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1. Introduction
The Irish Government assumed the rotating Presidency of the Council of the European Union for the sixth time on 1st January 2004, after a turbulent Italian Presidency. European leaders failed to reach political agreement on a Treaty Establishing a Constitution for Europe at the European Council meeting in Rome in December 2003 and morale amongst the political elite was low. The Irish Government faced the prospect of having to preside over the largest expansion in the history of the European Union on 1st May 2004, at a time when many commentators were questioning the future ability of the EU to function properly and some were even questioning its future existence. In addition, Ireland was to host an EU-US Summit in June 2004 as the war on terror raged on in the Middle East. This study aims to investigate and critically analyse the effectiveness of the public relations strategy of the sixth Irish Presidency of the Council of the European Union and to make a contribution to the current body of literature to the field of European political public relations and communications.  
2. Summary of Literature Review
2.1
Summary of Public Relations and Political Communication Texts

In a chapter entitled, ‘Excellence in Public Relations’, Larissa A. Grunig provides a useful definition of effectiveness which was formulated by the Excellence Study team and which is of central importance to this study. After combining several major schools of thought taken from business management and organisational sociology, Grunig writes that an effective organisation is, 

…one that balances its own goals with the expectations of its strategic constituencies. Public relations contributes by helping to resolve these often- conflicting expectations. It does so through the development and maintenance of high-quality, long-term relationships with the publics most in a position to support or interfere with the organisation. 

(in Caywood, 1997: 288)

The public relations function of the Irish Presidency will be tested against this definition to investigate if a balance was achieved with its strategic constituents – namely the media, the public and other European Institutions. This study will also explore the nature of the relationships which existed between Presidency public relations personnel and members of the media with the intention of establishing whether these relationships were mutually beneficial and if they had consequences on the overall effectiveness of the Presidency public relations function. 

Political Marketing and Communication (1998), by Philippe J. Maarek introduces both disciplines in a historical context, frequently referring to the European political environment. Maarek emphasises the fact that political marketing and communication are strategic rather than merely tactical disciplines and thus must be subject to a planning process. Particularly of note is Maarek’s 'field analysis of target publics.' (Maarek, 1998: 31) The resulting data enables precise and attainable campaign objectives to be identified before the campaign is initiated. This text is also of benefit with regard to Maarek's theory of segmentation.  Consisting of two standard criteria for segmentation, sociological indicators and political affinities, it maintains that the process of segmenting the population into target publics is an essential aspect of the planning stage. 
Brian McNair in An Introduction to Political Communication (2003) defines political communication simply as 'purposeful communication about politics.' (McNair, 2003: 4) McNair distinguishes between three main components of political communication: political marketing, political advertising, and political public relations, and outlines three criteria necessary for a communication to be considered political. Firstly, communication must be undertaken by politicians or other political actors with the intention of achieving specific objectives. Secondly, political communications can also be addressed to political actors by those not primarily engaged in politics such as the media or voters. Thirdly, political communications can also include communication about political actors although they may not be addressed specifically to them. 
Political communication analysis from a systems framework is the approach taken Michael Gurevitch and Jay G. Blumler. In their paper, 'Linkages between the Mass Media and Politics: a model for the analysis of political communications systems,' (in Curran et al, 1987) the authors maintain that entry point analysis of the constituent parts of a political communication system results in a broader research spectrum encompassing political spokespersons, media personnel and audiences. The level of 'complementarity' between these various roles is an important factor in determining the effectiveness of the actual political communication system. 

New Directions in Political Communication is one of the few volumes which attempt to widen the field of political communication research beyond what is termed the 'voter persuasion paradigm' (Swanson and Nimmo, 1990:7). David Morley contributes an interesting chapter on the role and nature of audiences and audience members' different uses and gratifications for political messages gained from local, national and international media. Morley finds that the majority of consumers of media products display a strong preference for local rather than national or international news. 
Progressing knowledge in the field of international public relations is the aim of Robert I. Wakefield’s contribution to Perspectives on Public Relations Research (2002). He argues that the key to successful international public relations is the precise determination of generic and specific variables. This comprehensive Delphi study (spanning five continents) finds that an excellent international campaign has a precise delineation of global and local components and is also characterised by good coordination between headquarters and regional offices. 

