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Summary: As a fundamental technology of 

Public Relaons, the pressconference suggests 

irreplaceable opportunies to the organizaon 

to directly and interacvely provide informaon 

to massmedia.What is the pressconference 

like? Which are the key steps of management 

before, during and aer the end of the 

pressconference?

In this arcle the algorithm of the 

pressconference is analyzed; the dominant ideas 

about  fragmentary examines the organizaonal 

and management steps in the three main stages 

of the preparaon and the implementaon of 

this kind of meeng with media.

The main idea is that pressconference is a special 

form of public communicaon whose main goal 

is to guarantee direct or two-way providing 

of actual informaon from the organizaon 

(person) to media (journalists). The author offers 

his own definion about pressconference and 

four of the most important axioms of its nature 

and manifastaons
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Introductory notes

T
he press-conference meets two very 

important and interrelated needs: on 

one hand, it provides the opportuni 

for the organizaon (state instuon, non-

governmental organizaon, trade company, 

etc.) to meet directly representaves of 

the mass media and to inform them of its 

acvies and events; and on the other hand, 

it provides the media themselves with the 

opportuni (through their representaves) 

to receive informaon and on issues, which 

are of interest to them relang to an event 

or acvi of the respecve organizaon. This 

pe of dialogue is directed towards socie as 

a whole with the mediaon of the means of 

mass communicaon. The successful course of 

a press-conference depends on its organizaon, 

respecvely on the efficiency, if decisions being 

taken at every phase – preliminary, current, 

and follow-up. This study aims at analyzing 

the organizaon and management of public 

relaons. Its specific subject-maer is the press-

conference in the context of its organizaonal 

and managerial realizaon. The purpose is to 

clarify and enhance the exisng noon of this 

phenomenon, offering a more comprehensive 

and novel definion of it.  The key task is 

to formulate the pernent axioms of a press 

conference, and the main subtasks are related 

to the consideraon of the three phases of 

the press-conference and determining the 

main reasons, influencing its differenaon 

and predetermining its different forms. It is 

important that the noons of organizaon and 
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management are precisely defined, since, the 

mechanism of a press-conference are essenally 

organizaonal and managerial in character.

1. The “press-conference” 

phenomenon

U
sually the media policy of PR departments 

and instuons, and announcing news and 

current informaon to newspapers and magazines, 

television and radio in parcular, is implemented 

via employing a range of technological 

communicaon means such as the telephone, fax, 

electronic mail, video and satellite connecons, 

etc. Being a major form of informing the public, 

the press-conference presupposes holding a 

personal meeng to have a dialogue conducted 

between the organizaon’s representaves, on 

the one hand, and the media representaves, on 

the other. For PR analysts and experts, it is an 

quite efficient way to achieve some of the core PR 

goals, such as the mely informing of the public of 

the organizaon’s acvies, maintaining favorable 

public relaons, the building and development 

of a posive media image. A press-conference 

includes key techniques and technology, and 

taccs for the interrelaon within the technology 

and within the means of mass communicaon for 

the development of an adequate media policy. 

Oen the effect of a well-planned, organized and 

managed press-conference overrides the effect of 

expensive PR campaigns, special corporate events 

and image-boosng acon. 

1.1. Essence and definition of a press-

conference

But what does a press-conference mean? How 

does it funcon at an organizaonal level? What 

is its algorithm or system of rules, determining the 

sequence of operaons and procedures to resolve 

core management tasks, related to the process 

of providing informaon to the media? What are 

the stages of its preparaon and organizaon? 

What is the appropriate organizaonal behavior 

before, during, and aer a press-conference? 

It is interesng to follow some ideas about the 

noon of ‘a press-conference’ in foreign and 

Bulgarian scienfic literature not formulated 

as rigid definions. According to Marguerite 

H. Sullivan: “Press conferences bring together 

members of the media and the public and one 

or more government officials in a queson-and-

answer session, usually at a locaon selected by 

the government official. Press conferences offer 

a chance for cizens — through the press — to 

queson government officials and a chance for 

the government officials to take their message 

to the people through the media.” [1]. Who 

will be meeng, where will the contacts take 

place, and what informaon do both pares 

exchange – these are its key aspects and the 

meaning of a press-conference in terms of its 

economic nature. Another similar interpretaon 

is offered by Rusi Marinov, who draws a 

disncon between the news conference 

(according to him this is the more precise 

expression) and the meeng held between the 

spokesman of a given instuon, on one hand, 

and the representaves of the media, on the 

other. In his opinion journalists’ parcipaon 

in the discussion (if such discussion is possible 

at all) along with their respecve spokesman is 

rather limited. Hence, a more precise concept 

will be the ‘one-layer communicaon’, where an 

authorized staff member (this could also be a 

director of the press-center of the head of the 

public relaons department) transmits his/her 

message to the reporters and gives them the 

chance to obtain feedback as well as addional 

quesons and remarks. The news conference, 

indeed, represents a two-layer communicaon, 

where the acve parcipants are both company 

members and journalists, asking acvely and 

freely the quesons of interest to them [2]. 

