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Summary

The issue of the image of any university in the eyes of public opinion is becoming cru-
cially important, given, for instance, population decline. Regardless of the condition
of the media in Poland, as well as the skills and intentions of journalists, care has to
be taken to create positive relations with journalistic circles.

In the opinion of the AMU authorities and the academic community the Adam Mickie-
wicz University needs a media strategy. Such guidelines would allow the University to
develop certain procedures and unify activities, thus allowing it to apply model modes
of conduct depending on the topic raised by journalists or the situation. The media
strategy should be designed by an expert team, with detailed knowledge of AMU, and
at the same time aware of how the mass media work. This media strategy should then
be implemented by PO workers.

Key words: public opinion, higher education institutions media strategy, higher edu-
cation institution s relations with journalists

Adam Mickiewicz University in Poznan (AMU) is apolitical. This
does not mean, however, that it does not run its own policy addressed
at its environment. AMU takes advantage of its autonomy and has
a clear impact on the social life in the region and nationally. These
activities cannot be identified with supporting any political groups in
Poland. The core of AMU’s activities consists in running research and
education.! The university is a part of the environment, though, and
it collaborates with other institutions and business entities in order
to improve its own condition (both intellectual and economic). One

1«

(...) Being aware of its responsibilities arising from rich tradition, the Uni-
versity conducts academic research in the fields of the natural and exact sciences,
humanities and social science (...).” Cf. Strategia rozwoju Uniwersytetu im. Adama
Mickiewicza w Poznaniu na lata 2009-2019. Misja, wizja, cele strategiczne i opera-

cyjne, p. 2.
53



Issue 6. 2015

of the elements that shapes relations with the outside is media rela-
tions.

It is said for a reason that the media are the fourth estate in Poland.
They frequently act as partners in discussions with academic circles. In-
creasingly often, academic authorities (rectors, chancellors and deans),
either by means of university departments or designated workers, answer
journalists’ questions and send announcements to them in order to inform
society of certain events. By this token they try to shape (enhance) the
positive image of their university in the public’s eyes. As the mass media
are becoming the main tool of providing information about certain issues,
one might risk the statement that “what the media cover exists and what
they do not cover — does not exist” in social awareness. It is therefore the
University’s task to shape media policy in this respect.

The unit in charge of contacts with journalists at Adam Mickiewicz
University in Poznan is the AMU Press Office (PO), established by virtue
of a regulation by the Rector, Professor B. Marciniak in 2010.? Currently,’
there are four employees (three employed under contracts for work and
one receiving special duty allowance) in the PO headed by a Press Of-
ficer (Rzecznik Prasowy). The many tasks of the Press Office include,
among other things, communicating with the press, answering journalists’
questions, positioning University experts in the media, winning media
patronage (with the Rector’s approval) and ongoing monitoring of the
press. The workers of the PO operate on the basis of internal and external
procedures.*

The Press Office is an administrative unit of AMU, yet it reports di-
rectly to the Rector. On the basis of decisions made at Rector’s meetings
(by the Rector and Vice-Rectors) and at Collegia of Rectors and Deans,
PO workers receive information they are obliged to convey to journalists
(to the wider environment) and data they should have in order to answer
potential questions by journalists. The role of this organisational unit is
thus not limited to that of a conveyor belt between AMU and media edi-
tors, but also involves shaping the University’s image in the mass media
and using their assistance for this purpose.

2 Zarzqdzenie Nr 200/2010/2011 Rektora Uniwersytetu im. Adama Mickiewicza
w Poznaniu z dnia 15 grudnia 2010 r. w sprawie zmian organizacyjnych w adminis-
tracji centralnej — utworzenie Biura Prasowego.

3 As of 30 September 2015.

4 The procedures for the AMU PO have been developed by the AMU Press
Officer.
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Survey

In June and July 2015, an empirical survey was conducted at AMU for
the purposes of this paper. The object of this survey was to collect the in-
formation and opinions of the AMU authorities with respect to how AMU
shapes its relations with the media. In order to gather the answers to the
selected questions the research technique of a questionnaire was applied.