2.2
Summary of European Studies Texts

Given the requirements of communicating on a transnational scale to the entire population of the European Union and beyond, the choice of information and communication technologies (ICT) was of paramount importance in the planning stage of the Irish Presidency. Stephen Coleman and Bridie Nathanson address issues arising from the use of ICT by the European Institutions in their chapter entitled 'E-Coverage of Europe' in Europe, Parliament and the Media. (Bond, 2003: 115-132) The authors conclude that so called e-democracy is not the sole solution to the democratic deficit but that it can address some aspects of this problem. A strategy for e-governance in Europe is produced incorporating key components (information, communication, participation, representation, accountability, and evaluation) for a successful ICT strategy. 

Elsewhere in this volume, Norbert Schwaiger examines the relationship between the Council, the media and the public at large. Schwaiger, who for many years had responsibility for the press office and media relations functions of the General Secretariat of the Council of Ministers in Brussels, traces the secretive history of the European Council and its lack of a coherent information and communication policy. Due to complications arising from the overlap between national and European politics, political leaders who naturally are accountable to their national parliaments are often faced with the dilemma of an obligation to brief journalists whilst simultaneously maintaining the confidentiality of the Council. According to Schwaiger, this each-to-his-own approach has consistently resulted in issues and crises arising from communications and does little to increase public knowledge of the European institutions and the system of governance. 

Understanding the European Union by Sir William Nicoll and Trevor C. Salmon (2001) is an informative volume. Nicoll, an Honorary Director General of the Council of the European Union, provides expertise in relation to the inner workings of the European institutions, while Salmon is a respected International Relations lecturer and Jean Monnet Professor at the University of Aberdeen. This exhaustive study is particularly of interest for its detailed analysis of the attitudes of the Member States towards the issues central to the intergovernmental negotiations on a draft Constitutional Treaty such as institutional reform, enlargement and European integration. 
Having searched extensively, the author has found that there is a considerable lack of texts pertaining to international political public relations. As a result, it is hoped that this study will be of use to persons with an interest in the field. However, the broader principles of best practice as outlined in the literature will be applied to the reality of the Presidency public relations function in a comparative and contrastive fashion. 

3.
Summary of Research Methodology

This ethnographical study adopts a two-phase research design in order to critically analyse the effectiveness of the public relations function of the sixth Irish Presidency of the European Council. Creswell (1994: 177) states that, ‘it is advantageous to a researcher to combine methods to better understand a concept being tested or explored.’ By adopting a ‘two-phase design’ where ‘the researcher proposes to conduct a qualitative phase of the study and a separate quantitative phase of the study’, the researcher is able ‘to present thoroughly the paradigms behind each phase.’ (Ibid)  A qualitative in-depth interview phase was undertaken with the objective of gaining primary research from the key actor within the Irish Presidency public relations function, from key actors in the other European institutions with the responsibility for communicating European issues, and from a prominent member of the media. Empirical evidence gained by the author during his employment as a Press Assistant in the Irish Presidency Press Office at the Department of the Taoiseach (Irish Prime Minister), together with the literature already reviewed, formed a basis from which interview questions were developed. The interviews were based on a semi-structured format incorporating open-ended questions and care was taken to exclude leading questions which could unduly influence an interviewee’s response. The second research phase involved the creation of an on-line HTML survey which was emailed to 60 European-based journalists (print, radio, television and on-line) with responsibility for covering European affairs. The purpose of this phase was to gain quantifiable, statistical data which could be used to validate the findings of the first research phase. Internet-mediated research was selected as an appropriate method of gathering primary data because, as Hewson states, ‘access to participants is possible with increased cost- and time-efficiency.’ (Hewson et al, 2003:140) Additionally, this method provided a means of assessing the views of respondents on a cross-cultural, international basis. The online survey consisted of nine main questions, most of which contained a number of related sub-questions designed, in line with best practice as outlined by Barrie Gunter. (in Bruhn Jensen, 2002: 214)  Primary research to assess the effectiveness of www.eu2004.ie was undertaken in the form of an on-line survey HTML survey. This on-line survey was designed to gauge the attitudes and opinions of 60 European-based members of the media. In total 25 journalists completed the survey resulting in a response rate of 41.66 per cent. The information was deemed suitable for inclusion as the required response rate of 30 per cent was reached and surpassed.

