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ABSTRACT

This study is concerned with how strategic activist organisations manage their internal and external public relations effort.
 The World Wide Web is also explored to see if it enables activist communication internally and in the external environment.

Different types of activist organisations were studied through in-depth interviews and a descriptive website analysis. The study found the organisations to be equally strategic in their internal public relations efforts, utilising the Web extensively, and being highly involved with recruitment. In contrast, the level of strategic public relations in the external environment varied depending on the maturity of the organisation. This study shows that use of the Web in external communication efforts is greatly enabling, but mostly used as an addition to the established communication mix. The Web was also found to intensify coalitions and co-work with other activist groups. Rather than competing with other activists for attention, the Web facilitated increased cooperation, global knowledge sharing and co-work on matching issues. 

As this is a small study, the result cannot be generalised to all activist organisation behaviour. Although it is an indicator of behaviour, more research is needed to further establish the validity of the findings. 
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INTRODUCTION

Activist organisations have been an important factor for change in the social and corporate environment. During the last three decades they have played a major role in policy-making processes, in enlightening the public on issues of concern, and creating an era of business regulation in Australia and the rest of the world (Heath, 1997).  The maturing of established activist movements over the years has made them very powerful (Grunig, 1989). Coalitions, lobbying, the ability to enlist grassroots support and utilisation of the media have had a massive effect on the behaviour of corporations, larger institutions and the everyday consumer.    

Formations of activist groups are grounded in publics facing similar problems. Consequently these groups are organised with the intention of resolving each organisation’s problems (J. Grunig & Hunt, 1984). Previously assumption has been that activist groups use public relations in the same way as for-profit organisations and thus there has been no need to study the use of public relations in activist groups (J. Grunig & L. Grunig, 1997, in Smith & Ferguson, 2001). There are several problems with this assumption. Firstly, the study of public relations “as the management of communication between an organisation and its public” has generally been done from the perspective of for-profit organisations.
 Implicitly this makes activist groups a public understood only in relation to the for-profit organisation and not as organisations in their own right (Leitch and Nielson, 1997). In order to research the use of public relations in activist organisations, they need to be seen as an autonomous entity. Secondly, activist organisations form from different condition and have different objectives than for-profit organisations. Activist organisation use public relations both to rectify the conditions from which they were formed and to maintain the organisation in order to pursue their initial purpose (Smith and Ferguson, 2001).  Based on this idea, it is necessary to explore an organisation’s internal and external public relations efforts to see if they employ strategic public relations. 

Hallahan (2000) criticised for-profit organisations for focusing mainly on conflict, rather than utilising the advantages in communicating with inactive publics. Activist organisations have different objectives than for-profit organisations. Drawing on Hallahan’s study, this research asks if activist organisations communicate with inactive publics.

The development of the World Wide Web has effected on how activist organisations communicate internally and externally.  This new technology incorporates the Internet, e-mail, and web pages. New tactics and strategies have evolved. The ability to bypass media gatekeepers has caused maximisation in the distribution of information and minimisation in economic expenditure. Furthermore, it has made activist movements grow, and proliferated co-work and coalitions with other activist organisations. The Web has facilitated the public relations effort for activism.

LITERATURE TO PROVIDE FRAMEWORK

The nature of activist organisations 

Before moving into the discussion of activist organisations, the term needs clarification. Activist organisations are variously referred to as non-governmental organisations (NGOs), special interest groups, issue groups, grassroots organisations, pressure groups, social movements, and recent additions such as culture jammers, media activists and hacktivists (Smith & Ferguson, 2001, Lasn, 1999, Grunig, 1992, Dery, 1999, Deegan, 2001, Geggie & Fairholm, 1998). According to J. Grunig (1997) a public “begins as a disconnected system of individuals experiencing common problems; but they can evolve into organized and powerful activist groups” (p. 9).  L. Grunig (1992) defines activism as an activist public which “is a group of two or more individuals who organize in order to influence another public or publics through action that may include education, compromise, persuasion, pressure tactics or force” (p. 504). Additionally, “its members are committed and organized… to reach their goals, which could be political, economic or social” (p. 504). According to Smith and Ferguson (2001), this definition is too wide and could describe many organisations. They therefore refer to Barry (1984) who describes activist groups as organised around a common goal attempting to influence public policy to reach the goal (p. 292). Smith (1997) suggests that “activist organizations’ primary purpose is to influence public policy, organizational action, or social norms and values”. It is pertinent to realise that they face similar challenges to that of other organisations (Smith & Ferguson, 2001, p. 292). According to Ferguson (1997), activist organisations also strategically use communication to achieve their goals (Smith & Ferguson, 2001). 

The formation of activist groups

There are three general perspectives on how activist organisations form and develop: the Macro-Level Perspective, focusing on the general social environment as a cause of activist formations; the Publics Perspective, concentrating on the communication processes of which publics become active; and the Developmental Perspective, addressing the changes and lifecycles activist organisations go through as they develop (Smith & Ferguson, 2001, pp. 292-294). For the purpose of this study, the Publics Perspective will serve as the framework of activist groups formation.
 This perspective focuses on communication about issues as essential to the formation of active publics. It is subsequently more suitable for understanding the objectives of communication in activist organisations.

The Publics Perspective views the formation of activist group as the communicative process where people identify common problems and argue for the resolution of these problems (p. 293). J. Grunig’s situational theory of publics is influential in this field (Smith & Ferguson, 2001). Through several research projects with other scholars, J. Grunig identified four kinds of publics based on their actions in regards to an issue: all-issue publics, are publics active in all of the problems; apathetic publics, are publics inattentive to all of the problems; single-issue publics, publics active on one or a small subset of the problems concerning only a small part of the population; and hot-issue publics, publics active on a single problem involving nearly everyone in the population and receiving extensive media coverage (Grunig, 1997). Theorists like Crable and Vibbert (1993) suggest issues are created when people attach importance to a situation of perceived problems (Smith and Ferguson, 2001, p. 293). Correspondingly, Vasques (1993) advocated a “homo narrans” paradigm for publics, suggesting that a public represents individuals who have created, raised, and sustained a group consciousness around a problematic situation (Smith and Ferguson, 2001, p. 293).  Additionally, Botan and Soto (1998) suggest that a public can form as reactive or proactive depending on the internal needs and values of a public (Smith and Ferguson, 2001, p. 293).

In summary, J. Grunig’s situational theory of publics clarifies that certain publics are more likely to become active than others, and that those publics will actively work towards resolving their problems (p. 293). 

Although the theories of publics are widely accepted by scholars, assumptions generated from this perspective have been criticised. Hallahan (2000) is critical of other researchers’ disregard of inactive or apathetic publics as of no importance to an organisation. He advocates the value of inactive publics to an organisation. Contrary to the assumption that organisations and publics a priori have a conflict of interest, Hallahan (2000) suggests that low-level involvement with inactive and apathetic publics can be important in order to build positive relationships. Creating communication programs with inactive publics has advantages. These publics represent large groups of people, who are potential investors, donors, employees, or voters (p. 509). Furthermore, the degree of knowledge and perception of an organisation is a critical factor in determining if people are motivated to attend or respond to an organisation’s public relations effort. Moreover, knowledge of an organisation and a good relationship between publics and the organisation dramatically influences the publics’ response (p. 511).  