The survey covered 27 persons, selected by means of a certain key,
who hold different positions at AMU. Answers were collected from six
Rectors, fifteen Deans,’ five Chancellors® and one Director.” The ques-
tionnaire included 16 closed questions. Several were multiple-choice
questions where more than one answer could be indicated.®

Several questions in the questionnaire concerned the issue of the as-
sessment of knowledge and skills possessed both by journalists and the
respondents themselves. It turned out that when applying the grading scale
of Polish universities (ranging from very good, to good, to satisfactory to
unsatisfactory/fail) the majority of respondents assessed the condition of
the Polish media as satisfactory (15 respondents). They usually gave the
same grade to journalists when assessing their professional preparation
for the job (16 respondents). At the same time, respondents frequently an-
swered ‘no’ to the following question: “Do journalists collaborating with
AMU have sufficient knowledge about the University?” (“yes” — 5 re-
plies, “no” — 18 and “I do not know” — 4). It can therefore be surmised
that in the opinion of AMU authorities, while journalists are in general
sufficiently prepared for their profession, their knowledge about AMU
is below the level of a passing grade (18 out of 27 respondents claimed
that journalists do not have even satisfactory knowledge of AMU). The
respondents’ assessment of their own knowledge of how the media oper-
ate in Poland was usually assessed as good (as many as 16 respondents
said so). Their self-assessments as regards their own collaboration with
journalists tended to be lower, though.

> One representative from every faculty was surveyed.

¢ The terms ‘Rectors, Deans and Chancellors’ are applied here to cover Vice-
Rectors, Vice-Deans and Vice-Chancellors as well.

7 The survey covered the Director of John Paul IT Collegium in Gniezno on ac-
count of this unit having been reorganised and transformed from a branch of the Uni-
versity into an independent institute.

§ On account of the topic of this paper it does not discuss all the results of the
survey.

55



Issue 6. 2015

Graph 1. How do you assess your own collaboration with journalists
in relation to the position you hold at AMU?
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Source: PO internal materials.

The analysis of the survey results could lead to the conclusion that the
reason for the limited relations between AMU and the media might be
journalists’ insufficient knowledge of AMU. In conversation with the Uni-
versity authorities, they admitted that journalists approach issues related
to the University in a superficial manner. Representatives of the media
do not verify their sources of information and frequently base their press
materials on guesswork.’ Their reasoning frequently lacks precision and
explanations, leading to a lack of clarity. On the other hand, the survey
participants indicated the good level of their own knowledge about the
media, but the assessment of their potential in developing relations with
journalists is poorer. So, scholars do not lack information (theoretical

° A majority of the respondents believe that publications that harm the Univer-
sity’s image, based on unverified data are intentional. I do not agree with this. In my
opinion, it is a result of the lack of time and haste in conveying information which pre-
vents journalists from checking their sources. It may also be a consequence of AMU
workers using a hermetic language which the representatives of the mass media do not
understand. On the other hand, even if the language is understandable it still needs to
be translated into colloquial language. It needs to be borne in mind that the materials
developed by mass media are designed for everybody, rather than for an outstanding
expert in a given area. Therefore, journalists often simplify and take mental shortcuts
that are unacceptable in academic standards.
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knowledge) but rather experience in contacts with media representatives
(practical skills). Therefore, it is proposed to organise training in media
relations for managerial staff and design an offer for a course or a post-
graduate programme for candidates interested in this field. Participants
of such courses and programs would learn how to appear in the media,
write rectifications, what needs to be done in order to win media patron-
age, how to solve a crisis situation in an institution using the media, and
so on. It could also be considered whether to develop guidance material,
for instance, in the form of a handbook presenting data and guidelines as
regards relations with the representatives of the mass media.