Generally speaking, such an explanaon of 

the press-conference is acceptable. And yet 

one must admit that such a definion it is not 
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comprehensive enough and is too lapidary, 

based on the term ‘news conference’, which 

has not been really adopted in our country over 

the last ten years. In the foreign literature, 

together with the already discussed noons of 

‘press-conference’ and ‘news conference’, also 

‘media conference’ is being used. As a whole, 

the media conference provides the opportuni 

for a wide disseminaon of the specific story 

and event; it offers immediate access for all 

media to news, allowing journalists to ask their 

quesons directly. [3]. For our purposes, we 

will use the noon ‘a press-conference’, which 

has gained wide populari. Its content goes far 

beyond an organizaon’s limited contacts with 

representaves of print media only. This concept 

implicitly encompasses the electronic media 

as well – televisions and radio-staons, online 

edions, etc. 

In her interpretaon of the press-conference, 

Ivanka Tsoneva also emphasizes the two-

sided nature of the communicaon and 

the factor ‘speed’ and ‘promptness’ in 

announcing and distribuon of news. She 

notes: “Press-conferences represent a two-

sided communicaon, effected between the 

company spokesmen and reporters of printed 

and electronic media. It means prompt 

disseminaon of informaon, interpreted 

from the sponsor’s point of view. Aer the 

spokesman’s introductory words, the company 

provides answers to journalists’ quesons, so 

as to avoid the complex delivery of individual 

informaon for all media and actors. Depending 

on the preliminary organizaon of a press-

conference, it also provides the essenal 

opportuni to the company of exercising control 

over the informaon published on the topic.” 

[4]. It once again becomes obvious, that this 

definion lacks a coherent structure and logical 

argumentaon; it rather gives an explanatory 

descripon of its essence and characteriscs. 

The word ‘sponsor’ is not the appropriate 

choice of a synonym for ‘organizaon’, ‘firm’ or 

a ‘topic of a press-conference’. The two-sided 

communicaon is undoubtedly a structuring 

element of this form of public communicaon. 

To what an extent the organizaon can exercise 

control over the informaon published on the 

respecve topic remains a controversial issue. 

One can claim rather that a press-conference 

minimizes the risks of distorng and deforming 

the facts and data about a given organizaon 

and its acvi. Franc Jeins aributes a 

somewhat different meaning of the noon of a 

‘press-conference’. For him, it is more of a means 

of communicang with the media to provide 

informaon, concerning an organizaon’s status 

and development. The definion is as follows: 

“Press-conferences are convened when sudden 

events occur, requiring quick links with the 

media. This is a form of direct communicaon, 

where the spokesman makes a statement in 

front of the gathered reporters and answers 

their quesons. His statements are circulated 

as press-informaon’ [5]. This definion is 

obviously incomplete, although it covers a 

significant part of the nature and mission of 

a press-conference. The objecons to it are: 

first, press-conferences are convened not as a 

result only of the willingness to react promptly; 

they are, generally speaking, the outcome 

of the overall effort to conduct a complex, 

consistent and systemac communicaon 

policy. Secondly, statements are not necessarily 

made by an instuonal spokesman only. The 

former may be delivered by the head of the 

PR department, the press-center director, the 

execuve director of the company or the top-

manager of the organizaon. 

The correct interpretaon of the press-

conference’s nature and funcons presupposes 

regarding it as a basic technology and a mix 

of public relaons communicaon techniques, 

where a very stable and reliable contact 

between the person or corporaon, and print 

and electronic media journalists, takes place. 

In the process of implementaon of a given 
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PR program, what is essenal is the selecon 

of technological models and the applicaon 

of the varied techniques of implementaon of 

the respecve intent in the public space. The 

laer is related to a whole range of procedures 

of the selecon, gathering and servicing of 

different communicaon channels. Why is a 

press-conference one of the most widely-used 

techniques in public relaons? Is it really a PR 

technique contribung to the achievement 

of efficient and two-direcon communicaon 

with the media and their representaves? 

Undoubtedly a press-conference offers a unique 

vehicle, via which journalists become familiar 

with the organizaon’s stance on certain 

topics and problems, providing them different 

records, data and current informaon on the 

instuon or its projects, which would certainly 

be of interest to some audiences or socie as 

a whole. 

The main advantage of this PR method is 

the direct interacon between the media 

and company representaves: it provides 

a favorable opportuni for acquaintance, 

contacts and understanding. The press-

conference itself gathers both pares – the 

members of the organizaon and the journalists 

– and involves them in a common process, 

where both are presented in a balanced and 

equitable manner. Media representaves are 

even privileged to a great extent as guests 

and as especially important partners, since 

they are responsible for the well-intenoned 

and objecve presentaon of the informaon. 

To hold a successful event, both the hosng 

par and the print and electronic media 

representaves aending it are to observe 

specific rules, ethical norms of mutual respect 

as well as the fixed schedule of the briefings 

and the press-conferences. The roles are clear 

– the journalists come to ask their quesons 

and to sasfy the informaon interests of the 

editors, respecvely of readers and spectators, 

and the top management and the company 

experts – to sasfy these professional interests  

and to answer quesons, crical remarks and 

recommendaons. The knowledge of these 

roles means that parcipants must be prepared 

in advance – the reporters and journalists to 

make their research, to work out the respecve 

analyses, to get oriented about public opinion 

and, as a result, to prepare their quesons and 

remarks; while the managers and authorized 

persons on the part of the corporaon should 

prepare the specific quantave informaon, 

stascal data and producon results in order 

to be able to adequately present them to the 

media and their representaves.  [6]. Of course, 

professional pracce shows that in most cases 

the planned schedule of a press-conference is 

oen subject to “ad hoc” changes, and most 

oen the reason for such a change are the 

aending journalists, who with their quesons, 

publicly expressed opinion and notes can 

radically change the course of the meeng.