4.
Summary of Findings and Analysis

4.1 Goal of the Presidency Public Relations Function

According to Mr. Joe Lennon, Director of the Irish Presidency press office, the overall goal of the public relations function of the Presidency was: 

to help create a positive image of Ireland and the Irish Government through the efficient and effective communication and management of information about the work of the Presidency through the media to the public.

(Lennon, Presentation to PRII, June 2005)

The key element in this goal is that effective public relations would be used to communicate the ‘work’ of the Presidency. 
4.1.1 Analysis of the Presidency Public Relations Goal

In Images of Nations and International Public Relations, Michael Kunczik states that ‘the main objective of international PR is to establish (or to maintain an already existing) positive image of one’s own nation, that is, to appear trustworthy to other actors in the world system.’ (Kunczik, 1997: 74) This articulation is strikingly similar to the goal of the Presidency public relations function in that the creation of a positive image of Ireland and of the key political actors within the Irish Government was of primary importance. It stands to reason that a lack of trust at political level can result in reduced progress in the policy areas. As Kunczik explains, ‘in the field of international policy, trust is an important factor in mobilising resources, for example, in receiving political and/or material support from other nations.’ (Kunczik, 1997: 74) The planned and clearly defined strategic goal of the Irish Presidency recognises the role of targeted communications in what Brian McNair terms today’s imperfect reality of ‘media assisted democratic participation.’ (in L’Etang and Pieczka, 1996: 53)  The necessity for managed communications in the modern political environment is not lost on Lennon or on McNair. In his presentation to the Public Relations Institute of Ireland’s annual general meeting, Lennon stated that he was ‘managing a reputation’. (Lennon, Presentation to PRII, June 2005) McNair views this function as ‘a necessary dimension of the modern political process, which overall has become more democratic in the course of the twentieth century.’ (in L’Etang and Pieczka, 1996: 53) 

4.2 The Public Awareness Campaign

Grayling Public Relations and Red Dog design were contracted to work together to plan and manage a public awareness campaign which would begin in the summer of 2003 and run for the six months preceding the start of the Irish Presidency. A design brief was drawn up and a short list of three logos was selected. A competition was then held on the website www.scoilnet.ie in which all primary and post-primary students in Ireland were invited to vote for their preferred option. The result of the vote was that 75% chose the harp with exploding stars design. Red Dog was then tasked with branding the Presidency logo onto promotional items such as bags, key-rings, pens, umbrellas and other items which would be given to delegates and journalists at the meetings in Ireland and elsewhere. Joe Lennon points out that, ‘one of the keys things they did was to organise the Dublin buses. They got Dublin Bus to agree to allow six buses to be branded with the Presidency logo. That was very effective from the point of view of commuters in Dublin and the buses were used to great effect during the Presidency. It was a high visibility bonus for us.’ (Lennon Interview, 8th July 2005)
Grayling PR was responsible for organising the launch of the Presidency logo at a photo-call in St. Stephen’s Green on 27th July, 2003 and for placing stories in the local and regional newspapers in the areas where informal ministerial council meetings would take place. This strategy proved to be effective as significant coverage was achieved in the national and regional press.
 Grayling Public Relations was also responsible for organising and managing a nationwide poster campaign utilising Red Dog designs. 

4.2.1 Perceptions of the Presidency Public Awareness Campaign  

The informants were asked to respond to the question, ‘Do you feel that a sufficient level of public awareness was achieved prior to the commencement of the Irish Presidency?’ 

Dr. James O’ Brien, Head of the European Parliament Representation in Ireland stated, 

I thought it was pretty impressive. I can’t imagine that the many people that take any interest in public affairs, and that the 40% or so of Irish adults that are newspaper readers, wouldn’t have been aware that Ireland was about to host the Presidency. It had a good profile. 

(O’Brien interview, 9th August, 2005)

Harry O’Connor, Head of Information at the European Commission Representation in Ireland stated,

For the general public there probably wasn’t a lot in it, mainly because the general public is not that interested in Presidencies, I would imagine. It did make its way into the papers so the public did become aware of it anyhow. So yes, I think that an adequate degree of awareness was raised in advance of the Presidency. 

(O’Connor interview, 9th August, 2005)

The journalist added,

From what I can remember, the Presidency popped up a number of times in advance of the start. I covered the launch of the Presidency logo towards the end of the summer. Although I did a small piece on it, there wasn’t much ‘hard news’ to report but if I remember rightly, there were a few photos in the papers the following morning. Whether or not the public took any notice of it, I don’t know, but there seemed to be media interest anyway because a number of my colleagues were there.