Essential to the theory of publics on a more fundamental level, Leitch and Neilson (1997) criticise the concept of publics as understood only in relation to the for-profit organisation (p. 20). 

“Indeed Grunig and Repper (1992) take the more extreme position that a public is conceived only as an organisational artefact: ‘ A public, …or any other segment of the population exists only because a … [public relations] practitioner uses a theoretical concept to identify it’ ”.         (Leitch & Neilson, 1997, p. 20)
Leitch and Neilson (1997) suggest that although public relations theory in general explicitly identifies organisations as potential publics, Grunig and Repper’s (1992) definition implies that organisations cannot be publics (p. 20). Supplementing the existing dominant public relations perspectives with social theories of the public sphere, Leitch and Neilson (1997) clarify and differentiate the distinction between a public and an organisation. They also state that it is possible for publics to develop into their own organisation.   

“While the Grunig and Hunt model assumes that the form of public relations adopted is defined by the organisation, it is clear that publics, particularly if they develop their own organisational bases, may themselves make strategic choices about the approach to communication” (Leitch & Neilson, 1997, p. 29). 

Although most public relations theory is tailored towards for-profit organisations, this research will look at activist organisations as autonomous entities. The working assumption is that activist organisations encompass their own publics utilising strategic public relations in order to reach their objectives. Based on the above ideas, this is a valid assumption. Additionally, Leitch and Nielson’s (1997) statement that “different types of organisations have different types of relations with publics” (p. 24) suggests activist organisations encompassing different types of relationships with its publics than for-profit organisations. Furthermore, Hallahan’s (2000) suggestion that communication with inactive publics is an advantage for the organisation is highly applicable to activist organisations. Activist organisations are constantly seeking members, supporters, donors, and people to get involved with their issues, and will probably be more open to communicating with inactive publics.

Despite the criticism of Grunig’s theory of publics, the publics perspective is still important for understanding how activist groups emerge. The criticism of the models however, is taken into account in this study.

Public Relations 

Public relations is defined as “the management function that establishes and maintains mutually beneficial relationships between an organization and the publics on whom its success or failure depends” (Cutlip et al., 2000, p. 6). How well public relations succeeds depends on the strategies used to manage these relationships (J. Grunig, 2001). Although for-profit and activist organisations stand on opposite sides of the fence, both parties use public relations as a tool to communicate with their publics and to reach their objectives. 

From four models of public relations to four dimensions

In 1984, J. Grunig and Hunt developed the four models of public relations demonstrating the nature of communication being managed between an organisation and its publics.  The four models are: the press/agentry; the public information; the two-way asymmetrical; and the two-way symmetrical (pp. 21-22).  It was initially assumed that organisations only utilised one model depending on organisational objectives. Organisations using the press/agentry model mostly concern themselves with getting media attention for the organisation. The public-information model is utilised to produce news about the organisation as well as producing material designed to inform publics about the organisation. The two-way asymmetrical model is used by organisations in a competitive environment being dependent on knowing what the publics want. They research trends and let the research guide the way they communicate the message. Finally, organisations employing the two-way symmetrical model encourage dialogue allowing immediate feedback and response. 

The assumption that organisations use only one of the four models was later revised. According to J. Grunig (2001), Leighty and Springston (1993) organisations mostly use a combination of the models (p. 13). Additionally, the Excellence Study proved that excellent organisations practiced all four models more extensively than less excellent organisations (J. Grunig, 2001, p. 29).
  

The four models and especially the two-way symmetrical model have been widely criticised by scholars. J. Grunig (2001) cites the majority of the criticism coming from Gandy (1982), Kersten (1994), L’Etang (1996), Kunczik (1994), and Pieczka (1995). They indicate that the symmetrical model is normative and only provides a utopia for public relations communications.  According to J. Grunig (2001), this criticism is primarily based on misunderstandings of what the symmetrical model incorporates and an inaccurate conception of the theory. Nevertheless, J. Grunig (2001) does admit that the criticism of the public relations models, particularly the symmetrical, identifies conceptual ambiguities in the theory that needs addressing, as well as fruitful ideas for reforming and improving the theory (p. 20). J. Grunig (2001) further clarifies the symmetrical element to focus more on relationships. Focusing on interpersonal relationships helps conceptualise the characteristics of a good relationship as well as the strategies that are most effective in maintaining these relationships (p. 28). Consequently, instead of placing public relations strategies into the “four boxes” of the models, one can think of the dimensions or strategies that underlie the models (p. 28).  

Based on the Excellence Study, J. Grunig (2001) states that it is time to move from a typology of the models to a comprehensive theory that goes beyond the models (p. 29). In developing this theory four underlying variables, called “maintenance strategies used in public relations practice”, were isolated in order to measure how well organisations used public relations. The variables were: the extent to which collaboration and advocacy describe public relations strategy
; the extent to which public relations is one-way or two-way; the use of mediated or interpersonal forms of communication; and the extent to which public relations is ethical (p. 29). The essence of these variables is threefold: firstly, that the level of dialogue, collaboration and advocacy describes how strategic the organisations are in their public relations effort; secondly, the level of research done establishes the excellence factor in their communication efforts; thirdly, how practitioners use interpersonal relationships and connections to facilitate communications. The study does not examine the ethical variable.

Based on the above clarification, this study will look at activist organisations’ use of public relations with three of the above variables in mind. The fact that the above theory is developed for for-profit organisations is however a problem that will be addressed below. Furthermore, Leitch and Nielson’s (1997) criticism of J. Grunig for not adequately distinguishing between ‘public’ and ‘organisation’ also needs to be addressed (p. 20). 

Activist organisations as autonomous entities

Leitch and Nielson (1997) accuse previous definitions of coming from the strategic position of the organisation. They therefore focus on the relationship between organisations and publics rather than the organisations’ handling of publics. The framework they used is based on social theories of the public sphere, Habermas’s (1987) distinction between system and lifeworld, and discourse theory. From this framework they find the for-profit organisation representing a ‘system’ operating from the logic of instrumental rationality (p. 22). A ‘lifeworld’ on the other hand, is associated with communicative action rooted in negotiated intersubjectivity (p. 22). From this communicative action Leitch and Neilson (1997), found a tendency of publics developing into their own organisations. In other words, an activist/lifeworld organisation evolves from a public to an organisation as a cause of the for-profit/system organisation. Which in turn distinguishes the two types of organisations (p.23). Leitch and Neilson (1997) suggests a typology distinguishing three types of organisations: System organisation, representing a for-profit organisation; Lifeworld organisation, a public that is organised around an issue; and organisations that have some characteristics of both (p. 24). Incorporating different sets of qualities leads to the organisations attracting different types of publics, which in turn calls for different types of public relations efforts. 

