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Public relations in Austria 2014 —
An international benchmark
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Key Facts

Empirical study on the status and perspectives of public relations in Austria

= Country-specific insights based on the most comprehensive comparative study of public relations
worldwide among communication professionals in 42 European countries

= Research project conducted by a group of professors from 11 renowned universities,
led by Prof. Dr. Ansgar Zerfass, University of Leipzig / Bl Norwegian Business School Oslo

=  Supported by Ketchum Publico and PRVA Public Relations Verband Austria;
organised by the European Public Relations Education and Research Association (EUPRERA),
European Association of Communication Directors (EACD) and Communication Director Magazine

» Based on an international / national sample of 2.777 / 126 communication professionals

= Respondents in Austria: 71.4% work in PR for more than 10 years; average age 43 years;
46.8% work in communication departments; 53.2% in agencies

= Full research report with cross-European data available at www.communicationmonitor.eu
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Austrian communication professionals feel quite positive about their actual job

situation, compared to their peers in other countries

My tasks are interesting and manifold
Superiors and (internal) clients value my work
The job has a high status

My job is secure and stable

The salary is adequate

My work-life balance is all right

| have great career opportunities

|

B Austria B Switzerland Germany M Europe

87,3%
77,3%

71,4%
66,7%

49,2%
48,9%

52,2%
46,4%

47,6%
37,6%

33,3%
36,3%

37,3%
36,1%

www.communicationmonitor.eu / Zerfass et al. 2014 / Q 3: How do you feel about your actual job situation? Scale 1 (Strongly disagree) — 5 (Totally agree).

Percentages: Agreement based on scale points 4-5.
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Job satisfaction among Austrian PR practitioners is very high and only matched
by Danish colleagues

Germany (3.87)

Russia (3.80) = (3.98)

Poland (3.83)

Switzerland (3.80)

Romania (3.43) France (3.79)

Serbia (3.74) Belgium (3.55)

Croatia (3.66) Netherlands (3.91)

Greece (3.63) United Kingdom (3.70)

Italy (3.60) Denmark (4,00)

B Western Europe

Portugal (3.62) Sweden (3.84)

B Northern Europe

Spain (3.60) Norway (3.89)

B Southern Europe

Finland (3.86)

B Eastern Europe

www.communicationmonitor.eu / Zerfass et al. 2014 / n = 2,397 PR professionals from 20 countries. Q 3: How do you feel about your actual job situation? 5
‘Statement: Overall, | am satisfied with my job. Scale 1 (Strongly disagree) — 5 (Totally agree). Mean values.
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Austrian communication practitioners work less than their European
counterparts

Working hours in an average week (compared to the employment/job contract)

7,9%
At least 50% more

8,8%

35,7%
42,1%

37,3%

0,
At least 25% more | 46,6%

36,4%
- 37,7%

34,1%

22,2%

At least 10% more

Less or approximately the same hours

B Austria B Switzerland Germany M Europe

www.communicationmonitor.eu / Zerfass et al. 2014 / Q 2: How many hours do you work in an average week, compared to the hours required by your
work contract (with or without financial compensation)?
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Career development
and mentoring
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Further education on or off the job is most important for building a
career in public relations in Austria

Important experiences to develop a profile and reach the current position

I 72 0%
Networking among peers and colleagues 79,3%

IR, 78,15
T s3,2%

Further education (on/off the job) 65,5%

U ICC I R 11,25
e 63,6%

Moving to a new employer 62,9%

IR 70,85
T c8,5%

Academic education (prior to the job) 72,1%

T 67,6%
R 60.0%

Mentoring by senior colleagues 67,2%

0,
Job rotation or new assignments  IEEEE—_——ns

. . . . 50'0%
within the same organisation | EG_—_G——— '
I 53 3%

Internships (prior to the job) 57,4%

— 51,2%

B Austria Germany M Europe

path in communications, which of the following measures were important to develop your profile and reach your current position?

