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1. RELEVANCE OF PROJECT COMMUNICATION 
1.1. CONTEXT 
Social dialogue is a prerequisite for a democratic society, considered as the key element of good 

governance. Upon the order of the Ministry of Social Security and Labor of the Republic of 

Lithuania, during the period of December 2015 – April 2016, “ESTEP Vilnius” experts were 

assessing the efficiency, effectiveness and impact of the measure “Promotion of Social Dialogue” 

under 2007-2013 Operational Programme for Human Resource Development. 

The findings of the study indicate that we have little scope of social dialogue: according to the 

study of the European Commission (2012), the density of trade unions in our country was 9 percent, 

employers’ organizations – 14.4 percent, and collective agreements covered only 10 percent of 

employees. Considering these three indicators, Lithuanians ranked 26th among 28 Member States 

of the European Union. The other two Baltic countries – Latvia and Estonia – appeared similar in 

statistics. However, the latter was distinguished by the smallest influence of “Soviet government 

mentality” and by better functioning of the trade unions. 

It is interesting to note that satisfaction with the working conditions in Lithuania is also one of the 

lowest in the EU – according to the data of the European Foundation for the Improvement of Living 

and Working Conditions, in 2005, only 68 percent of Lithuanian employees considered working 

conditions as good or very good. It was the third lowest result in the EU (lower positions went to 

Greece and Bulgaria; EU27 average was 82 percent). 

The fact that the social dialogue in Lithuania is weak is also evident by conclusion of EC, made in 

2016, stating that the share of members of trade unions and employers’ organizations and the scope 

of negotiations is low. However, employers are increasingly noticing employees as partners, not 

just as a cheap labor force, while employees, especially in trade unions, also increasingly see 

employers as partners, who need to be cooperated with to achieve the common goals. It could have 

been influenced by legislation that came into effect this year: it defines and establishes a new social 

model and a new Labour Code. The latter includes new provisions for collective bargaining, 

collective actions of defending the employees’ interests, as well as for participation in Tripartite 

Board.  

The gap between the employees and the employers could be reduced not only by successful social 

dialogue but also by one of its means of effect – employee involvement in management of an 

enterprise. Various studies show that this practice is effective in improving the financial 

performance of an enterprise and in reducing the distance between employees and employers.  

The aim of the project “Establishment of a Transnational Experts Network of information, 

consultation and expertise in the field of Employee Involvement/Financial Employee Participation 

in undertakings” is to identify and eliminate this problem, therefore, the purposeful project 

communication strategy would help to reduce the vacuum of this information in a faster and more 

professional manner.   
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1.2 CONTEXT ANALYSIS 

Progress in Lithuanian labour market is visible: labour force activity and employment rates have 

been continuously growing since crisis, and currently, both indicators are above the EU average: 

in 2016, unemployment rate was 7,9 percent, i.e., significantly below the EU average. This 

improvement was driven by economic growth and decrease in the number of the working age 

population, however, the coverage of trade unions and a social dialogue between the employees 

and the employers still remains unsatisfactory due to the lack of information and good practice.   

Economic and social development was similar in Estonia and Latvia. However, these processes 

have been smoother in Estonia as a result of the influence of socially responsible and more 

economically developed neighbour countries.  

 

According to various studies, Lithuanian companies still have a lack of a social dialogue between 

the employers and the employees: in a narrow sense, it can be stated that employers’ obligations, 

related to informing the employees and consulting with them, are not sufficiently implemented 

in Lithuania, and the influence of trade unions on decisions made is too small. There are only 10 

EU countries, including Lithuania, Estonia, Latvia, where there is no legal basis for employee 

participation in the financial economic management of an undertaking. 

Currently, it is a good time to introduce a social development model in the three Baltic countries, 

which would include social partnership and one of its forms - employee participation in the 

financial economic management of an undertaking, which has already been legalized in 
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Germany. This activity aims to strengthen national and international cooperation between 

employees and employers’ representatives. In Japan, where employees are particularly actively 

involved in corporate governance, up to 80% of the companies are consulting with employees 

on business decisions. 

According to the survey of the financial directors of the largest Lithuanian, Latvian, and Estonian 

enterprises, conducted by SEB in 2015, a half of the large companies in the Baltic countries think 

that their future success will most depend on the employee involvement in undertakings, i.e., 

emotional relationship with work, commitment to organization. According to survey participants, 

it is more important than other factors, for example, environmental risk management, which 

involves efficient use of resources and reduction of costs associated with external factors, as well 

as brand protection tasks, planning of assignment of duties, and other company management 

processes. The 2014 Gallup survey estimated that employee involvement in undertakings could 

increase productivity by as much as 21 percent, profitability by 22 percent, customer satisfaction 

ratings by 10 percent, etc. 

