annex 2
Interview guestions for the Journalist

This study is being conducted to assess the metiians practices of AARTB ( Addis Ababa
road transport bureau) in terms of communicatinth whe public about the organization’s
activities to solve the current transportation peab in the city. Therefore, this in-depth
interview is prepared to include the perspectivéhef journalist about the organization's media
relations practice in this regard.

What is your position in the media?

What is your educational background and area ayS$tu
How long have you been in this field of work?

On what issues your media give more coverage?

Who are your media target audiences?

o gk w e

Do you have working relationship with AATB? How nyatimes have you contact them

in the last six months?

~

Who usually initiates contact between your medidh AATB?

8. By what media relation tools AATB usually used tmrenunicate your media?

9. Does AATB provide quality information to your medig using the media relation tools
properly and correctly?

10. Explain the responsiveness of the public relatificers of AATB to your media
requests?

11.What kind of information and content that the AATBed to be cover by your media?

12.Based on your experience working with AATB, do yowedia give more media coverage
on the city's transportation problem rather thandiganization ongoing activities to solve
the present transportation problem of the city¥iCe verses?

13.What is your opinion on your media and AATB relasbips? Especially in terms of
communicating to the public through media aboutattévities of the organization?

14.What are the challenging factors on your media&A@B relationships?

15.How do you evaluate the ethics of AATB officerddi@aling with your media?
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