The image of a given entity, formed with the assistance of the media,
is never a 100% reflection of the actual state. It is true, however, as has
already been said in this paper, that which appears in the media exists,
while that which is absent from the media is absent from public opin-
ion, therefore it does not exist. That is why the questionnaire included
the question: “What is the image of AMU in the media?” which actually
meant whether AMU is present in social awareness, and what image of
AMU is shaped. Out of several options, respondents most often went for
“ambivalent” (12 replies) or “quite positive” (8 respondents).

Graph 2. What is the image of AMU in the media?
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Source: PO internal materials.

It is reassuring that only four respondents claimed that the image of
AMU in the media was negative. Since as many as twelve people indicat-
ed that this image is ambivalent, or in other words, “dual, full of mutual
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contradictions and comprising contradictory elements,”! the question can
be asked: what are the reasons for this state of affairs? Is this a result of
the tabloidisation of the media or the absence of AMU’s cohesive media
policy?

AMU is obviously facing a number of tasks in order to improve its
media image. Who should work on this at the University? Respondents,
when asked about who was responsible for shaping media relations indi-
cated the workers of the Press Office (23 persons) first and foremost, and
later — AMU authorities (19 respondents), workers from the Promotion and
Marketing Department (13 respondents) and faculty staff (5 respondents).
There were no answers “other” or “nobody.” Interestingly, one respond-
ent added his own answer suggesting that everybody is responsible for the
relations with journalists. This is an accurate answer because the behav-
iour of every AMU worker and student influences how the University is
perceived by the environment. If one representative commits reprehensi-
ble acts and the journalists take it up, this type of conduct will always be
associated with this person’s place of work (regardless of whether a given
act was committed on the University’s premises or not). This will change
the way the recipients of the message will perceive the institution. The
task of the workers of the PO will be to try to solve the crisis in the media,
and thereby alleviate the negative impact of the event.

During the survey, respondents also indicated which entities shape
AMU’s media policy in their opinion. In this case, they could choose
more than one answer. AMU authorities (Rectors, Deans and Chancel-
lors) came on par with the workers of Press Office getting 19 answers
each. They were followed by workers from the Promotion and Marketing
Department (7 answers) and faculty staff (2 answers). Two respondents
answered “nobody.”

Shaping the policy of every entity (in all its fields) is the responsibility
of its authorities. Respondents indicated those authorities together with
the workers of the Press Office, though. The reason for that might be their
assumption that the two “leaders in this ranking” permanently collaborate
in the field of media relations. In this setup, AMU authorities present in-
formation and PO workers convey it to the environment. It is, however,
the former who set, or should set trends, whereas the latter implement or
try to implement these trends.

10 “Ambiwalentny” (ambivalent) as defined in Stownik Jezyka Polskiego, http://
sjp.pl/ambiwalentny (last access: 2 October 2015).
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Graph 3. Who creates AMU’s media policy?
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Source: PO internal materials.

Given the above, it is surprising that only two respondents indicated
faculty staff as those who also shape media policy. If general academic
relations were to be translated into the relations inside basic organisa-
tional units (such as faculties) they could be reflected as the collaboration
between the Dean and a faculty worker responsible for media contacts.
The reason for a different state of affairs can be the fact that some facul-
ties do not employ a person whose job description would involve the task
of a faculty press officer.

It was an intention of this survey to also collect data on the assess-
ment of the information flow within AMU. The results turned out to be
unequivocal. Sixteen respondents deemed the information flow to be
satisfactory, nine respondents believed it is not so, while two respond-
ents had no opinion on this topic. With the exception of one person who
replied neither ‘yes’ nor ‘no,’ all respondents agreed that AMU needs
to develop procedures for contacts with journalists. Taking into account
this suggestion by respondents, the AMU Press Office and Press Of-
ficer are going to develop an information package on this topic. This
unit has both internal and external media relations procedures. If these
general operating guidelines for contacting journalists were presented
to the academic community in the form of regulations, or at least train-
ing material it would certainly strengthen the confidence of members of
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the University community in undertaking collaboration with different
representatives of the press.