System organisations, when approached by publics, often use a defensive response. The publics therefore might adopt strategies and goals of an offensive character. The system organisations will base their public relations strategy on ensuring the survival and success of the organisation and minimising opposition (pp. 24, 27). A lifeworld organisation, although sharing some of the qualities of the system organisation, has two unique features. Firstly, the relationship with the public it has developed from will take on many characteristics of orthodox public relations practises associated with intraorganisational relations. Secondly, the relations between the lifeworld organisation and the system organisation will engage in strategic ‘wars of position’ (p. 29). The public relations effort becomes not only about organisations relating to publics, but also how publics can strategically interact with system organisations. Strategically the lifeworld organisation’s goal is to maximise public sentiment in order to put pressure on the system to concede to the activist group’s demands and goals.
 

In summary, activist organisations emerge from different sentiments than for-profit organisations. In addition to reach the objective for which they were formed, activist groups need to stabilise and maintain the organisation in order to reach their objectives. As a result, activist/lifeworld organisations use public relations differently than for-profit/system organisations. Strengthening this assumption, Smith and Ferguson (2001) state activist organisations typically use public relations to rectify the conditions identified by the activist publics, and to maintain the organisation to pursue the activists’ purposes.

Strategies and Tactics used by Activist Groups

The ability of activist organisations to employ public relations skills makes them powerful adversaries of big business, government, and of large organisations (J. Grunig & Hunt, 1984, p. 310). Activist groups use public relations to educate publics on issues that affect them, and to organise coalitions of publics to work with the activist groups (Grunig, 1997, p. 9). 

.

Because activist organisations also depend on members for their survival, scholars like Sha (2000) and J. Grunig (2001) imply that this is reflected in the choice of communication strategy and behaviour (cited in Smith & Ferguson, 2001). According to Smith and Ferguson (2001), scholars have found activists’ choice of strategy to be determined by factors such as “a) the organisation’s recourses including memberships, money, and expertise; b) the perceived efficacy of various courses of action; c) the legitimacy of the problem, the proposed solution, and the organisation advocating it; and d) the interaction with the target of the activists’ effort” (L. Grunig, 1992; Heath, 1997; Jacson, 1982; Ryan 1991, p. 296).

Based on this, campaigns serve several functions for the activist organisation. According to L. Grunig (1989) activists, although not always successful in reaching their main objective, force behavioural change in organisations. Even if they fail to force immediate change, they will gain media publicity, and may attract funds and volunteers. 

Part of a 1989 study by L. Grunig surveying the effects of public relations on conflict resolutions found that the most successful tactics used by activist groups were: lobbying, boycotting, and when it was used, violence. In essence, visible tactics were more efficacious than tactics such as telephoning, writing or circulating petitions (Grunig, 1989).  Smith and Ferguson (2001) however, state that although visible tactics gain attention to activists, the most fruitful results are likely to be accomplished through negotiation and communication between activists and the pressured organisation. 

Smith and Ferguson (2001) have found contradictions in previous studies of activists’ attitudes towards using the media as a communications tool. Some studies indicate activists enjoying a lot of media access and influence (L. Grunig, 1992), while other studies, suggest activists being reluctant to use the media (Ryan et al., 1998; Wirth, 1995, p. 299).

New technology and the changes in activist behaviour

Proliferation of new technologies has been a driving force behind activist movements. Television was a major factor linking and inspiring student movements in the 1960s. Instant communication between youth cultures and increased student travel made the protests a matter of international concern (DeConde, 1971). Similarly, the World Wide Web today, strengthens and encourages activism.
 The current rise of the anti-globalisation movement reflects this trend; activist organisations worldwide form symbiotic relationships across borders resulting in situations like the mass protests in Seattle, Melbourne, and Genoa.

Scholars have established that the dynamic role of the Web is speeding the process by which publics become active and has accelerated the growth of activism (Hearit, 1999, Massing, 2001, Downes, 1999). “With increased public access to the Internet in the late 80s and early 90s, [activism] was given a new life. While their access to media mainstream was still limited, activists could now communicate with each other in …uncensored messages. Moreover, the Internet […] gave them a means of reaching into the mainstream consciousness, bypassing the media all together” (Downes, 1999). Consequently, the Web is changing models of communication and the way activists are working to further their cause. 

Hacktivism, culture jamming, and e-activism are terminologies evolved from the introduction of the Internet (Dery, 1999, Meisner, 2000, Schaible, 2001). Hacktivism, politically motivated troublemaking on the Web, is the fusion of hacking and activism (Wallace & Hulme, 2000, Schaible, 2001). Similarly, cyber-activism in the form of electronic civil disobedience is the fusion of computer technology and traditional civil disobedience creating an electronic variety of protest taking place on the Net (Wray, 1999). Tactics such as e-mail spamming, virtual blockades, and cyber protests are practiced to disrupt corporate events and government websites (Schaible, 2001, Wray, 1999). Another tactic, culture jamming, is the manufacture of consent through the manipulation of symbols (Dery, 1999).  

Although some of this new breed of activism exists purely on the Web, the majority of the action is hybridised: it combines the actions on the street with the action on the Web (Wray, 1999). Meisner (2000) states that the traditional organising of activist groups makes mobilisation possible, while the Web allows for cheap and fast communication helping to connect local organisers and magnifying their power (p. 1). Established activist organisations use the Internet to post messages, coordinate activist campaigns, and spread information (Downes, 1999).  

Based on the above clarifications, activist uses of the Web seem to go in two directions. It seems necessary to differentiate between the purely electronically based Net activists, and activist groups using the Web as an additional tool for communication. The latter will be the main focus of this study.

Web as a PR tool   

For public relations efforts, the Web is a cheap, efficient tool with a vast reach. Web pages employ interactive features to collect and distribute information, monitor public opinion, engage in direct dialogue, and communicate with journalists (Esrock & Leichty, 1998, Ha & Pratt, 2000, Hearit, 1999).

The general consensus in the employment of the Web as a public relations tool implies that for-profit organisations are less likely to exploit its full potential. Scholars have found that few for-profit organisations optimise their communications on the Web. Two separate studies revealed that both public relations practitioners and management had a low priority of the Web as a communication tool, placing it on a “B-list” in regards to other “more pertinent” communication functions (Ha & Pratt, 2000, Hill & White, 2000). The reason for this was not attitude but lack of time and conflicting priorities within the organisation (Hill & White, 2000). The studies also revealed that public relations on the web was perceived to be very efficient but did not replace other tools. Furthermore, evaluation of its effectiveness was of low priority (Hill & White, 2000, Ha & Pratt, 2000). 