(Journalist interview, 11th August, 2005)

4.3 Analysis of the effectiveness of the Public Awareness Campaign

Corresponding to what Philippe J. Maarek has termed a ‘progressive escalation’ campaign, it was envisaged that the launch of the Presidency logo, the nationwide poster campaign, and the placing of articles in local media, would result in increased levels of public awareness of the Presidency month-on-month to the end of the year. (Maarek, 1998: 52) 

Though a detailed post-hoc quantitative or qualitative evaluation of the effectiveness of the Presidency public awareness campaign was not carried out by the government or by the public relations company, two Eurobarometer surveys (EB59 and EB60) were conducted in Ireland in 2003. Fieldwork for the EB59 survey in Ireland was carried out between 22nd March and 18th April, 2003. The results show that public awareness of the Council of Ministers was at 67 per cent at this point in time. The fieldwork for EB60 took place between 8th October and 8th November, 2003 and the results of this survey show that awareness rose to 69 per cent during the period. Furthermore, between March 2003 and February 2004 public salience of the Council of Ministers increased exponentially from 67% to 72% respectively. As Ireland was about to host the Presidency of the European Council in 2004 one might expect (as the journalist pointed out) that there would be an increase in media attention in the run-up to January 2004. However, given the requirement for news to be topical and timely, this increase would only be noticeable in November and December of 2003. Therefore it is possible to state that there was a rise of two percentage points in the number of people in Ireland that professed to having an awareness of the Council of Ministers before there was any noticeable increase in the amount of media attention in November and December of 2003.
4.4 Media Relations

In the summer of 2003, consultations between the Department of the Taoiseach and the Department of Foreign Affairs were held to plan for the media relations function of the upcoming Presidency. As a result of these consultations, it was decided that, because of the nature of the agenda and the level of communications that would be involved, a dedicated Presidency press office would be required to effectively communicate the work of the Presidency. As part of the overall press operation a press office would also be set up at the Irish Permanent Representation in Brussels at which two Presidency press officers would be based for the duration of the Presidency. These officers would have responsibility for engaging with the 900 or so Brussels based correspondents and would be in constant contact with the Presidency press office in Dublin. The Taoiseach appointed Mr. Joe Lennon to the position of Director of the Irish Presidency Press Office after the Italian European Council Summit in December, 2003. In order to prepare for the creation of an efficient and effective media relations service, meetings of the press officer group were held in December in advance of the start of the Presidency. When formulating a media relations strategy the group discussed the issue of the type of language which would be used in written communications with the media. The language used by the various European Institutions is sometimes criticised for being overly technical and this so-called ‘euro-jargon’ can be a barrier to effective communication. When asked about this strategy in relation to framing messages, Joe Lennon explained that it was a major priority that releases would be kept clear and simple so that the message would not be lost.

We wanted to make it as accessible as possible. Anoraks are writing it, but anoraks are not reading it. If you really want people to be interested then try to make it as clear and simple as possible. But we also realised that there is certain language that is tactical and there are certain words and phrases that are prescribed by the European protocol and diplomatic protocol which you can’t change. 

(Lennon interview, 8th July, 2005)

A second key outcome of the press officer group meetings was that pre-publicity materials should be made available to the media at the appropriate time in advance of Presidency meetings and events and that upon conclusion of these meetings and events information should be made readily available to the media in as short a timeframe as possible. The time difference between Ireland and mainland Europe posed a significant threat to the amount and quality of the coverage which could be gained on a daily basis. This was more pointedly the case with regard to the print media, with most deadlines set at 16.00hrs CET. To increase the opportunity for maximum coverage, the press officers were asked to prepare material in advance of the meetings which could be edited quickly and released directly after the events had ended. 