AMU has a development strategy for 2009-2019. Over several years
the attempts to design a promotional strategy for AMU have been dis-
cussed. There have been no needs expressed so far to develop a media
strategy for the University, though. The respondents were asked whether
they were calling for a media strategy to be developed and implemented
by AMU. There were as many as 23 affirmative answers. The reason for
that is that the University lacks the vision of how to shape relations with
the media in different fields and over the long term. Developing positive
relations with journalists, with the indirect outcome of shaping and/or
strengthening AMU’s good image in the eyes of the public, is not a task
to be performed ad hoc. It is a complex process involving the exchange
of ideas, listening to one another and hearing what the other party has to
say, and on building trust. AMU’s media strategy would certainly assist
this process in procedural terms.

Conclusions

The results of the analysis seem to clearly suggest that the responsibil-
ity for shaping AMU’s media policy should be borne by University Au-
thorities. The ultimate decision with respect to the issues concerning the
entire university in this field should be made by the Rector; in different
faculties — by their respective Deans (upon notifying the Rector), due to
the autonomy of this organisational unit. Therefore, the responsibility for
this matter at the level of faculties has to be borne by Press Officers ap-
pointed by their respective organisational units, or by persons authorised
to perform these tasks by the Dean. If, for various reasons, they are not
authorised to speak to journalists, they should at least compile informa-
tion materials for the Press Office. The tactics of burying heads in the
sand accompanied by a lack of reliable information provided by the Press
Office usually results in a critical press release.

From the institutional point of view, the Press Office and the Promo-
tion and Marketing Department of AMU should bear responsibility for
shaping its media image. The former is obliged to answer journalists’
questions (typically in order to refute allegations). The latter is respon-
sible for promoting university events and it can ask the PO for support
in informing journalists about the events it has prepared. As concerns the
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activities of the University, the responsibility to create the image in the
mass media is borne by everybody. The sum total of individual behaviour
of the University’s workers lays the foundations for the holistic percep-
tion of the institution by the media and by the recipients of media mes-
sages. Therefore it is suggested here to conduct different types of training
and developing a handbook on media relations addressed at all members
of AMU’s academic community.

On the basis of the above data it can be concluded that, In the opin-
ion of the AMU authorities and the academic community the Adam Mic-
kiewicz University needs a media strategy. Such guidelines would allow
the University to develop certain procedures and unify activities, thus al-
lowing it to apply model modes of conduct depending on the topic raised
by journalists or the situation. The media strategy should be designed by
an expert team, with detailed knowledge of AMU, and at the same time
aware of how the mass media work. This media strategy should then be
implemented by PO workers.

The issue of the image of any university in the eyes of public opinion
is becoming crucially important, given, for instance, population decline.
Regardless of the condition of the media in Poland, as well as the skills
and intentions of journalists, care has to be taken to create positive rela-
tions with journalistic circles. This is an indispensable condition in the
challenges every entity has to face in the 21 century.
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Streszczenie

Sprawa postrzegania kazdej uczelni w oczach opinii publicznej, chociazby w dobie
nizu demograficznego, staje sie tematem bardzo istotnym. Stqd tez bez wzgledu na
to, jaka jest kondycja mediow w Polsce oraz jakie umiejetnosci i intencje posiadajq
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dziennikarze, trzeba dbac o to, by ksztattowac pozytywne relacje z tym srodowiskiem
zawodowym.

Zdaniem Wiadz UAM oraz spotecznosci akademickiej Uniwersytetu im. Adama Mic-
kiewicza w Poznaniu uczelnia potrzebuje strategii medialnej. Wytyczne pozwoliltyby
na wypracowanie okreslonych procedur i ujednolicenie pewnych dziatan. Te ostat-
nie dawalyby szanse na zastosowanie modelowych metod postepowania uzaleznio-
nych od poruszanego przez dziennikarza tematu lub rodzaju sytuacji. Autorka stoi na
stanowisku, ze strategie medialng powinien stworzy¢ zespot ekspertow, ktorzy znajq
srodowisko UAM, a zarazem majq rozeznanie co do tego, jak dziatajq srodki maso-
wego komunikowania. Z kolei za wdrozenie strategii medialnej powinni odpowiada¢
pracownicy BP.