According to Hill and White (2000), a website is an increasingly adopted public relations tool providing information to both internal and external publics. Although for-profit organisations see the advantages of the Web, “not many organisations employ their sites effectively as part of their public relations program (Ha and Pratt, 2000).

There is scarce evidence of research of activist organisations’ use of the Web for public relations. However, it is possible to make general assumptions based on journal articles touching the issue.

One assumption is that activist groups, more than for-profit organisations, use the Web more frequently in their communication efforts. Activists use the Web to build networks and partnerships that travel across boarders and cultures (Featherstone, 1999, Geggie & Fairholm, 1998). 

In order to get a picture of how activist use the Web in a strategic matter, one can look at the successful “public relations coup” by activists during the World Trade Organisation conference in Seattle (Public Relations Management Ltd., 1999). Combining the Web with organisational structures and networks, the anti-globalisation movement created one of the largest, most successful media events in recent history (Public Relations Management Ltd., 1999).

Need for study

The study of public relations and communication behaviour in activist organisations has not been prioritised amongst public relations and communications researchers. As activist/lifeworld organisations form and develop under different circumstances and have different objectives than for-profit/system organisations (Grunig, 1997, Cutlip et al., 2000, Smith & Ferguson, 2001, Leitch & Neilson, 1997), there is a need to study the use of public relations within the right context.

J. Grunig and L. Grunig (1997) argued that they have not focused on activist tactics in their work because they have not been convinced “that activists ‘do’ public relations any differently from how other practitioners do it”. Smith and Ferguson (2001) however, disagree with this assumption, suggesting the need to test the use of public relations practices in activist organisations (p. 299). Leitch and Nielson’s (1997) description of activist organisations as lifeworld organisations also suggest that activist organisations will a priori use public relations for different purposes than system organisations. Furthermore, Smith and Ferguson (2001) highlight the need to further establish the use of internal public relations and communication tactics to maintain activist organisations (p. 299). Additionally, they suggest testing assumptions of activist communication behaviour in the external environment.  

This study has attempted to fill the gap in public relations research by looking at activist organisations as a lifeworld organisation and studying their use of public relations. Consequently, the level of strategic communication has been analysed internally and externally. Additionally, the World Wide Web, how it effects the organisations, and how it is utilised in their communication efforts, have been studied.

METHODOLOGY
Qualitative research, in the form of in-depth interviews, was conducted to gain an understanding of the sample organisations’ use of public relations, strategies, tactics, and the Web. Additionally, a descriptive analysis of the sample organisations’ websites was conducted to ensure a more valid result of web communication. A grounded theory approach is well suited for the study of organisational communication behaviour: as little previous actual knowledge is identified and the nature of the research questions calls for an exploratory and descriptive focus. Furthermore, grounded theory allows for an intimate relationship with the data, and accepts that the researcher is fully aware of herself as an instrument in the process (Strauss, 1987, p. 6).

As part of the qualitative study the interview questions were guided by the data collected from the literature review, and data collected prior to the actual interviews. The interviews were also allowed to take their own course, in order to get new information and ensure objective collection of data.

Sampling process

The sample incorporated four organisations selected though a non-probability sampling process. Due to the small sample size, representativeness was an issue. Hence a purposive sampling was conducted where the organisations were chosen based on a certain set of criteria thought to be relevant to the research topic (Sarantakos, 1993). The Internet was initially used to identify activist organisations that were large in size, were nationally based, and had a well established and interactive website.
  The criteria for the interview subjects were based on a high level of responsibility within the organisation. After the initial sample selection the interviewees were contacted by phone, and interviews were arranged. While four interviews were executed, three of the interviews were used for the analysis.  The additional interview was completed as a precaution lest one interview was not successful. All four interviews were recorded and transcribed verbatim for analysis. The fourth interview was discredited as this interview was conducted in a noisy environment and the participant was very unfocused.  

Description of participants and organisation

Tables have been used for the description of the interview participants (table 1.1) and for the sample organisations (table 1.2). 

Table 1.1.  Description of the Interview Participants.

	Description of Interview Participants

	Job title
	Function within the organisation

	Campaign Coordinator.
	To coordinate and planning campaigns, media relations, member relations, e-mail.

  

	No title, but a very active volunteer 

partaking in the daily activities 

of the organisation.
	To plan and execute campaigns, coordinate meetings, communicate with internal members, publications.



	Executive Director Assistant.
	As ‘second in command’, this person covers a variety of functions. Newsletters production, publications, to liase with member organisations, e-mail communication, advertising, fundraising and responsible for certain campaigns.


Table 1.2. Description of the sample organisations.

	Description of organisations

	Sample 
	Structure
	Funding

	A well established environmental organisation: 


	Established 1976.

National; “Branches in every state and some regional. Each branch autonomous”.

“Centralised decision making structure at administrative, campaign, and fundraising level”. 

Full-time staff in all important functions.


	Membership fees, fundraising, and major donors.

“We do not take corporate or government funding”.



	A well established political youth organisation:


	Established 1970s.

National; “Branches in all capital cities and some regional”. 

Centralised structure, ability to do autonomous campaigning.

No full-time staff – volunteers only.


	Membership fees, member donation, and fundraising.

No government funding.



	A well established umbrella organisation: 


	Established 1980.

National and International “An umbrella group with 40 member societies in Australia and New Zealand”.

One full- time and two part-time staff at the main office. Several full time staff with all the branches combined.
	Membership fees, donations, and fundraising.

“…get a small government grant every year”.


Analysis

An inductive development of conceptualisations grounded in the collected data was employed to the preliminary data analysis. Additionally, field notes, memos, occurring ideas and evolving themes were incorporated in the analysis. 

The transcripts were first analysed by using open coding, looking for emerging themes and categories (Neumann, 1997). Simultaneously, field notes, and other data were carefully read looking for critical terms, key elements and themes. Due to the small sample, the open coding process gradually evolved into axial coding through intuitive connections between themes.

The descriptive website analysis was conducted by physically going to the sample websites exploring the content and structure.

After the initial axial coding and the descriptive website analysis, the selective coding process enabled the researcher to look selectively for cases that illustrated themes (Neumann, 1997). Evolving from this, comparisons and contrasts were made of the data. 

Limitations

Grounded theory incorporates the researcher as a tool in the research process. Thus, criticism of the method questions the subjectivity and the level of validity of the findings (Sarantakos, 1993, p. 14).  

Due to the small sample size, generalisations concerning the use of public relations, strategies, tactics, and the use of the Web in activist organisations cannot exceed the sample group. Nonetheless, assumptions regarding public relations in activist organisations can still be made.

According to Strauss (1987) the coding process is the most difficult operation for inexperienced researchers to master and comprehend (Neumann, 1997, p. 422). Hence, it is necessary to consider the inexperience of the researcher while reading the results from the analysis.

FINDINGS AND DISCUSSION

In describing the results, data collected from the interviews and the website analysis were merged. 