4.4.1 Analysis of Media Relations 

In Perspectives on Public Relations Research (2002), Robert I. Wakefield defines international public relations as ‘the planned and organised effort of a company, institution, or government to establish mutually beneficial relations with publics of other nations.’ (Moss et al, 2002: 179) The Presidency public relations function was both planned and organised and it demonstrated the intention of the Irish Government to create a mutually beneficial political climate in which progress could be made in a number of key policy areas. A successful international public relations campaign is ‘one that has certain coordination between headquarters and various countries where offices and/or publics are located, and that has potential consequences or results in more than one country.’ (Moss et al, 2002: 180) The public relations function of the Irish Presidency satisfies Wakefield’s criteria as coordination between Dublin, Brussels and the six other major European capitals was essential to the success of the strategy. Naturally, the campaign was also designed to impact on publics of other nations through effective media relations both internally within the European Union and externally, as it is the role of the Presidency of the European Council to represent the EU in international fora.  

The respondents were asked to rate the effectiveness of the Presidency website under eight headings; accessibility of information; usefulness of information; quantity of information; quantity of photographs; usefulness of photographs; usefulness of .mp3 sound files; usefulness of SMS news alerts; and usefulness of email news alerts. The results are as follows:

	Analysis of www.eu2004.ie
	No Opinion
	Very Poor
	Poor
	Adequate
	Satisfactory
	Very Satisfactory

	Accessibility of Information
	
	
	
	16
	40
	44

	Usefulness of Information
	
	
	
	28
	44
	28

	Quantity of Information
	
	
	
	44
	16
	40

	Quantity of Photographs
	44
	
	
	24
	32
	

	Usefulness of Photographs
	80
	
	
	16
	4
	

	Usefulness of .mp3 Sound Files
	69
	
	4
	15
	8
	4

	Usefulness of SMS News Alerts
	36
	4
	
	16
	32
	4

	Usefulness of Email News Alerts
	16
	
	
	16
	28
	40


Respondents were also asked how often they visited the Presidency website. The following graph illustrates the regularity of usage.
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The graph shows that a majority of the respondents (56 per cent) used the Presidency website on a daily or more frequent basis. This figure would suggest that a majority of the respondents found the website to be useful as it is unlikely that these journalists would return to the website with this level of frequency if there was little benefit to them in doing so. This majority also seems to support Lennon’s assertion that a certain level of confidence in using the website was achieved among the members of the media during the Presidency. Given the temporary nature of the rotating Presidency, these figures are impressive and partially support a finding that the website was effective. 
4.6.8
Personal Communications with the Media


The final element to the Irish Presidency media relations strategy, and one of central importance, was personal communications between the Presidency Press Officers and members of the media. The importance of effective interpersonal communications is reflected in the results of the on-line survey which shows that the method of contact most frequently used by members of the media when seeking information from the Presidency press office was by telephone (68 per cent). 

4.6.9 
Analysis of the Effectiveness of Personal Communications with the Media 

When formulating the on-line survey, the author made sure to include opportunities for the respondents to express their views on the effectiveness of the public relations function of the Presidency in their own words. Ten respondents left comments in relation to the quality of the media and information service of the Irish Presidency. Nine of the above qualitative comments are positive in nature and complementary towards the Presidency press service. One of the comments is negative. Therefore as a result of this primary analysis, it can be stated that personal communications with the media were conducted in an efficient and effective manner.
The respondents were also asked two distinct quantitative questions which were included for the purpose of measuring the overall success of the personal communications function. The first question read, ‘Was the requested information delivered to you within the timeframe set by the Presidency press office?’ When the responses to this question were analysed, the author found that 100 per cent of the respondents answered ‘Yes.’ The second question read, ‘Were you satisfied with the information which you received?’ Again 100 per cent of the respondents expressed their satisfaction at the information which was provided by the Presidency press officers. These results indicate that personal communications with the media were conducted in an efficient and effective fashion. The effectiveness of the personal communication function can be analysed further when compared and contrasted with best practise outlined in the literature.

Gurevitch and Blumler state in ‘Linkages between Mass Media and Politics: a model for the analysis of political communications systems,’ that this form of ‘entry point analysis’ results in a broader research spectrum than an exit point analysis of media content could provide. (in Curran et al, 1987: 352) The level of ‘complementarity’ between the media personnel and the Presidency press officers, which has provided evidence of considerable empathy between the groups, suggests that strong relationships were developed and maintained with the intention of being of mutual benefit to each of the groups. 
4.7
Inter-Institutional and Intergovernmental Relations

The third and final pillar of the Presidency public relations function which requires investigation is the area of intergovernmental and inter-institutional communications. The aim of such an investigation is to examine the strategic relationships and the norms and practices which existed between the Presidency public relations staff and those of their counterparts in other governments and in the other European institutions. 