On the basis of the exisng definions and 

explanaons, and of some of their imperfecons 

and omissions, we will offer the following 

working definion: “A press-conference is a 

basic public relaons technology to achieve a 

direct interacve communicaon with the mass 

media, respecvely, with their representaves, 

which results in providing reliable and rapid 

new informaon and, thus guaranteeing 

that, both the interests of  the organizaon 

and of socie are met by achieving consensus 

and commitment.” Apart from defining the 

press-conference as a key communicaon PR 

mix and its disncve features, the above 

definion contains the statement that its new 

mission is related to achieving agreement and 

consensus on the news to be produced, where 

it is the organizaon that, at its discreon, will 

suggest the data and records about itself and 

its development, and the media are given the 

opportuni to interpret them respecng rights 

of freedom of expression, exposure to cricism, 

generic varie and interpretaon of values.  
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1.2. Specific characteristics of the press-

conference

The specific characteriscs of a press-conference 

are determined by its specific purposes – the tasks 

of the organizaon or the respecve PR agency. 

A main criterion for this differenaon are the 

ways and means of a successful development 

of the contacts with the representaves of 

the media. For the organizers and hosts of a 

press-conference, it is also very important that 

at the preparatory stage the preferred forms 

are chosen – whether they are ‘pure genre’ 

or a mix, referred to as ‘combined form’ – of 

influencing the print and electronic media. The 

available literature offers no clear and orderly 

classificaon of possible pes and versions 

of meeng the media. A stronger accent is 

placed on planning and organizing meengs, 

preparing and wring press-releases, providing 

technical support of the place of holding the 

press-conference, the scenario, etc. One of the 

few differenaons of the press-conferences 

suggests two disnct pes, the aggressive

and the defensive respecvely. According to 

this view, the aggressive pe of meeng with 

the press (regular briefings being included) are 

posive in their character and their objecve is 

to have news, favourable for the company image, 

circulated. Press-conferences are classified 

as defensive, if convened at crical and crisis 

moments, when it is crucial to dissipate doubts 

raised in the public space about company non-

ethical behaviour or of its director, or fight the 

dark side of their reputaon, suspicions about 

socially unacceptable or directly dangerous 

acons, etc. [7]. Each aempt to structure 

and classify an acvi is useful, as well as the 

one menoned above. However, it does not 

sasfy several requirements with respect to 

completeness, exhausveness, consistency.  

It should be taken into account that press-

conferences, strictly in line with either polar 

extreme – aggressive or defensive – are rare. 

Oen in the course of their preparaon, taccs 

and techniques of communicang with the 

media representaves have to be changed. 

Although the meeng might have been 

planned as a regular exchange of informaon 

and current news about  the organizaon, at 

some moment, as a result of one or a series 

of crical quesons related to certain defects, 

defensive taccs to look for arguments and 

present a more persuasive explanaon has 

to be employed. Public relaons as part of 

the communicaon management count the 

interacve character of the communicaon 

with the media, and such reciproci enters in 

a sharp contradicon with the assumpon of 

“aggressiveness” or of “defensiveness” of the 

press-conference. This is exactly why journalists 

and reporters have a posive aitude to those 

top managers, experts or spokesmen who 

do not sck to the preliminary daily schedule 

pedancally and mechanically, but are ready 

to adopt a more flexible approach, ready to 

improvise showing competence, erudion 

and level of informaon in order to facilitate 

the cerfied media representaves in the 

performance of their professional dues.

Press-conferences are usually differenated as 

held for different purposes: internal, external 

and  mixed.

Internal moves concern the organizaon’s 

internal need to share with the general public 

informaon related to its success or failures, 

changes in its organizaonal hierarchy, 

diversificaon or dynamic the processes  in 

the producve or non-producve sphere, at 

meengs with the media, either planned in 

advance or accidentally held.  In this form, the 

press-conference is iniated by the organizaon 

itself, which is interested to share as quickly as 

possible its own news.

The external moves lead to holding a press-

conference as a result of a change in public 

aitudes and expectaons, where public 
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opinion is polarized or crically focused on 

the overall  acvi or a specific segment of 

an organizaon’s acvi. Frequent complaints, 

cricism, dissasfacon – on the part of 

individuals, customers, or partners of the 

company, also can result in the holding ad hoc 

meengs with the media to give comments on 

the disputes and conflicng views. In this case, 

it is external factors – insistence on the part of 

media, different public organizaons and NGOs, 

or individuals directly interested key issues of 

concern – that provoke the  press-conference, 

which is not held upon the organizaon’s 

iniave.

Mixed moves give rise to those pes of press-

conferences, with the twin objecves both to 

implement the organizaon’s PR program and 

respond to the enhanced public expectaons 

and rising demand. The flexible and highly 

professional PR men and staff at the PR 

departments usually put effort in combining 

the moves, underlying a press-conference, 

where the respecve plans and scenarios imply 

mulfunconal intenons. On one hand, they 

invite journalists and reporters on the occasion 

of tradional reports and ways of informing the 

public about the acvi of the organizaon, 

about new events; on the other hand, they use 

the meeng to make commentaries and try to 

clear some doubts, vagueness and cricism on 

their behalf.

Another differenaon of pes of press-

conferences and briefings is also possible: regular 

and  extraordinary. Regular press-conferences 

are those, planned well in advance, normally 

as part of the annual, six-month, quarterly, or 

monthly program of the respecve organizaon. 