www.communicationmonitor.eu / Zerfass et al. 2014 / n EUmin = 2,492 / n ATmin = 99 PR professionals. Q 4: When you look back at your career
Scale 1 (Not important at all) — 5 (Very important). Percentages: Agreement based on scale points 4-5. -
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Mentoring is underdeveloped among communicators in Austria

Experiences of communication professionals

| never had a mentor

33,5%

15,1%

| have searched for a mentor on my own
(without a programme)

18,8%

8,7%

| was part of a mentoring programme organised
by my employer

13,4%

1,6%
| was engaged with an external mentoring programme

7,5%

B Austria M Europe

www.communicationmonitor.eu / Zerfass et al. 2014 / n BV = 2,777 PR professionals / n AT = 126 Austrian PR professionals.
Q 9: Can you agree with any of the following statements? (multiple answers possible)

40,5%
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Austrian mentees benefit notably from network access and privileged
information offered by their mentors

Opportunities conveyed by most important mentor

66,2%

Access to networks

56,7%

Access to privileged information

56,7%

B Austria M Europe

www.communicationmonitor.eu / Zerfass et al. 2014 / n BV = 1,763 / n AT = 74 PR professionals who had a mentor. Q 10: Please rate the career opportunities
which your most important mentor conveyed to you during your career. Scale 1 (Not at all) — 5 (Very much). Percentages: Agreement based on scale points 4-5.

77,0%
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Networking
practices and
platforms
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Preferred forms of professional networking by communication professionals:

Austrian practitioners prefer face-to-face communication

29,070

-

B E-Mail Social Media ® Faceto Face ™ Phone Another form

. Social Face-to-
-
36.5% 14.3% 34.9% 12.7%

Germany 37.3% 24.0% 23.5% 14.2%

www.communicationmonitor.eu / Zerfass et al. 2014 / n EV = 2,777 PR professionals / n AT = 126 PR professionals. Q 6: Which form of professional networking

do you practice most often? Pick one or state another form. In a typical week, | use most of my networking time (on the) ...



EUROPEAN COMMUNICATION MONITOR 2014

Importance of social media platforms for professional networking:
Blogs, Facebook and Google+ are more popular in Austria

. . 61,9%
Linked-In, Xing,

0,
Viadeo 76,0%

72,7%

43,7%
Twitter 26,0%

44,3%

37,3%
Blogs 25,0%

33,5%

31,0%

Facebook 17,6%
29,5%

14,3%
Google+ 8,8%
10,6%

B Austria Germany M Europe

www.communicationmonitor.eu / Zerfass et al. 2014 / n EV = 2,777 PR professionals / n AT = 126 PR professionals. Q 8: Which social media platforms do you 13
rate important for professional networking? Scale 1 (Not important at all) — 5 (Very important). Percentages: Agreement based on scale points 4-5.
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Communicators across Europe prefer different social media platforms
for professional networking

Germany

United Kingdom

Denmark —#—inked-In, Xing, Viadeo

—+—Twitter **

Portugal Sweden

——Blogs
Spain Norway

Scale: (1.00) Not important at all — Finland

(5.00) Very important —*—Google+

—o—Facebook **

Q 8: Which social media platforms do you rate important for professional networking? Scale 1 (Not important at all) - 5 (Very important).

www.communicationmonitor.eu / Zerfass et al. 2014 / n = 2,397 PR professionals from 20 European countries / n AT = 126 PR professionals.
14
Mean values. ** Highly significant differences (chi-square test, p < 0.01). -
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Strategic issues,
communication
channels and
social media
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Most important issues for communication management in Austria until 2017

Linking business strategy and communication 50,8%

Building and maintaining trust 47,6%

Dealing with the speed and volume

(o)
of information flow 35,7%

Coping with the digital evolution and the social web 34,9%

Matching the need to address more audiences 27 8%
and channels with limited resources 1270
Strengthening the role of the communication function 23 8%
in supporting top-management decision making 1870
Dealing with the demand for more
. . 23,0%
transparency and active audiences