4.7.1
Inter-Institutional Relations

The key informants were asked about the level and nature of inter-institutional communications between the public relations departments of their respective organisations and the public relations departments of the Irish Presidency. The author sought to investigate whether any protocols were in place in relation to the synchronised release of information. From the qualitative data supplied by Dr. James O’ Brien and Mr. Harry O’ Connor, it can be stated that no formal arrangements were in place with respect to the synchronised release of information during the Presidency. While communications between the institutions were necessary on occasion, the respondents did not feel that there would be any significant merit to the implementation of formal arrangements or protocols. Furthermore, both of the informants gave positive reactions in relation to the effectiveness of the inter-institutional communications of the Irish Presidency. The author finds that, as each institution has separate public relations objectives, the current system of inter-institutional communications is effective as it stands. 

4.7.2 Intergovernmental Relations 

In a turbulent environment, where sensitive political negotiations on a Treaty Establishing a Constitution for Europe are taking place, effective intergovernmental relations are essential, particularly in the area of public relations. In the first three months of the Irish Presidency, the Taoiseach welcomed most of the Heads of State or Government of the other member states to Ireland for meetings about the work of the Irish Presidency and on the possibility of re-opening the negotiations on the constitution. Following most of these meetings, a press conference was held in the press centre at Government Buildings and news releases were issued. When asked about the relationship with his counterparts regarding the arrangements for working together to ensure successful communication outcomes, Mr. Joe Lennon described the normal protocol for inward visits.

When they arrived, they were on our turf so, to an extent, we were running the show. You would have interaction. Some of them brought their press people – some of them didn’t actually. But we were providing them with a platform so they were willing to use it. In advance of March, that was the “protocol”.

(Lennon interview, 8th July, 2005)

Post March, during the intergovernmental conference (IGC) period, the Taoiseach travelled to all of the member states for detailed discussions with the other Heads of State or Government to establish their positions in relation to the European constitution. Nowhere was the need for effective intergovernmental communications more apparent than during the ‘Tour of Capitals.’ In a period of 38 days, the Taoiseach travelled to 27 countries to attend these meetings. In most instances a press conference was held after the meeting. (Lennon Presentation to the PRII, June 2005) As Director of the Irish Presidency press office, Joe Lennon accompanied the Taoiseach on his ‘Tour of Capitals’ and had responsibility for liaising with his counterparts in each of the countries. Lennon explains how the balance of power shifted in relation to the public relations function in some of the countries.

In the larger countries they tended to take more control. By that I mean that in established member states, like in Paris, the whole thing was dictated as to how they were going to deal with the press conference from the outset. Whereas, in the smaller member states it was much more relaxed and they were happy to let us take the floor because they were feeding off the fact that we were presenting them with an opportunity for publicity.

(Lennon interview, 8th July, 2005)

As much of the media attention focussed on what the Taoiseach had to say as President of the European Council, the need for comprehensive preparation was vital. The early warning system put in place by the Irish Presidency, involving close co-operation between press attaches in the embassies in seven European Capitals and the press officers in Ireland and Brussels, was tested during this tour and its effectiveness facilitated efficient intergovernmental communications. As a result of this system, Lennon was able to brief his counterparts effectively as he had access to the latest media coverage prior to the start of the press conferences.  This evidence suggests that the utilisation of modern technologies had a significant influence on the success of intergovernmental relations in the area of political communication. It is also true to find that effective intergovernmental communications contributed to the success of the overall public relations goal of the Irish Presidency by providing top management with the information necessary to make informed decisions about where and when the work of the Irish Presidency could be communicated most effectively. 
4.7.3 Analysis of Inter-Institutional and Intergovernmental Relations

On the inter-institutional level both of the informants agreed that there was a higher level of interaction between their offices and the Irish Presidency during this Presidency. Both of the informants stated that their interactions with the Presidency press office and with the Department of Foreign Affairs were dealt with in an efficient manner. Based on this evidence and on the participatory observations of the researcher, inter-institutional relations were effective. In relation to intergovernmental relations at official level in the area of public relations, the evidence shows that the implementation of the early warning system facilitated effective communications during a demanding ‘Tour of Capitals.’ The evidence also suggests that liaisons with those responsible for public relations in these other governments resulted in more informed discussion of the issues at the post-meeting press conferences.  
5.
Summary of Conclusions

Drawing on the analysis of the findings in chapter four, the author makes the following conclusions in relation to the effective use of public relations and political communication before and during the Irish Presidency of the European Council.