They are synchronized with  the purposes and 

tasks, which are part of the company strategy, 

in the plans and acon programs agreed  and 

approved. Because they are roune, known 

well in advance and monotonous, journalists 

oen ignore them and consider them a boring 

professional du rather than as an opportuni 

to collect recent and interesng news, which 

may aract readership interest.  

Extraordinary press-conferences  are called 

either in a crical and crisis situaon, or where 

company operaons or management behavior 

has, for a varie of factors (sudden change 

in the every day rhythm, high and important 

achievements on both the naonal and 

internaonal level, force majeure, related to the 

current state of the organizaon in the context 

of the economy, the culture, or the policy of 

the respecve country or region) become the 

focus of strong  public interest.

To avoid clichés and obsolete forms of meeng 

the media, many companies and other 

organizaons have increasingly resorted to the 

use of the so called press-breakfasts or press-

lunches. Unlike the usual press-conferences, 

in these meengs “on table” the informal 

approach is sought and a less official sle of 

communicaon with the journalists is being 

adopted. How are press-breakfasts or press-

lunches usually carried out?  What is the 

usual course of  press-breakfasts and  press-

lunches? First of all, they are the outcome of 

partnership established between the PR units 

and the press-departments, on one hand, and 

catering companies, or hotel and restaurant 

teams, on the other. The public relaons team, 

respecvely,  hostesses and assistants welcome, 

accredit and accommodate the representaves 

of the media (it is good to determine the places 

in advance and to place the corresponding 

labels and inscripons). The restaurant staff 

serves the guests in the usual way. In the 

beginning, the main boss greets all and shortly 

tells them what the purpose of the meeng 

is, announcing the main news. While the 

journalists have breakfast or lunch, they can see 

the mulmedia presentaon or a documentary 

on the event. They also can ask quesons or 

share their comments. In general, this form of 
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organizing the meeng avoids the use of strict 

and roune procedures, related to moderang, 

giving the floor, etc. The idea is to have a 

closer communicaon, to create stronger and 

sustainable links, which, all things considered, 

is done for the good partner relaons between 

the organizaon and socie with the mediaon 

of the media. There are press-lunch pracces, 

where there are no speeches, no greengs 

and even no toast. The journalists arrive, have 

lunch, receive their press-packages and go back 

to their offices. If they have quesons, they 

call the PR department, negoate individual 

meengs to take interviews, to write an arcle, 

etc. The populari of the so called press-tours

is growing – they rely on the combinaon of 

informal factors and the effect of changing 

the usual environment. The praccal value for 

the representaves of the media is that they 

have a beer opportuni to become familiar 

with different aspects of company acvi in 

the field and improve their impressions. This 

form allows closer contacts between the PR 

men and the journalists – geing to know each 

other, which will ensure even beer results in 

the organizaon – media interacon  in the 

future.

The adversement press-conferences are a 

combined form of two pes of communicaon 

– adversement and public relaons. By their 

essenal characteriscs and funcons they 

are also close to the special event or to the 

event markeng and event management. They 

offer a real communicaon mix, mainly directed 

towards the means of mass communicaon, 

or their representaves. Unlike the tradional  

press-conferences, they are oriented not so 

much towards the facts, but the way of their 

presentaon, the scenario and the place of the 

event [8]. Mulmedia, audio-visual and other 

high-tech tools guarantee the immense effect of 

meeng the media. For a beer understanding 

of adversement press-conferences, it is good 

to comprehend two especially important tools 

for their success: the adversement show and 

the promo-site.

The adversement show includes a splendid 

staged show with the parcipaon of famous 

actors, TV stars and sportsmen and is targeted 

at displaying data and news about somebody 

or something in order to make it popular 

and well-known.  The promo-site is a tool to 

upload an image, product or service in the 

Internet to influence a target audience. It is 

created during a PR acon or campaign  and 

includes all the informaon related to this 

acon or campaign  (ming, place, condions, 

online conference, etc.). Agencies have become 

increasingly specialized in organizing and 

carrying out adversement press-conferences, 

and among the services offered most oen 

are: renng a room and choice of stage, 

hiring catering services, inving journalists and 

sending informaon to publishers, technical 

support of the press-conference, including 

by audio  and video recording equipment, 

welcoming and registraon of the journalists, 

sending electronically a summarized press-

message, containing the essenals of an event – 

and immediately aer the end of the meeng 

with the media. For the media, it becomes 

increasingly important to prepare the so called 

video news release (VNR) – a video version of 

the message to the media. This is prepared 

by the organizaon, which has called a press-

conference, which undertakes at its expense 

the preparaon and sending the video material 

to the mass media to be included in their news 

emissions, for internal use or just for the archive 

of the publisher.

2. The organization technology of a 

press-conference: from detailization 

to effective communication

T
he analysis of the organizaon of a press-

conference entails considering how a given 
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firm and/or PR agency looks for the adequate 

approaches ways, means and techniques to 

achieve its set PR-related goals and tasks. The 

purposes of this study require that useful insight 

into the approaches to coordinang the relaons 

among the separate sectors and employees at 

the different management levels be given. It 

must be borne in mind that the organizaon 

itself is viewed as an aggregate of people, who 

work together and whose acvi and efforts are 

deliberately coordinated and directed towards 

the achievement of the outlined goals. Different 

scholars consider organizaons in terms of 

human strategies (HRM) with common goals 

or sharing specific systems of correlated human 

beings, human relaons and system approaches 

[9]. To adequately interpret the algorithm of the 

classical press-conference, it is useful to consider 

the organizaon and management steps at 

the three main stages of the preparaon and 

implementaon of this pe of meengs with 

representaves of the media, respecvely,  

before, during and aer a press-conference.