Supporting organisational change 19,8%

www.communicationmonitor.eu / Zerfass et al. 2014 / n = 126 Austrian PR professionals . Q 16: Please pick those three (3) issues which you believe will be
most important for public relations / communication management within the next three years!
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Country-to-country relevance of key issues: impacts of the digital evolution
are rated relatively low by Austrian communication professionals

Germany

Switzerland

Netherlands

—#—Linking business strategy and
Denmark communication
—¢—Building and maintaining trust

Spai N —4*—Dealing with the speed and
pain Finland onvay volume of information flow
—@&—Coping with the digital

Scale: 0.0% (min.) — 70.0% (max.) evolution and the social web

www.communicationmonitor.eu / Zerfass et al. 2014 / n = 2,397 PR professionals from 20 European countries / n AT = 126 PR professionals. Q 16: Please pick 17
those three (3) issues which you believe will be most important for public relations / communication management within the next three years!
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Importance of communication channels and instruments in Austria today

Austria Europe

Online communication 89,6% 85,9%

Face-to-face communication 88,0% 81,0%

83,2% 76,3%

Press and media relations: addressing print media

Press and media relations: addressing online media 74,4% 79,0%

Press and media relations: addressing TV/radio 73,6% 73,2%

Social media _ 57,3% 63,2%

cents [ s o1.6%

Mobile communication _ 48,4% 51,5%
Corporate publishing/media _ 47,6% 40,5%
Non-verbal communication _ 43,2% 48,9%

important are the following methods in addressing stakeholders, gatekeepers and audiences? Scale 1 (Not important) — 5 (Very important). Percentages:

www.communicationmonitor.eu / Zerfass et al. 2014 / n ™" = 2,666 PR professionals in Europe, including 121 PR professionals in Austria. Q 24: How
18
Important channel, scale points 4-5.
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commuhnication
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Key opportunities and challenges of mobile communication in Austria and Europe

e User-friendly content presentation
e Communication with stakeholders at any time
Reaching younger publics

Opportunities

Conclusive concepts which create added value
Integration with other channels and platforms
Presenting complex content on small screens

Challenges

what are the greatest opportunities of using mobile applications in strategic communication? Q 20: In your opinion, what are the greatest challenges when

www.communicationmonitor.eu / Zerfass et al. 2014 / 2,777 PR professionals in Europe, including 126 PR professionals in Austria.. Q 19: In your opinion,
20
Implementing mobile communication?
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Current and future use of mobile applications for communication in Austria

Mobile corporate/organisational website 68,3%

Europe: 61.3%

Apps for smartphones (iPhone, etc.) 30,8%
Europe: 37.3%

Apps for tablet PCs (iPad, etc.) 27,4%
Europe: 34.1%

Other mobile websites 26,7%

Europe: 30.4%

Mobile press room website 29,5%

Europe: 23.2%
0% 100%

B Already implemented M Planned for 2014 ™ Not planned

www.communicationmonitor.eu / Zerfass et al. 2014 / n ATmin = 101 PR professionals. Q 18: Which of the following applications for smartphones and tablet 21
computers are currently used by your organisation and which will be introduced until the end of the year? Percentages: Based on agreement to each item.
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Country-to-country analysis of mobile communication

Gerany =

Netherlands

—=— Mobile corporate/ organisational website

—+—=Apps for smartphones (iPhone, etc.)

— Apps for tablet PCs (iPad, etc.)
Finland —o—0ther mobile websites

Scale: 0.0% (min.) — 80.0% (max.) —+—Mobile press room website

following applications for smartphones and tablet computers are currently used by your organisation and which will be introduced until the end of the year?

www.communicationmonitor.eu / Zerfass et al. 2014 / n ™n = 2,262 PR professionals from 20 countries / n ATmin = 101 PR professionals. Q 18: Which of the
22
Highly significant differences for all items (chi-square test, p < 0.01). -



Research Team & Advisory Board

= Prof. Dr. Ansgar Zerfass | Lead researcher
Professor of Communication Management, University of Leipzig, Germany
Professor in Communication and Leadership, Bl Norwegian Business School, Norway