The author concludes that goal of the Presidency public relations function was formulated in line with the key components of an effective international public relations campaign as described in the literature. The goal was realistic and took account of the fact that effective public relations could only help to create a positive image of Ireland and the Irish Government by communicating the ‘work’ of the Irish Presidency. The goal also took account of the key publics, namely the media and the 457 million citizens of the European Union.

The author concludes that the first pillar of the Presidency public relations function, the public awareness campaign, was effective. In Ireland, public salience of the Council of Ministers increased by two per cent to 69 per cent during 2003 in advance of the Irish Presidency. Data from the Eurobarometer 62 survey suggests that awareness of the Council of Ministers reached 72 per cent in February 2004. The results of the survey maintain that maximum visibility was reached at around three-quarters of the Irish population and that this level of awareness is unlikely to be surpassed. (EB69, 2004: 11) The conclusion of effectiveness is also based on the evidence offered by the key informants, all of whom agreed that a sufficient level of public awareness was achieved prior to the Presidency. 

The author concludes that the second pillar of the Presidency public relations function, the media relations strategy employed by the Irish Presidency, was effective on a number of levels. Consultations in the form of the press officers group resulted in the partial fulfilment of organisational goals by enabling the organisation to meet and surpass the expectations of its main strategic constituent – the media. The formulation of precise policies with the aim of ensuring the timely dissemination of easily understandable information to the media resulted in greater organisational cohesion and helped to offset any loss in effectiveness as a consequence of the time difference between Ireland and mainland Europe. 

In relation to the Presidency website www.eu2004.ie, this study concludes that systematic evaluation of the effectiveness of other Presidency websites prior to the design stage contributed to the overall success of the Irish Presidency website. The statistical data supplied by the company contracted to design and maintain the website (Labyrinth) has shown that, with over 47 million hits in 6 months, www.eu2004.ie was the most successful Presidency site to date in terms of the amount of hits and visits which it experienced during the six months. That 90 per cent of its users were based overseas, suggests that the website was an effective communications medium which contributed hugely to the overall success of the international media relations strategy. The study concludes that the effectiveness of the Presidency website, as the most important communications medium, was a result of the willingness on the part of top management to pioneer the use of internet based technologies. The results of the on-line survey have shown that a majority of media surveyed used the Presidency website on a daily basis and that 20 per cent used the website twice daily or more. The results also indicate that most members of the media found the information accessible, useful, and comprehensive. This study also concludes that technical problems with the photograph archive resulted in a lack of awareness of its existence and ultimately a loss of effectiveness. The quantitative and qualitative data shows that the innovative use of email, SMS, and .mp3 recordings facilitated the successful implementation of the media relations strategy and contributed to the overall effectiveness of the Presidency public relations function.

The author concludes that excellent personal communications between the Presidency press officers and members of the media also contributed to organisational effectiveness and the partial fulfilment of the Presidency public relations goal. This study has shown that every member of the media that completed the on-line survey was satisfied with the information which they received and that they received the information on time. The qualitative comments supplied by the respondents were complementary of the press officers by a ratio of 9:1. The study shows that a high degree of empathy existed between the media and the press officers which, as the literature maintains, assisted both groups in their professional duties. The author also concludes, with respect to the area of personal communications, that the willingness of the principle actor to engage with the media was a critical determinant of the success of the public relations function. 

The third pillar of the Presidency public relations function, inter-institutional and intergovernmental relations, has also been proven effective. The key informants supplied empirical data to suggest that on account of the agenda a greater amount of inter-institutional communications took place during this Presidency than would normally have been the case.  The informants stated further that these inter-institutional communications were dealt with in an efficient and effective manner. 

Finally, the author concludes that effective intergovernmental communications in the area of public relations contributed in part to the successful achievement of the Presidency public relations goal. The utilisation of comprehensive media monitoring technologies within the Presidency press office and an effective organisational system of reporting reduced response times and enabled more informed debate to take place at the press conferences. The willingness to share information with the public relations personnel of the other governments satisfied the goals of the Irish Presidency press office and the goals of its strategic constituents in other countries in line with best practise as maintained in the literature. 
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