2.1. Preliminary organization – management 

steps 

Everything related to the organizaon and 

management of public relaons in the eve of the 

meeng with the media is a queson of concept, 

a clear strategy and reliable methodology 

and technology for the achievement of the 

planned goals. The start of the planning of 

the forthcoming PR event undoubtedly is the 

concrete occasion or the topic, to which the 

organizers the organizers and hosts intend to 

aract the aenon of journalists. The topic, 

undoubtedly, must be a “hot” one, real and 

rich in content. If there is nothing new to 

announce to the newspapers, the magazines, 

the radio and TV staons, it is beer not to 

undertake anything. In this respect, searching 

for something that is astonishing, extraordinary 

and unknown is especially important. The 

key word is ‘for the first me’, as what has 

happened for the first me, what has no 

precedent and is not known by the wide public, 

is of course a magnet to the media and will be 

surely circulated, published and broadcasted.

Let us follow the stages and procedures, which 

the American writer Margaret H. Sullivan offers 

for this first phase. She herself has a long-standing 

journalisc and public communicaon experience. 

Before taking the posion of PR director of the 

US Naonal humanitarian foundaon, she was a 

reporter and editor of “Koply news”, and later 

worked in the magazine “Washington woman”. 

In 1991, she became personal assistant to the 

American vice-president Dan Quayle and a press-

secretary of his wife – Marilyn Quayle, during 

president George Bush’s term of office from 

1989 to 1993. She has also been president of 

the headquarters of Lyn Chaney, wife of the vice-

president  Richard Chaney during the presidenal 

elecon campaign (2000). Recently Marguerite 

H. Sullivan has been working for a high-profile 

NGO, dealing with problems of democracy  – 

and further, as a public relaons depu director 

of the US Internaonal Republican Instute. 

Reminding us, that the preparaon of a press-

conference must start with the piece of news to 

be announced, Sullivan considers the following 

key steps in organizing a press-conference:

be offered to the media;

out a press-conference, and the possibili to 

inform the media in another way;

of the organizaon could say in its inial address 

to the accredited journalists;

possibly raise;
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press-conference, where the role of the 

journalists is performed by the press-service 

staff, who ask probable quesons to their boss;

day of the week, hour, and place to call the 

press-conference (it is considered in more detail 

in the paragraph on the temporal and space 

aspects);

one hand, whether to use such tools, and on 

the other hand – in case visual aid is used, to 

plan their posioning close to the moderator 

or the main person. Other sources emphasize 

the necessi at this stage to check and test 

the equipment, as well as to provide tables, 

schemes, maps, photos, especially prepared for 

the journalists [10];

close the press-conference, as well as who and 

in what way will present the manager (s);

journalists well in advance by phone calls, by fax, 

or electronic mail. It is advisable one or two days 

before the event to make reminder phone calls;

informaon about the press-conference together 

with details related to date, place, topic, etc., 

must be placed on the company web site 

in advance, if only the invited journalists will 

be accredited, or other people will also be 

admied; to check the technical operaon of the 

equipment, of sound, lighng, mulmedia, etc; 

to appoint a technical officer, a room supervisor, 

and a logiscs responsible, etc. [11].

Other organizaonal steps can be added to this 

list of the key essenal ones. In this respect, 

the following should be taken into account:

Preparaon of media kits or media packages, 

containing the most essenal things, intended 

to facilitate the work of the journalists. The 

leading role among them pertains to the so-

called press message (also known as press-file, 

message to the press and press-release). In 

elaborang the press message, the high criteria 

of the standard algorithm of this acvi must 

be followed: the layout, the paper pe, the 

headline, the date, the structure, and the 

ending. The text must absolutely be of a 

news pe outlining the announcement, what 

is new and unknown in it. One should never 

forget that the press-message is the principal 

official source of informaon for journalists 

and, therefore, it must be 100% reliable, 

trustworthy and agreed upon by management, 

as well as carefully elaborated in terms of its 

graphic design and sle. At the same me, 

it must be clear, concise and understandable.

[12]. In addion to the press-message, media 

kits contain several other company-related 

documents, such as fact sheets, a profile of the 

organizaon, a profile (biographical note or CV) 

of its head, CDs or DVDs, containing main and 

addional text, video and audio informaon 

and presentaon (for example, a Power Point 

Presentaon), guides, stascal  references, 

annual reports, plans, posters, publicaons in the 

press, containing key commentaries about the 

organizaon (key newspaper clippings), passes 

and vouchers for the journalists, complements 

and gis like T-shirts, key holders, mugs, caps, 

bags, pockets calculators, etc.  [13]

In draing the lists of journalists, editors, 

reporters, and in some cases – the chief editors, 

producers, and even the media bosses, it is 

important to have an approach that is funconal 

and flexible at the same me. Funconal  means 

to take into account the so called “topical” 

journalists or, in other words, those, who follow 

closely the acvi of the organizaon and are 
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most competent about its acvi, dynamics, 

and problems. And flexible means the topic of 

the press-conference may be of interest also 

to other colleagues in the media, who – even 

though they do not work so frequently and 

closely with these topics and problems, sll can 

be useful in strategic sense for the purposes 

of public relaons and well-intenoned 

informing of public opinion. As pracce shows 

wherever there are representaves of the 

economic and cultural elite, then not only the 

business journalists, but also art journalists and 

reporters must be invited. Such mulplicaon 

of the communicaon effect would be certainly 

beneficial for PR-related management goals;

The media have to be invited on me; they 

have to be clearly informed of the topic and 

the content of the upcoming press-meeng. 