Employee financial participation (EFP) in corporate systems is a mature form of employee 

participation, and the number of companies offering EFP schemes to its employees, though slowly, 

has grown in the recent years in most EU countries –  according to the recent international research, 

despite the financial crisis of 2008-2009, EFP has continued to successfully grow in Europe. The 

European Economic and Social Committee has highlighted EFP potential for taking over business 

in its 2010 own-initiative opinion (SOC 371) with reference to previous actions of the European 

Parliament. 

EESC has noted that EFP introduction may help the European business, especially small and 

medium-sized one, seeking to improve its competitiveness, increase loyalty of employees and 

identification with their company it good and bad times.  

 European Commission’s study DG MARKT “Promotion of Employee Ownership and 

Participation” has identified important facts for EFP in the Baltic region: Lithuania, Latvia, and 

Estonia: 

 There is EFP-friendly climate in the Baltic countries;  

 National trade unions are interested in EFP, but lack actions;  

 National employers’ associations support individual enterprises, however, there is a 

significant lack of information about forms and mechanisms of EFP.  

Based on the study results and above conclusions, it can be concluded that the problem of social 

dialogue exists not only in Lithuania, but also in Latvia and Estonia, and, until it is not eliminated, 

it is impossible to implement the higher-level actions, i.e., integration of employees into the 

financial management of an enterprise. 

The aim of the project “Establishment of a Transnational Experts Network of information, 

consultation and expertise in the field of Employee Involvement/Financial Employee Participation 
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in undertakings” is to identify and eliminate this problem, therefore, the purposeful project 

communication strategy would help to reduce the vacuum of this information in a faster and more 

professional manner.   

Bearing in mind that Estonia, Latvia and Lithuania share very similar history and social structure, 

and considering the data of the aforementioned studies, it might be concluded that the situation of 

all Baltic countries in promotion of the social dialogue is very similar.  Therefore, further, in 

discussing the project communication strategy, the situation in Lithuania will be discussed, 

however, by default, the same communication strategy will be applied in Estonia and Latvia as 

well. 

2. ANALYSIS OF COMMUNICATION STRATEGY IN THE BALTIC COUNTRIES  
2.1. THE AIM OF COMMUNICATION STRATEGY 
To promote cooperation between the Lithuanian, Latvian and Estonian trade unions and employers, 

i.e., to strengthen the representation of trade unions, to encourage employers and employees to 

develop social dialogue in enterprises, to increase their involvement in collective bargaining, to 

encourage the signing of collective agreements, and to promote more active engagement of trade 

unions and employers’ organizations and non-governmental organizations, contributing to 

improvement of labor relations, social insurance and increase of employment, to promote the 

involvement of employees in the financial management of an enterprise and joint social collective 

responsibility, to reduce the vacuum of targeted information and encourage discussions in the 

public sector. 

2.2. THE OBJECTIVES OF COMMUNICATION STRATEGY 
To communicate the good experience of integration into the financial management of an enterprise, 

promote social dialogue, disseminate myths, erroneous beliefs and reduce the lack of targeted 

information through various communication tools for the target audience of all three Baltic States. 

For successful implementation of the project, it is very important to ensure a transparent, 

comprehensive and timely information of the public about the opportunities, benefits and outcomes 

of the social dialogue. The aim of UAB “Ad verum” (Ltd.) is to find and offer the most effective 

communication channels and tools that will allow Lithuania, Latvia and Estonia to communicate 

the most relevant messages in a timely manner. 

2.3. TARGET AUDIENCES OF COMMUNICATION STRATEGY 
Primary target audiences are: employees (belonging to and not belonging to trade unions) and 

employers. The target audience for each communication tool will be selected not only according 

to the primary target groups, i.e., employees and employers, but also to the demographic indicators 

of the audience: some communication channels and measures will target the younger audience, 

others - to the middle age audience, and another ones - to the elderly. 