The findings and discussion were divided into two components. The first part focused on how strategic the organisations were at internal communications relations. The second part focusing on the communication strategies utilised in the external environment.     

1. Communication strategies used to maintain the organisation 

Communication strategies for internal purposes

Sustaining the organisations is an objective in order to facilitate the external problems identified by the activists. Organisational sustainability was dealt with through incorporating a variety of internal communication strategies. Analysis revealed that the organisations encompassed different communication strategies depending on the members’ level of involvement. 

A communication strategy detected in all organisations was a largely one-way information distribution targeting all members. This strategy focused on distribution of campaign information, campaign updates, notification of events, fundraising, and general organisational information. Communication tactics employed to reach the members were newsletters, magazines, journals, e-mail lists, and posting information on the website.

A different communication strategy was employed for the more active members and was mainly based on two-way communication.  The strategy encouraged members to partake in the discussions, come up with ideas, and organise of events. Communication tactics were weekly meetings, phone, and e-mail. The communication actions were illustrated through statements such as; 


“We have weekly meetings with our most active members”.

“ [The internal communication] depends on the activity of the members. The regulars, …the ones who come regularly to meetings, we communicate with more through the phone.”


The umbrella organisation did not meet face-to-face with their member groups as often as every week, but did meet several times a year.  

Communication strategies for ad hoc issues were also detected. The analysis however revealed that the organisations had dissimilar internal communication strategies for dealing with these situations.  One participant expressed it like this:

“Most of our communication goes through our magazine and newsletter, […] on occasions we send out letters, but for urgent issues we use the phone and e-mail.”

Another participant expressed communication strategy where the tactic was utilisation of e-mail:

“For ad hoc situations we have a large amount of members and contact who doesn’t come to our weekly meetings but will come to the actions we call.”

E-mail lists were valued and employed by the organisations.
 On-line discussion groups however, were not prioritised as direct communication; phone and face-to-face were the preferred media for this type of communication.

Communication strategies for recruitment

Activist organisations depend on large member bases, supporters, and donors to facilitate organisational objectives. In the course of the study, a range of recruitment behaviours, strategies, and tactics emerged. 

The environmental and youth organisations were found to be more proactive than the umbrella organisation in recruitment activities. Although all the organisations used the website as a means of promoting the organisation for prospective members, the two proactive organisations also recruited people on the street. One participant explained it like this:

“Most people are recruited though our [canvassing] programs which is either our street program or door knocking program.”

The youth organisation seemingly had a more indirect approach to recruitment using the opportunity to recruit while promoting different campaigns on the streets. The participant expressed it this way:

“[During] campaigns, at stalls on the street, and [while] calling different action, we not only encourage people to come the actions, but also to become more involved in the organisation.”

Additionally, all the organisations employed indirect recruitment strategies, using web pages and distributing newspapers, magazines, and journals on the street. These ideas are expressed in the statements:

“… the website and through the newspaper we try to get people interested, learn more about us, and get involved.”

“We get e-mails out of the blue, via our website…”

The Web as a means to communicate for organisational sustainability

Analysis of interviews and web sites found the organisations relying heavily on the website as a cheap tool for internal communication and information distribution. E-mail and the Internet were additional tools of communication, and electronic newsletters were widely used.

The organisations websites all focused heavily on communication with members, supporters, and general recruitment. The main focus seemed to be maintenance of the organisation with functions like: “join us”, “donate”, and “become a volunteer” situated on all the pages when surfing within the organisations sites. There were some differences in focus related to the different organisations. The umbrella organisation had a “bequest” function focusing more on the fundraising element, whilst the youth organisation had information on “how to set up your own branch” and “get out in the street and get active”. All the organisations were very informational in regards to current and past “campaigns”, “successes”, “facts”, “recourses”, “action”, and “about us”.
  Additionally, they posted references to educational material such as books and articles related to the organisations focus.

The consensus among the participants was the Web enabled the organisations growth, communication with a larger audience, and efficiency at a low cost. One participant reflected this advantage well, stating that:

“It [the Internet] is definitely a fantastic way of disseminating information cheaply, and it has helped groups like us in a lot of ways. It’s cheaper for us to communicate with a much larger audience.” 

Another participant stated:

“It’s made it easier to reach ‘those further out’ members that we wouldn’t have had the time or resources to ring.”

Public relations for internal communication

For internal communication purposes three of the public relations models were used in all the organisations: the public information, the two-way asymmetrical, and the two-way symmetrical model. 

In communicating with members and supporters in general, the public information model was the most frequent, communicating information about the organisation, events, and campaigns.

The two-way asymmetrical model was used for recruitment purposes, but also, especially in the umbrella organisation’s case, to communicate with member organisations.  

Additionally, the two-way symmetrical model was utilised in communicating with the more active members allowing immediate feedback and response.

1.1 Discussion

Findings from the internal communication behaviour reveal the sample organisations utilising similar communication efforts. They all had highly structured and diverse communication strategies tailored to different types of members in order to maximise the success of maintaining the organisation with few resources. One discrepancy however, was the youth and the environmental organisations being more proactive in meeting with active members face-to-face than the umbrella organisation.

A plausible explanation for these findings is that the more dependent the organisations are on their members for funding, support, and expertise, the more strategic and advanced are they in their internal communications efforts. This is in line with Smith and Ferguson (2001) who note that activist organisations’ choice of strategy depends on organisational recourses such as memberships, money, and expertise.   

The research also found the sample organisations being highly involved in recruitment through all their communication outlets. As part of the recruitment process they simultaneously promoted the organisation and current campaigns in order to educate, and involve people with various issues generating financial and symbolic support.  Additionally the youth and the environmental organisations employed proactive street strategies in order to recruit and educate. The umbrella organisation did not engage in this strategy, relying more on their member organisations to generate members and support.    

These findings suggest that although activist organisations recruit members to generate financial and human resources in order to gain support, they simultaneously communicate with publics who are unaware of the organisation and its objectives. Consequently activist organisations communicate with and involve inactive publics. Thus this finding supports Hallahan’s (2000) two assumptions contesting the general paradigm of publics made by most public relations scholars. Firstly, the findings support the notion that communication with inactive publics does not necessarily involve conflict. Secondly, they confirm that communication with inactive publics effects the organisation positively.
 

The organisations’ use of the Web for internal purposes had greatly enabled the organisations’ communication efforts, allowing them to facilitate a communication level unattainable in the pre-web era because of limited resources. This finding is important as it shows activist organisations utilising the Web to facilitate the maintenance and growth of the organisation. Furthermore, the organisations all used the Web extensively for communication between the organisation and its internal publics.

In summary, the activist organisations used several strategies depending on level of members’ involvement. Implicitly this means they have assessed, if not properly researched, the different types of member in order to select strategies.  Because of activist organisations’ limited resources, they are highly dependent on retaining their members’ expertise, financial and symbolic support. They also continuously need to recruit new members. Consequently, activist organisations are strategic in their internal communication efforts using several public relations models such as the public information model, the two-way asymmetrical and symmetrical model. It is therefore reasonable to say that activist organisations are fairly advanced in their internal public relations efforts.  