Informing of a meeng at short noce (the day 

before or even the same day) is an indicator of 

weakness and lack of organizaonal experience. 

There are excepons in case of force majeure 

events – disasters, catastrophes, grave 

accidents, different events of public interest, 

where there are breaking news received in the 

last moment. Moreover, the electronic media 

and the TV teams in parcular, should be 

informed in at least a week’s noce, as in the 

structure and organizaon of the TV process, 

the planning of filming equipment, mobile TV 

staons, mer-circuit or satellite broadcast is 

relavely slower workload.

Preparing lists of journalists willing to take 

a personal interview with the main person at 

the press-conference is also an important and 

delicate moment of the preliminary work. Why 

is this necessary? There are cases, where the 

key official is a very famous person or a celebri, 

enjoying the strong interest of both media and 

the public. Then, reporters prefer to ask their 

quesons in private, so that representaves 

of other media will not be able to use them 

as well. There are, generally, two opons for 

providing this opportuni: the first, to have the 

interview before the press-conference, and the 

second, the interview can be taken aer its end. 

In such situaons, it is advisable that the exact 

locaon where the pre- or post-pressconference 

interview will take place: an appropriate room, 

well equipped, including condions of TV 

recording, a radio or a virtual interview and 

the respecve internet connecon. It would 

be good to send an advance to the journalists, 

who will sign up for meengs outside the me 

of the press-conference, press-informaon, 

text and pictures, so that they would be able to 

prepare beer and to be competent and precise 

in asking their quesons. As to the interview 

itself and the behavior of the interviewed, it 

would be useful for him/her to think about the 

fourteen things, which should be never said to a 

reporter, accurately described by Sally Stuart in 

her book «A Guide to Meeng the Press». Here 

are some randomly selected recommendaons 

from this Bible for PR specialists. Fisrt, avoid 

throwing to journalists talks like: «I will tell you 

something, which is not to be published!», as 

it is the best way to make somebody publish it 

in a newspaper or broadcast it. Second, there 

is a regular and banal queson, which always 

annoys reporters: «May I see the arcle or the 

interview before they are published?». Such a 

voiced requirement may insult and repel the 

journalists, which may result in closed doors 

to his/her media for the next interview. It is 

recommended that facts are checked together 

the reporter, only upon his consent, so as to 

avoid inaccuracies. [14].

When the topic is discussed, as well as the 

stage order and generally the future course 

of a press-conference, it recommendable 

that the public communicaon archives and 

documentaon related to previous press-

conferences are also to reviewed to see whether 

certain  problems had not been voiced, or 

specific quesons have not been answered (or 

answered incompletely and superficially). Once 
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the «anamnesis» is clarified, it is advisable that 

a strategy for the consideraon of unresolved 

problems and unanswered quesons be draed. 

In some cases, it is even preferable that, at the 

beginning of a press-conference, the officials 

point out these problems and clarify what has 

happened with them during the me between 

the previous and the current press-conference. 

But even if this is not brought up, it is a good 

idea to take these problems into consideraon, 

to probe into the history of the topic and the 

problem;

During the preparaon of the moderator or 

the chief manager, who will focus the aenon 

of all and will answer quesons coming from 

the media, it is necessary to conduct short 

training in his/her communicaon skills, 

adequate behaviour in both verbal and non-

verbal communicaon. This means discussing 

carefully and acng out the different possible 

speech and behavior techniques of persuasive 

communicaon, including inspiring confidence, 

creang an impression of reliabili, enjoying 

posive aitudes  [15]. Those PR men, who 

during the preparaon specify details personally 

with their boss and even spend me video 

recording and training the ‘behavior before a 

camera’ and ‘speaking in public’ make a good 

choice. He/she or the spokesman have to 

think about a closer communicaon  with the 

accredited and generally with the aending 

journalists. There is nothing more efficient than 

to know their names, the media they represent, 

to ensure a trusted and partly familiar pe of 

communicaon;

Once more, everybody, involved in the 

preparaon measures on the organizaon 

and management of a press-conference, must 

outline the main methods of provoking the 

interest of the media, of using the up-dated 

expression and image technologies and visual 

aids to create communicaon comfort for the 

journalists and to arouse their curiosi – to 

offer them a solid database, new fresh facts 

and first hand news.

The organizing acons during the me before 

the press-conference takes place are subject to 

its preparaon and its content and in formal-

technical sense. Playing the possible situaons 

and especially of possible direcon of cricism 

as a possible course of the press-conference is 

of great importance for the final success of the 

PR meeng. Although it is impossible to plan 

everything in the preparatory stage, to direct 

and predict everything in advance, a serious and 

responsible approach will reduce to a minimum 

the negave outcome and embarrassment 

during the actual event.

2.2. Current organization – management steps 

What is the course of an usual press-conference? 