It is essential to name and understand a deeper section of the audience: 
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Table 1. The interested groups 

Lithuanian residents of working age The persons from 16 years old till the age of pension, established by the 

Law on the State Social Insurance Pensions 

Social partners The persons, related with SLI by social and economic relationships, who 

are interested in information about the actions that are taken for 

establishing a social dialogue 

Governmental authorities Government representatives (representatives of Seimas, the 

Government, municipalities, elderships, and other governmental 

authorities), interested to establish a social dialogue between the 

employees and employers 

Heads of public and private legal 

entities 

The persons in the position of a head and in direct contact with 

employees 

Employees’ organizations (trade 

unions etc.) 

Union of the working persons with profession to protect professional 

rights and interests, and to seek for welfare of their members 

(employees) 

Employers Entities of the labour legal relationships, employing the persons 

(employees); 

Natural persons, companies, establishments, organizations or other 

organizational structures with working capability and legal capacity 

Employees Working persons with profession, who do not belong to any trade union 

Non-governmental organizations Organizations, established by free will of the citizens, seeking to serve 

for the benefit of the public or its groups, not seeking for profit or direct 

participation in the state governance. 

 

 

2.4. COMMUNICATION TYPES, TOOLS, AND CHANNELS 

1. External communication – communication with the outside audience. It is aimed at reaching 

different target audiences (primary and secondary, with different demographics) through different 

communication tools and channels. 

1.1. Tools and channels of external communication: 

External communication channels and tools in Latvia, Lithuania and Estonia must be selected 

according to the target audience. 
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1.1.1. Traditional media tools (television and radio reports, articles on news portals, national and 

regional press, etc.); 

1.1.2. Press conferences, press breakfast (press conferences on business topics for journalists, 

preparing reports, are organized, etc.); 

1.1.3. Public events (public events, attracting attention on the importance of social dialogue, are 

organized, etc.); 

1.1.4. Advertising (outdoor, printed, TV, radio, news portals advertising, etc.); 

1.1.5. Communication on social networks (special project profiles to encourage discussion, planned 

advertising, etc.). 

1.1.6. Public survey (in the course of communication of the project, at certain stages, a public 

survey will be carried out in order to find out the level and motive of public engagement). 

2. Internal communication – to reach employees inside an enterprise. The traditional goals of 

internal communication are: to improve relationships between employees, to build the information 

bridge between management and lower-level employees, to inform the latter about the goals, plans, 

changes, visions of an enterprise, etc. Internal communication also helps to get feedback from 

lower-level employees – in this way, employees are not only informed, but also involved in the  

activities of an enterprise, and heard. 

2.1. Tools and channels of internal communication: 

2.1.1. Newsletter (newsletter, released each quarter inside the enterprises, promoting social 

dialogue, informing about Labour Code news, opportunities for financial participation, etc.); 

2.1.2. Internal business meetings (internal meetings of employees, executives and trade 

unions are organized on an annual basis, explaining the possibilities and benefits of social 

dialogue, etc.); 

2.1.3. Training and seminars of responsible persons within an enterprise on involvement in 

financial management of an enterprise, etc. 

2.5. ANALYSIS OF MEDIA MEANS – LITHUANIA 

In order to reach the target audience, it is necessary to properly select communication channels. 

“Review of media surveys 2016”, prepared by KANTAR TNS, helps to select the best channel 

based on its reach, watching rate, time spent for watching TV. Based on this, the most effective 

tools and communication channels were selected and proposed for the communication strategy, 

since: 

 Television continues to be the strongest media mean for publicity, thus, it is essential to 

select the optimal combination of TV channels to reach the largest audience. 
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 Despite the competition and challenges, related with the increasing Internet spread, and 

increased availability of devices and platforms that allow the user to listen to their favorite 

music anywhere, at any time, without any intermediaries, traditional radio remains one of 

the most important medias.  

 Press is one of the oldest medias, and one of the most reliable for the older audience. It 

provides the possibility to reach the target audience anywhere, anytime, and may, therefore, 

be helpful in communicating the strategy.  

 Internet media is the main tool that reaches the audience of all demographic indicators most 

widely, therefore, it is necessary to use the news portals of all three Baltic countries as a 

channel to influence the public, government, and business representatives. 

2.5.1. TELEVISION – LITHUANIA 

The biggest players in the TV market in Lithuania: TV3 (14.8 percent) and LNK (14.0 percent). 