2. Communication strategies facilitating organisational objective 

Coalitions with other organisations 

The study found a high level of corporation, networking, and coalitions between the respective organisations and activist groups with similar objectives. 

“There is a high level of cooperation between environmental groups in Australia. With the larger more well known organisations….[we] coordinate our media and campaign work quite closely.”

Cooperation was also worldwide, enabling international collaboration on campaigns and exchange of information. Hyperlinks to other organisations situated on the subjects websites also suggest the strength of these coalitions.

“We work very closely with Indonesia and with other socialist groups around the world. [It is] important for us to build collaboration and communicate with them.”

“We communicate and keep in contact with international groups …. We have had to work quite extensively with UK groups on their Kangaroo campaigns. That has helped us with our campaigns here in Australia as well.”

The respondents did not see competition with other organisations as an issue. One respondent stated:

“We don’t have any competition with other organisations, we work in cooperation. I think if it was a business it would be different … Our aim is not to earn money… our aim is animal welfare and as other animal groups have the same objective, it’s better to work together.”

The Web had caused a proliferation of coalitions and co-work between the respective organisations and the international ones. The reasons stated were that the Web is a cheaper and more rapid way of communicating with organisations abroad. The most common tool for communicating with these groups was e-mail.

Strategic level of communication in the external environment   

Despite the organisations being well established, the analysis found that the strategic level and the communication objectives of the organisations varied. The environmental and the umbrella organisation were similar in their strategies regarding willingness to communicate with the pressured institutions, lobby government for changes in policies, and media relations in order to reach their objectives. In contrast the youth organisation had a strained relationship towards the media, and was unwilling to communicate with the pressured institutions, and unwilling to compromise. The respondent mirrored the attitude in this statement:

“[A large multinational] actually sent us a letter regarding our protests, wanting to negotiate, but we sent the letter back saying ‘well you know what we want, we’re not negotiating on it.”

Additionally, this organisation was less varied in campaign strategies, focusing mainly on demonstrations and mass actions. 

The study found all the organisations to incorporate both long-term, and short-term objectives. There were however varieties in the rigour of the objectives, especially within the youth organisation.

None of the organisations were found to have a strategic plan. However, in order to achieve the objectives however, the strategic planning process of the umbrella organisation seemed the most advanced. The environmental organisation also employed a high level of strategic preparation, while the youth organisation showed little evidence of rational strategic planning.

The analysis revealed the umbrella organisation and the environmental organisation both doing research before planning campaign strategies. One respondent reflected the level of strategy through this statement:

“We do a lot of research. … The research process depends on the issue, …we look at current legislations, send out surveys, contact overseas groups to find out what they have done on similar issues, and information they can provide. … When the research is done, we create a report outlining what the problem is, why there’s a problem, what’s being done, what we can do, and take it from there.”

Furthermore, the two organisations utilised a range of strategies and tactics to facilitate the objectives most efficiently. The strategies and tactics ranged from: communicating with the pressured institution without involving the media or the public, lobbying, targeting shareholders, direct action, going public and “inflict pain and shame”, or generating public support on particular issue.
 

In contrast, the youth organisations’ range of strategies was less flexible with an objective to basically get as much publicity as possible no matter the issue. Their tactics were also less varied, focusing primarily on mass action, direct action, and getting attention through mass mobilisation.  

“We don’t particularly see the importance in sending letters and try to meet with these people, …that’s not the way we’re going to change society. The way we’ll change society is by actually mobilising people against them and forcing them to do it.” 

Moreover, the level of strategy was based on educated guesses, quasi research, and strategic planning engaging in discussions assessing the strategy for different issues, looking at general trends, and past experience. The level of research however was low. 

Relationship with the media and media strategy

The analysis revealed a great diversity in the respective organisations’ relationship with the media, perception of the media, and use of media strategies.
 

The environmental and umbrella organisation equally had a good relationship with the media and were frequently being contacted by journalists for stories. They distributed media releases regularly, and communicated with journalists on a frequent basis suggesting use of interpersonal relationships and connections to facilitate communication. The website analysis revealed that both organisations posted media releases on their websites, enabling journalists and other interested parties to retrieve the information. Additionally, they placed contact details on the individual release, enabling journalists to make further enquiries. 

The environmental organisation however, had a more mature relationship with journalists, reflected in this statement:

“We produce news releases and contact them [journalists], but we also have a very good, well established network of media that we work through.” 

In contrast, the youth organisation expressed negative attitudes towards the media, implicitly reflecting their relationship with this institution. Although the respondent perceived the publicity as mainly negative, they still engaged in activities trying to get their message through journalists by distributing news releases. There was however no indication of the organisation employing a media strategy or using internal relationships and connections to facilitate communication. Any media coverage, positive or negative, was the objective. The goal was generating organisational and campaign support to facilitate a mass movement.

The umbrella organisation also lacked a strategy for conveying messages in the media. As their strategy was mainly to work behind the scene, they mostly relied on journalists contacting them. In contrast, the environment organisation had the most sophisticated and diverse strategies in order to maximise positive publicity.  Being portrayed in all media outlets was a general aim, but portraying the organisation in “the cheesy magazines” through features, was also a goal.

The application of the World Wide Web in campaign work

The general consensus was the Web is a significant enabler of campaign work. Nevertheless, although some new functions had appeared, in most cases the Web had not replaced any other communication function, but was seen as a welcomed addition. 

Websites were found to facilitate campaigns. The organisations’ web pages were all highly informational incorporating content about individual campaigns, facts, what to do, and who to target. Knowing the advantages of a good web page, all sample organisations were in the process of continuously restructuring and renewing their web pages. Although the websites were of high standard, the participants all referred to a lack of resources holding back the aspired website. Creating a good website however, was a priority.

The Web also enabled efficiency in campaign work through functions like downloadable leaflets and slogans for members to retrieve, as well as encouraging virtual petitions and e-mail letter campaigns.

The websites also had functions of retrievable information resources. The organisations had referred publications listed, and research and conference papers relating to campaigns. 

None of the organisations contacted journalists through e-mail based on the fact that it was not effective. The two organisations with a good media relationship stated that feedback from journalists had indicated this type of communication was not of value, as journalists seldom read these e-mails.

“We discussed it and asked some journalists, but they said don’t bother, a piece of paper on the desk will work better.”

Regarding the new opportunities of the Web, the environmental organisation was the only one to utilise the ability the Web offered. The organisation, when doing something provocative, created a new website distancing it from the organisations name. In case of legal repercussions, some of these websites were situated outside the country. The participant expressed the success of this strategy like this:

“One website has been very successful … in fact the government has set up a website to counteract [ours].”