= Prof. Ralph Tench, Dr.
Professor of Communication, Leeds Metropolitan University, United Kingdom

=  Prof. Dr. Dejan Vercic
Professor of Public Relations, University of Ljubljana, Slovenia

=  Dhr. Dr. Piet Verhoeven
Senior Lecturer and Researcher of Communication Science, University of Amsterdam, Netherlands

=  Prof. Dr. Angeles Moreno
Professor of Public Relations and Communication Management, University Rey Juan Carlos, Madrid, Spain

= Prof. Dr. Emanuele Invernizzi
Professor of Corporate Communication, IULM University, Milan, Italy

=  Prof. Dr. Valerie Carayol

Professor of Information and Communication Sciences, University Bordeaux Montaigne, France
= Prof. Dr. Jesper Falkheimer

Professor of Strategic Communication, Lund University, Sweden

= Prof. Finn Frandsen
Professor of Corporate Communication, Aarhus University, Denmark

= Prof. Dr. @yvind lhlen
Professor of Journalism, University of Oslo, Norway

= Ass. Prof. Dr. Waldemar Rydzak
Professor of Economics and Public Relations, Poznan University of Economics, Poland



Sponsor and national partner

Ketchum Publico

Ketchum Publico ist eine der fiihrenden Kommunikationsagenturen Osterreichs.

Wir kombinieren starke Ideen mit Prazision und Umsetzungsstarke. So schaffen
wir fir unsere Kunden in Kommunikationsfragen einen Durchbruch: sei es im
Grolden oder im Kleinen, operativ oder strategisch, gedanklich oder in den
Ergebnissen. Hervorgegangen aus dem lokalen PR-Pionier Publico, sind wir
heute mit Begeisterung Teil von Ketchum, einer der weltweit kreativsten und
erfolgreichsten Communication Consultancies mit rund 2.800 Mitarbeitern in
mehr als 100 Biiros in 70 Landern.

www.ketchum-publico.at

PRVA Public Relations Verband Austria

Der Public Relations Verband Austria (PRVA) ist der grofSte unabhéangige
Kommunikationsverband Osterreichs. Mitglieder sind rund 750 PR-Fachleute
aus Agenturen, Unternehmen, Organisationen, Institutionen, Gebietskorper-
schaften und der Politik, davon 74 PR-Agenturen und 100 Newcomer (prNa).
Ziel des PRVA ist neben der Interessenvertretung seiner Mitglieder die fachlich
fundierte Aus- und Weiterbildung sowie die laufende qualitative
Weiterentwicklung der Branche. Die Mitglieder sind zur Einhaltung des
PRVA-Ehrenkodex und des Athener Codex verpflichtet.

www.prva.at

Publico

public Relations
yerband Aust



Partners

euprera

European Public Relations Education
and Research Association (EUPRERA)

The European Public Relations Education
and Research Association is an
autonomous organisation with members
from more than 30 countries that aims at
stimulating and promoting the
knowledge and practice of
communication management in Europe.
Academic scholars and experienced
practitioners work together to advance
fundamental and applied research.

www.euprera.org

i EUROPEAN
a1 % i ASSOCIATION OF
- COMMUNICATION

L DIRECTORS

European Association of
Communication Directors (EACD)

The EACD is the leading network for
communication professionals across
Europe with more than 2,000 members.
It brings in-house communication
experts together to exchange ideas and
discuss the latest trends in international
PR. Through Working Groups on specific
communications topics and diverse
publications, the EACD fosters ongoing
professional qualification and promotes
the reputation of the profession.

www.eacd-online.eu

COMMUNICATION & DIRECTOR

te Communication d Publi Rel

Communication Director

Communication Director is a

quarterly magazine for Corporate
Communications and Public Relations
in Europe. It documents opinions on
strategic questions in communication,
highlights transnational develop-
ments and discusses them from a
European perspective. The magazine
is published by Helios Media,

a specialist publishing house based

in Berlin and Brussels.

www.communication-director.eu
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www.communicationmonitor.eu
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