At the scheduled hour (a lile earlier, or – which 

also happens oen – a lile later) the journalists 

of the different media. Part of the team of the 

public relaons unit starts welcoming them, it 

performs their accreditaon, i.e. – writes down 

their names – oen asks them for a signature – 

and gives them special media files containing 

press-releases, discs with textual and visual 

informaon, catalogues, documents, gis, 

etc. Aer this, the reporters are showed their 

places, offered tea or coffee, mineral water 

or some other non-alcohol drinks. Press-

breakfasts, press-lunches and press-dinners and 

cocktails for the media are a separate topic – 

they have somewhat different purpose than 

the usual press-conference. We will talk about 

them at a later stage. The formal opening is 

pically done by the organizaon’s spokesman 

or the PR manager. He greets the journalists 

and formally presents the official(s). There is 

an official address to the representaves of 

the media – this is most oen a statement on 

the news, the purpose, and the main items 

from the point of view of the content. Next, 

quesons are posed, and the press equee 
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requires that the journalist introduces himself/

herself by name, surname, media, and possibly, 

posion in the media. A normal pracce is 

for the quesons to be directed to a specific 

representave at the table of the official guests. 

The labels with names of the organizers and 

the hosts of the event, contribute to orienng 

media representaves as to ‘who is who’. When 

quesons are over, the main person can make a 

short summary and repeat the principal points 

of what has been said up to that moment. 

It has been generally acknowledged that the 

person, who has opened the press-conference 

is supposed to announce its end. If, however,  

there are sll quesons, and the me is almost 

over, there two possible ways to proceed. One 

is to connue the dialogue only with those 

willing to stay and to ask their quesons at the 

same place, or in the CEO’s office; the other is 

to offer to the journalists to send the quesons 

in wring and to answer them shortly also in 

wrien form – by fax or e-mail.

There are some more measures and steps, 

which should be undertaken during a press-

conference:

for the orientaon with respect to media 

representaveness, and the follow-up (the so 

called monitoring) of publicaons and edions 

on the respecve topic;

advance of the length (available me) as well as 

the availabili of the main actor;

moderator may interrupt journalists, who ask 

several quesons for many reasons, relang 

to the me limits, too many willing to ask a 

queson, or evading the topic and embarking 

upon other domains considered inadmissible in 

terms of ethical standards (quesons related to 

personal life, privacy, digni of a person, etc);

(even, if needed, abbreviang the text) of 

the statement of the main person. The me 

for official statements must be much shorter 

than the me for quesons, respecvely,  for 

answering them;

using audio and video equipment, which allows 

careful further analysis of quesons and replies, 

and provides and opportuni for general 

deciphering and public release in a company 

bullen or internet page;

if some of the reporters, who have asked 

quesons, are not given answers, to provide 

such an answer later, but within the me of 

preparaon of the publicaon, respecvely, to 

send this answer ASAP [16]. 

A wrong  idea is that gathering journalists from 

the part of the organizaon is a way to use them 

egoiscally for the goals of this organizaon, 

telling them only what is advantageous for the 

company and to conceal facts, which would place 

it at a disadvantageous posion and discredit it 

in the eyes of the public. It is most important to 

understand that the press-conference is a very 

special form of public communicaon, whose 

main purpose is directly and bilaterally to suggest 

current informaon, analysis and comments to 

the media. In other words – it is the environment 

and the technology for most reliable servicing of 

the journalists so that they are able to do high 

quali work. In this sense, it is quite logical, 

when a press-conference is taking place on the 

eve of an important cultural event, for example, 

a theater première, an art exhibion, a symphony 

or chamber concerto, a tour of a pop-group or 

other performers, so the journalists are presented 

with the opportuni to preliminary interviews, 

the photo-reporters and TV operators – with the 

chance to shoot in advance part of the show or 

some small demonstraon or performance.
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2.3. Follow-up organization and management 

steps

It is an illusion to think that aer a press-

conference is over, the work of the public 

relaons department or agency will come 

to an end. On the contrary,  it is at this 

stage that all mistakes, gaps, achievements 

and findings are most easily noceable. This 

is due to the fact that this phase means 

analysing what has been done, studying media 

reacons, summarizing results and drawing 

conclusions and generalizaons. This phase is 

replete with organizaonal and expert acvi, 

mul-direconal communicaon and especially 

feedback control and verificaon – accounng 

for the effect carrying out the meeng with 

mass media representaves.

Organizaon and management steps in the 

third, last phase of a press-conference boil 

down to several key acons such as:

photos, and videos in  the page of the organizaon 

in the world wide web;

that have already been given to the journalists, to 

those media whose representaves have, for any 

reason, failed to aend;

editorial schedules, responsibilies assumed, 

following from the discussion of the quesons, 

which did not receive concrete answers, as well 

as expressing readiness to provide extra up-dated 

informaon;

comments on the press-conference aer its end;

processing, including cuing out and placing in 

a special book (catalogue) of printed publicaons 

with the respecve data about the media – its 

rang, circulaon, and other parameters as 

degree of confidence, etc.;

neutral and crical, and draing proposals to 

management, related to improvement of the 

quali of working with the media. A comparave 

analysis of the results of previous press-

conferences will be useful. Crucial is not just the 

number of journalists, who have been present, 

but also the character and direcon of their 

publicaons and edions; the peculiaries and the 

specific characteriscs of their crical comments, 

recommendaons, remarks, etc. [17]

The acvi of the press-center staff or the PR 

secon aer the end of the press-conference 

is not at all limited to phone calls and 

sending press-materials to those publishers, 

who failed to send their representave. The 

PR men must be especially responsive and 

helpful to journalists, who, impressed by the 

received news and the announced results, 

decide to publish lengthier materials about 

the organizaon, its management, acvies, 

products or services. In this case, the PR 

should do their best to provide complete extra 

informaon such as new video materials, slides, 

texts, including data from studies or stascs 

about the industry on the world scale, etc. 