Public relations in the external environment

All the organisations were found employ to more than one public relations model. The youth organisation seemed to be the least excellent in their communication efforts only using the press/agentry and the public information models. Although using quasi-strategic planning they did not do enough research on order to do excellent communication. Moreover, being negative towards communication with the opposition and refusing to compromise on demands, initiate dialogue, collaboration or advocacy undermined in their public relations effort.  

The two remaining organisations applied all the four models depending on what best served the objective. They also based their strategies on research, and had a high level of dialogue, collaboration, and advocacy in order to better facilitate their objectives. The environmental organisation was the most excellent by employing the most varied communication strategies, and utilising all the models more frequently than the umbrella organisation. The umbrella organisation mostly focused on utilising interpersonal relationships and connections to facilitate their objectives, very often bypassing the media all together. 

2.1 Discussion

The research revealed a high level of cooperation between the sample organisations and other activist organisations. Again, this use of synergy can be explained as a result of activist organisations limited resources. Another variable can be that activist organisations are more strategic than previously assumed, in that they are willing to look past competitive aspects such as competing for funding, members, and support in order to reach their overall objective. Surprisingly, Smith and Ferguson (2001) notion that activist organisations a priori compete with other activist organisations, was not an issue for the sample organisations, further strengthening the idea of activists being strategic in order to reach their overall objectives.

The Web had definitely impacted on the proliferation of coalitions and co-work with other activist organisations, both nationally and internationally. This strengthens the assumption that the Web is a liberating tool in the effort to reach organisational and campaign objectives.

In contrast to the similarities in the organisations’ internal communication efforts, and despite organisations each having more than 20 years experience, the level of strategic communication and planning was more demarcated in the organisations external environment. The umbrella and the environmental organisations, despite small discrepancies, were similar by both incorporating a high level of research before selecting between a variety of communication strategies. Furthermore, if appropriate, they engaged in dialogue, collaboration, and advocacy in order to facilitate objectives. They were also excellent in using interpersonal relationships and connections to facilitate communication. Consequently, based on J. Grunig’s (2001) theory of public relations and the underlying variables, these organisations were excellent in their public relations efforts. The youth organisation on the other hand, did not meet the criteria of good public relations practice. It had a low level of research for its communication strategies, it did not engage in dialogue, collaboration, or advocacy as a means to facilitate objectives, and did not lobby, or use interpersonal relationships and connections in its media efforts.

There are several plausible explanations for the demarcation. Firstly, a high level of volunteers in an organisation might lead to a high turnover, which in turn might affect the organisations’ ability to keep knowledge and experience within the organisation. Secondly, political ideology and the emotional level of engagement of the organisations’ members might affect the ability to work with perceived authorities and opponents, and willingness to compromise on demands. Thirdly, dependence on financial resources might affect the organisations’ willingness to compromise. It may enhance the ability to work behind the scenes in order to more efficiently reach the objective not depending on the media and public support. An organisation receiving a government grant might behave differently to an organisation dependent purely on its own efforts. This assumption however, does not mean that organisations less dependent on public support are more strategic in reaching their objectives.
 

Looking at these variables, combined with J. Grunig’s (2001) “maintenance strategies used on public relations practices”, it is possible to link activist organisations level of strategic communication and use of public relations to maturity. Seen in this perspective, an organisation such as the youth organisation, experiencing high turnover and being highly ideologically and emotionally involved, might be less mature in their communication, and therefore less excellent in using public relations.  

Furthermore, the maturity of activist organisations might support Smith and Ferguson’s (2001) assumption that although visible tactics gain attention to activists, the most fruitful results are likely to be accomplished through negotiation and communication between activists and the pressured organisation. Again this is linked to strategy and the organisations’ level of dialogue and collaboration. The maturity factor might also explain the contradiction represented by different studies that while some activist groups enjoy a lot of media access, others are more reluctant to use media. Considering the factors affecting maturity positively, activist organisations with a high level of maturity might enjoy a good media relationship and the ability to be positively portrayed by the media. This might also be linked to the organisations level of public relations and its ability to use interpersonal relationships and connections. In contrast, activist organisations with less maturity might be less likely to engage with the media and use connections, consequently experience less control of their portrayal.  

Findings from the organisations’ use of the Web in campaign efforts supports Downes’ (1999) statement that activist use the Web as a tool to post messages, coordinate campaigns and spread information. The organisations did not however use the Web for radical web based activities. This strengthens the idea of a separation between purely net-based activists and activist organisations using the web as an additional tool for efficiency. These findings support Wray’s (1999) and Meisner’s (2000) assumptions that the Web is hybridised with actions on the street, the traditional structure facilitating mobilisation, while the Web enables cheap and efficient communication magnifying the power. 

It is however important to establish why the two types of activism exist. A plausible explanation for this current segregation might be that established activist organisations have limited financial and human resources. In turn, this might affect their aspiration to fully utilise the new medium.  The study did find tendencies of organisations starting to blur the boarders between Web activities as support functions and web activities taking on a life of their own. Hence, as activist organisations generate more human resources and maturing in their use of the Web, it is plausible to assume they might engage in more Web based activism in the future.

CONCLUSION AND FURTHER RESEARCH 

Implications

As this is a small study, generalising the findings to include other activist organisations will not be valid. Consequently, more research needs to be conducted in order to enable generalisation of public relations behaviour in activist organisations. However, as some of the findings in this study are backed by related studies and assumptions made by experienced researchers, the findings are trustworthy. Furthermore, as new findings were logically developed from accepted theories, conclusions made by the researcher should also be reliable. 

Conclusion and further research

Several themes and questions arose from the research, resulting in a need to explore and add to the body of knowledge.

The study found that activist organisations, despite being diverse in the level of excellent public relations in the external environment, were all generally good communicators in their internal public relations efforts. It would be interesting to further research the reasons for the occurrence of this similarity.   

Furthermore, the Web was found to greatly enable internal communication and to facilitate efficiency in communicating with more members as well as provide options for both one-way and two-way communication. Although e-mail lists were used extensively, surprisingly the organisations did not favour newsgroups or electronic discussion groups.  Further research would have to be done in order to thoroughly establish the reason for this choice.

Despite limited resources, activist organisations can be excellent communicators in reaching their objective in the external environment. However, the organisations ability to produce excellent communication is dependent on the level of maturity. In other words, mature activist organisations are more likely to engage in excellent communication than less mature organisations. Although this seems to be a plausible finding, more research is needed to establish: what are the variables making an activist organisation mature, why some activist organisations are more mature than others, and if mature activist organisations are necessarily better communicators and more excellent in their public relations effort than less mature organisations.

Addressing activist organisations’ use of the Web, it is established that they had profited greatly through involving more publics, increased and intensified relationships and networks with other activist groups making them stronger and more efficient in reaching organisational objectives. Despite the Web being a great enabler, it was still mostly used as a support for established communication functions. As knowledge and experience with this new medium evolves, they are more likely to engage in more purely Web based activities. However, further research testing this assumption is needed.  In addition, if activist organisations are starting to blur the boarders between purely Web-based activism and its use as a support function, it would be interesting to explore the consequences this will have for for-profit organisations.