“LRT televizija”, a public broadcaster belonging to the LRT channel group, had 8.7 percent of 

the audience. These three channels were also the leaders according to the size of the audience 

reached a day: TV3 reached almost 37 percent, LNK – almost 36 percent, and “LRT televizija” –  

almost 30 percent of Lithuanian residents each day.   
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According to the above data, it is proposed to select some TV communication channels, based on 

their reach and time spent for watching TV. All criteria are met by MTG (20,9 percent), LNK 

(27,4 percent), and LRT (9,8 percent) televisions. 

2.5.2. RADIO - LITHUANIA 

The most popular radio station in Lithuania in 2016 was M-1, the second and third positions, 

according to the audience share, belong to “Lietus” and LRT radio for the second year in a row,  

and “Radiocentras” is in the fourth position.  
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As the M1 group of radio stations has the highest reach and the target audience (43 percent), we 

propose to implement communication through this media channel. 

2.5.3. PRESS – LITHUANIA 

In 2016, no changed took place in the top five positions of daily newspapers: “Lietuvos rytas” has 

the largest audience, followed by “Vakaro žinios”, “Kauno diena”, “Šiaulių kraštas”, and 

“Sekundė”. In the category of weekly newspapers, two leaders remain the same – “Savaitė” and 

“Žmonės”, however, there is “Prie kavos” in the third position, ahead of “TV Antena” in 2016. 
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 According to the target audience reach, it is recommended to implement communication in daily 

newspaper “Lietuvos rytas”  (8, 6 percent) and weekly newspaper “Savaitė” (21,6 percent). 

2.5.4. INTERNET – LITHUANIA 

In 2016, TOP 5 online activities were: the use of online search engines (Google, Yahoo, etc.) for 

finding the necessary information, reading news on news portals, watching videos on video portals 

(e.g. Youtube.com), emails and search for information about goods and services through search 

engines. 

In 2016, social networks were used by 39 percent of Lithuanian residents each day. It is evident 

that the largest share of social network users is concentrated in group of the youngest age (15-29 

years) – 81 percent of the representatives of this age visited the social networks each day. Twice 
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less – 41 percent (30-49 years) and 11 percent (50-74 years) of the residents used social networks 

each day. 

The most popular news portals in Lithuania, according to the number of unique visitors, are 

Delfi.lt, 15min.lt, and lrytas.lt. 
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Following the data, presented by Gemius, it is obvious that the most read portals in Lithuania are  

Delfi.lt, 15min.lt, and lrytas.lt, therefore, it is recommended to use these media channels for the 

communication strategy. 

2.6. ANALYSIS OF MEDIA MEANS - LATVIA 

2.6.1. TELEVISION - LATVIA 

According to the data of October, 2017, presented by KANTAR TNS, the most watched television 

in Latvia – TV3 (12,2 percent), second position – LTV1 (8,9 percent), third – LNT (8,2 percent). 

In September, on average 66,1 percent of the population watched television in Latvia.  
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2.6.2. RADIO - LATVIA 

On average, 78 percent (or 1.305,141) of 12-74 year-old Latvians listen to the radio at least once a 

week, and 58 percent (or 309 402) at least once a day. On average, 4 hours 4 mins are spent to 

listen to the radio. Currently, there are 37 radio stations in Latvia: 12 national, 15 based in Riga, 

and 4 regional.  
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2.6.3. PRESS - LATVIA 

According to KANTAR TNS, 87 percent of the Latvian residents, aged 15-74, read one of 6 last 

month’s press releases.  
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2.6.4. INTERNET - LATVIA 

The Latvian online media analysis shows that the Latvians spend the longest time by reading 

Delfi.lv. Most women read news portal la.lv, and the youth is interested in skaties.lv.  
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2.7. ANALYSIS OF MEDIA MEANS - ESTONIA 

2.7.1. TELEVISION - ESTONIA 

According to TNS, Estonians on average spend 3 hours and 57 minutes while watching TV. 

According to the popularity of the reached audience, the most popular is ETV television (20,4 

percent), second one – Kanal 2 (17.9 percent), third – TV3 television (16,4 percent). Other 

televisions rank as follows: PBK (15.9 percent), “RTR planeta” (14.1 percent), and “NTV Mir” 

(percent). 
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2.7.2. RADIO - ESTONIA 

According to the survey “Kantari Emor Radio Auditory”, radio is one of the most popular media 

tools – in the summer season, Estonian residents on average spent 3 hours and 26 minutes a day 

for listening to the radio. According to the number of listeners reached, “Vikerraadio” (29 percent) 

is the most popular, the second position goes to “Sky Plus” (24 percent),  and “Star FM” (20.8 

percent) ranked in the third place.  
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2.7.3. PRESS - ESTONIA 

According to the number of the sold printed copies, the following daily newspapers are the most 

popular in Estonia: “Õhtuleht”, 46,8 thousand, and “Postimees”, 43,7 thousand. 