What are some of the most frequent mistakes 

and flaws made by PR specialists during the 

last phase  of the organizaon of a press-

conference – the period aer its end?

(account, reportage or arcle) about the way, 

in which the press-conference has developed 

together with the respecve accents on the 

most important news, publicly shared by the 

management of the respecve organizaon. In 

the era of the global net, the new interacve 

and mulmedia informaon, uploaded on the 
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company’s web page is really transmied at 

the speed of light and can have an extremely 

strong effect. Provided that, of course, it is 

really published in me in the virtual space;

amount of energy and effort needed to 

prepare and organize a press-meeng with 

the journalists is well-known. Aer it is over, 

everybody is red, quite oen overwhelmed 

by the illusion that the main result has been 

achieved. However, this is not quite so, 

because the old rule in journalism and public 

communicaon is that news cannot wait: “A 

piece of news is important only for the day 

it has occurred. All inquiries to the press and 

especially demands for radio and television 

news and programs of current events require 

immediate replies, usually within one or two 

hours. The press-center staff members should 

not be asked for informaon about dubious 

upcoming events, menons Jack Guee, a 

communicaon depu-director in the Ministry 

of Environment, United Kingdom [18].

by ‘newcomers in the industry’ – young and 

inexperienced PR specialists is impaently 

calling the media aer the end of a press-

conference to ask how, when and where the 

event will be covered. This is one of the most 

unpleasant things for any – to report to the 

PR on his/her work or on the intenon to do 

the work in a specific way. The reporter, who 

has aended a press-conference has the full 

right to cover it either posively or negavely, 

or in a neutral way, or not to publish a line in 

the newspaper at all. The possible queson 

about the meaning of his/her presence on 

the press-conference would be a stupid one, 

simply because he/she is a journalist and 

is supposed to learn all that is new in his/

her field, irrespecve of whether they would 

write immediately or later about it, react 

by a new publicaon, or would preserve the 

informaon for a later arcle, commentary, 

or survey. The lack of immediate follow-up 

informaon in his/her media can be explained 

by several reasons. Firstly, it is possible that 

a recent publicaon on the topic has already 

appeared. Secondly, the follow-up informaon 

may be delayed, if the journalist wants to 

write a more comprehensive and in-depth 

arcle. Thirdly, the possibili should not be 

excluded that the aending reporter had not 

discovered a news for him/her and his media, 

etc. All this can be found out by a highly 

professional PR specialist, if he has a more 

delicate approach – for example, if he calls 

the respecve publisher to ask if the journalist 

has received the informaon he needed, if he 

would appreciate addional help, photos, and 

data. If during the conversaon the journalist 

decides to let him know how he will act – 

it would be good; if this does not happen, 

it is not necessary to show pushy impaence 

and careless insistence, because, in principle, 

the media and journalism are two ‘separate 

domains’, they represent a fourth and 

independent power (branch of government) 

with its own rules and regulaons. 

It is possible to trace many more PR mistakes 

and gaps at the stage aer the end of the press-

conference of a management, organizaonal, 

and technical nature; however it is essenal 

that the final acvies are performed, the 

opinions are analyzed ASAP and high quali 

and conclusions are drawn, recommendaons 

and proposals are draed with a view to 

improving the future press-iniaves.

Conclusion

T
heorecal and praccal analysis of the 

organizaon of a press-conference in the 

process of searching for the most reliable 

soluons provides a basis to draw the following 

more important conclusions:
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and a mix of communicaon techniques of 

public relaons, where a direct contact between 

the organizaon  and journalists from the 

printed and electronic media is made. The main 

advantage of this method of public relaons is 

the direct interacve communicaon between 

the media and the organizaon, providing an 

extremely favorable opportuni of geing 

to know each other, of contacts and mutual 

understanding.

organized can be external, internal, and 

reasons of mixed character. Depending on the 

specific occasion – planned or not, meengs 

with the media are regular or special. One of 

marked trends in this pe of public relaons 

is the increasing diversi of its forms, which 

in combinaon with adversement, markeng, 

and presentaon funcons manifest some 

proximi with the event management and the 

show business.

The three main pes of organizaonal steps are 

important in a press-conferences: preliminary, 

current and follow-up. Their precise observance 

ensures the  full effect of a press-conference, as 

a main form of public communicaon, having as a 

purpose the direct offering of actual informaon, 

analysis and commentaries to the media. 

be summarized as follows:

1. It is a direct interacve form of communicaon 

between the organizaon and the media with 

a strong feedback and immediate effect, 

expressed in the opportuni for aending 

journalists to sasfy their concrete interests 

(personal, editorial, and recipients ).

2. It is a source of news provided by the 

organizaon to be disseminated by the media 

to the benefit of the general public.

3. A modern means of achieving integri and 

consensus between the specific organizaon 

(instuon, company, firm) and socie 

in general, in both favorable and adverse 

moments.

4. It is dependent on the publici and 

transparency of the informaon, provided by 

an open source willing to have a dialogue with 

the public in the name of public well-being.
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