BIBLIOGRAPHY

Cutlip, S. M., Center, A. H. and Broom, G. M. (2000) Effective Public Relations, Prentice Hall, New Jersey.

DeConde, A. (1971) Student Activism; Town and Gown in Historical Perspective, Scribners, New York.

Deegan, D. (2001) Managing Activism; A guide to dealing with activists and pressure groups, Kogan Page Limited, London.

Dery, M. (1999) Culture Jamming: Hacking, Slashing and Sniping in the Empire of Signs, The Pyrotechnic Insanatarium, http:/www.levity.com/markdery/culturejam.html, 15.05.01 

Downes, S. (1999) Hacking Memes, First Monday, Peer Reviewed Journal on the Internet, http://firstmonday.org/issues/issue4_10/downes/index.html, 16.05.01 

Esrock, S. L. and Leichty, G. B. (1998) Social Responsibility and Corporate  Web Pages: 

Self- Presentation or Agenda-Setting, Public Relations Review, 24, 305-319.

Featherstone, L. (1999) Hot -Wiring Schools: student activists across the country experiment with organizing by Internet (student organizations and the Internet), The Nation, Vol. 268, pp. 15.

Geggie, L.and Fairholm, J. (1998) Times they are a' changin'; a new wave of youth activism promises a broader approach to social change, Alternatives Journal, 24, 10.

Grunig, J. E. (1997) In Public Relations Research: An International Perspective (Eds, 

Moss, D., MacManus, T. and Vercic, D.) International Thomson Business Press, London, pp. 3-48.

Grunig, J. E. (2001) In Handbook of Public Relations (Ed, Heath, R. L.) Sage Publications, London, pp. 11-30.

Grunig, J. E. and Hunt, T. (1984) Managing Public Relations, Holt, Rineheart & Winston, College Publishing, New York.

Grunig, L. A. (1989) In Monographs in Environmental Education and Environmental Studies, Environmental Activism Revisited: The Changing Nature of Communication Through Organizational Public Relations, Special Interest Groups and the Mass Media, Vol. 5 (Ed, Grunig, L. A.) The North American Association for Environmental Education, Troy, Ohio, pp. 83-124.

Grunig, L. A. (1992) In Excellence in Public Relations and Communication Management (Ed, Grunig, J. E.) Lawrence Erlbaum Associates, Hillsdale, New Jersey, pp. 503-530.

Ha, L. and Pratt, C. (2000) The real state of public relations on the World Wide Web, Public Relations Strategist, 6, 30-33.

Hallahan, K. (2000) Inactive Publics: The forgotten Publics in Public Relations, Public Relations Review, 26, 499-515.

Hearit, K. M. (1999) Newsgroups, Activist Publics, and Corporate Apologia: The Case of 

Intel and Its Pentium Chip, Public Relations Review, 25, 291-308.

Heath, R. L. (Ed.) (1997) Consumerism: Advocacy in the Interest of Consumers, Quorum Books, Westport, Connecticut.

Hill, L. N. and White, C. (2000) Public Relations Practitioners' Perception of the World Wide Web as a Communications Tool, Public Relations Review, 26, 31-51.

Lasn, K. (1999) Culture Jam; The Uncooling of America TM., William Morrow and Company, New York.

Leitch, S.and Neilson, D. (1997) Reframing public relations: New directions for theory and practice, Australian Journal of Communication, 24, 17-32.

Massing, M. (2001) From Protest to Program (anti-globalization movement), The American Prospect, 12, 2.

Meisner, M. (2000) e-Activism, Alternatives Journal, 26, 34+.

Neumann, L. W. (1997) Social Research Methods; Qualitative and Quantitative Approaches, Allyn & Bacon, Boston.

Public Relations Management Ltd. (1999) PR lessons from the Battle in Seattle: An introduction to how the Internet has fundamentally changed PR, www.epublicrelations.org, 25.07.01
Sarantakos, S. (1993) Social Research, Macmillan Education Austrailia Ltd., Melbourne.

Schaible, B. W. 2001 The PR Network, webmaster@theprnetwork.com,27.07.01 

Smith, M. F. and Ferguson, D. P. (2001) In Handbook of Public Relations (Ed, Heath, R. 

L.) Sage Publications, London, pp. 291-320.

Strauss, A. L. (1987) Qualitative Analysis For Social Scientists, Cambridge University Press, Cambridge.

Wallace, B. and Hulme, G. V. (2000) Beware Cyber Attacks - U.S. Companies Are Becoming Targets of Political Activists who Know How to Hack, Information Week, Nov. 13, pp. 22-.

Wray, S. (1999) On electronic civil disobedience, Peace Review, 11, 107-111.

� In contrast to the approach of corporate organisations, this thesis takes the viewpoint that activist organisations are autonomous.


� The definition of public relations is a general definition drawing on Cutlip et. al., (2000)  definition of public relations p. 6.


� For more detailed information about the other perspectives, see Smith and Ferguson chapter on Activism in Public Relations Handbook, 2001, pp 291-294.


� The largest study in the history of Public Relations commissioned by the International Association of Business Communicators (IABC) in 1985, studying the characteristics of excellent public relations communication over several years. See Grunig J. (Ed) (1992), Excellence in Public Relations and Communication Management, Lawrence Erlbaum, New Jersey. 


� Or symmetry and asymmetry


� The focus on this study is how strategic activist organisations are at utilising public relations, the element of ethics is therefore left out as this needs further clarification and explanations as ethical behaviour on activist organisations have not previously been studied.  


� If however, this evolves towards the lifeworld incorporating system qualities itself, the lifeworld organisation might become a mixed organisation (p .29).


� For the purpose of this study new technology will be understood as the World Wide Web, incorporating the Internet, e-mail, and websites. 





� National means organisations with offices based in more than three states.


� One of the organisations was in the process of launching their e-mail list at the time of the interview, and will be up and running at the time of writing.


�  “about us” incorporates information about the organisation, what they stand for (mission), structure, where they are based, and contact details. 


� The umbrella organisation receives a small government grant. 


� It is important to mention that Hallahan made these assumptions based on the public relations theories evolved for for-profit organisations. Activist organisations as lifeworld organisations will necessarily exercise public relations based on different variables than for-profit and might not be translated to the actions of for-profit organisations. The findings are however important as they prove activist organisations to be good communicators based on their dependence in maintaining the organisation in order to reach the organisational objectives.


� Although the umbrella organisation in itself did not engage in direct actions such as demonstrations, their member organisations however did. Consequently, as the campaigns were planned collectively, the synergy of the partnerships implicitly gives the umbrella organisation the advantages of direct actions.  


� The media was understood as print, television, and radio.


� In this study the environmental organisation (not receiving a government grant) was the most sophisticated utilising a variety of strategies. 





PAGE  
2