Stowa kluczowe: opinia publiczna, strategia medialna uczelni wyzszej, relacje uczel-
ni wyzszej z dziennikarzami

Pesrome

Bonpoc seocnpusmus xasc0ozo yuebHoeo 3a6edeHus 6 21a3ax 00uecmeeHHOCmu,
oadice 80 6pems Odemozpaghuueckozo chnada, CMAHOBUMCS O4eHb BAJICHOU MeMO.
Credosamenvio, He3a8uUCUMO 0m mozo 6 kakom cocmosnuu nonvckue CMHU u kaxu-
MU HABLIKAMU U HAMEPEHUAMU 1A0CIOM JHCYPHATUCbL, HYICHO 3a00MUMbCA O MOM,
umoobbl pazeusams NO3UMUEHbLE OMHOWIEHU C SMOU NPOPecCUOHANbHOU CPedoll.
1lo muenuro pykosoocmea YAM u akademuyeckoeo coobwecmsa Yuusepcumema um.
A. Muykeeuua ¢ I[losnanu, BY3 nyscoaemes 6 medua-cmpameeuu. Yraszanusn noseo-
aunu Ovl Ha 8bIPAOOMKY KOHKPEMHBIX npoyedyp U YHUupurkayuu onpeoeneHHuix oelic-
meuil. Ilocieonue oanu 6vl WAHC HA UCNONb308AHUE MOOETbHBIX MEMOOUK npogpeccd,
3ABUCUMBIX OM 3AMPOHYMOU JHCYPHATUCMOM MeMOU U pooom cumyayuu. Asmop
npuOepICUBAeMcs NO3UYUL, YO MeOUd-cmpamezuro 00IICHA CO30A8AMb 2PYNNA IK-
cnepmos, komopule 3uaiom cpedy YAM, a makoice umerom npedcmagienue o mom,
Kak Oelicmayiom cpedcmed Maccosoll KoMmyHuxayuu. B ceoto ouepeow, 3a ocywecm-
6r1enue medua-cmpame2uu OOIUCHbL HeCMmu OMmeemcmeeHnocms compyonuku Ilpecc-
Cnyorcov.

Knrouesviec cnosa: obwecmsennoe muenue, meoua-cmpamezus BY3a, omunowenus
BY3a ¢ ascypranucmamu

Pesrome

Penymayia 8y3y 6 ouax epomadcwsrocmi, Hagims 6 uac demozpaghiunoeo cnady, € 8asic-
nueum numannam. Ilompiono cmeopiosamu nosumueni ionocunu 8y3y ma 3MI, nesa-
neacro 610 nozuyii 3MI 6 Tlonvwyi ma HaBU4OK i HAMIPIE JHCYPHATICMIE.

Ha oymxy kepisnuymea ma axademiunoi cnitvnomu Yuisepcumemy imeni Adama
Miyxesuua ¢ Ilo3nani, 8y3 nompebye medianvroi cmpameeii. [lompiono pospobumu
KOHKpemui npoyedypu ma cmardapmu. Lle oano 6 wancu Ha 3acmocy8ants Memoois
MOOento6anHs negHux cumyayiil. Aemopxa esasicac, ujo medianvry cmpamezeiio nogu-
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HHA CMBOPUMU 2PYNA eKCnepmie, sIKi 3HA0Mb No3uyii yHisepcumenty ma po3ymiloms,
sk oitloms 3MI. 3a peanizayiio medianvroi cmpameeii nogunni 6ionogioamu npayis-
HUKU Npecc-CayHcou.

Knrwuosi cnosa: cpomaocvka oymra, medianvia cmpamezisi 8y3y, GIOHOCUHU 8)3V
3 JiICypHanicmamu