 

2.7.4. INTERNET - ESTONIA 
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The most popular news portal in Estonia, as in Lithuania, is  Delfi.ee, read by 255,147 unique users, 

the second position is held by postimees.ee (254,071 unique users). Thus, we recommend to select 

these channels for the communication.  

 

 

3. COMMUNICATION STRATEGY 
Communication is primarily the mean of eliminating the information vacuum and promoting the 

better understanding. It is often perceived in a narrow way – just as the distribution of information 

messages. However, communication involves the preparation of special educational projects, 

expert knowledge and project ambassador activity. Communication experts can identify the lack 

of information and, upon systemizing the knowledge, send it to the target audience. 

 

As the aforementioned data show that the problem of lack of social dialogue has become rooted 

and the possibility of involvement in financial management of an enterprise in Latvia, Lithuania 

and Estonia has still been little known, the project communication should cover the period of 10 

years. It is recommended dividing this period into stages: 2 years of intensive communication, 4 
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years of communication continuity, and 4 years of communication support. To do this, the 

following media means should be used. 

 

 Television continues to be the strongest media mean for publicity, thus, it is essential to 

select the optimal combination of TV channels to reach the largest audience. 

 Despite the competition and challenges, related with the increasing Internet spread, and 

increased availability of devices and platforms that allow the user to listen to their favorite 

music anywhere, at any time, without any intermediaries, traditional radio remains one of 

the most important medias.  

 Press is one of the oldest medias, and one of the most reliable for the older audience. It 

provides the possibility to reach the target audience anywhere, anytime, and may, therefore, 

be helpful in communicating the strategy.  

 Internet media is the main tool that reaches the audience of all demographic indicators most 

widely, therefore, it is necessary to use the news portals of all three Baltic countries as a 

channel to influence the public, government, and business representatives. 

 

Public communication is set out throughout all years of the strategy, and tactical actions of 

communication are planned at certain intervals at all levels, seeking for the best reach of the target 

audience. 

 

3.1. COMMUNICATION OVER TIME 

First of all, it is necessary to identify the objectives – what should be reached by communication. 

One of the most important – public information:  

 To inform about the implemented project, its aims, course, and results at the extent of the 

Baltic countries;  

 To show the benefit of social dialogue by using real examples, thus, promoting the 

employees and employers to find a compromise, improving the working environment and 

integration of employees in the activity of an enterprise.  

Another important addressee of the project communication – business sector. When planning 

communication for business representatives, it is necessary: 

 To identify the key issues of the absence of social dialogue and to present the possible 

solutions to promote the use of prepared methodological material and good examples; 

 To show the benefit of employee financial participation by using real examples and to 

demonstrate practical ways to integrate them into strategic decision-making processes.  

 

This requires using the most popular media channels of all three countries, since only this way 

maximizes the reach of the target audience. After the public survey and identification of most 

serious problems, preventing to achieve the project aims, it is recommended to communicate those 
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messages that are relevant to the target audience and which fill in the lack of information and 

initiate the dialogue between interested parties in media. In parallel, it is necessary to seek direct 

contact with the audience in the place where it is the most effective, i.e., within enterprises.   

Taking into account the aims of the project, the current situation and the media analysis, we 

recommend the following communication strategy, divided into stages. 

3.1.1. COMMUNICATION STRATEGY FOR FIRST 2 YEARS 

During the first years, it is essential to communicate in maximum regime by not only filling the 

gaps of public knowledge, but also by purposefully developing the foundation of a good practice.  

 

External communication 

 Survey of public opinion 

In order to find out the initial stage of the disposition of information in the society and the prevailing 

mood, it is necessary to conduct a survey of public opinion before commencing implementation of 

the project’s communication strategy. A public survey should be repeated at several stages of the 

strategy communication, in order to measure the communication and project progress. 

 Research of economic and social environment 

A social microclimate of enterprises, motivation measures, readiness, possibilities and obstacles 

for employee integration into financial management of an enterprise are researched. 

 Dialogue on the project theme is initiated in national and regional media  

To initiate specialized projects for project publicity on TV and radio, to promote dialogue in 

national and regional mass media with articles, reports, comments, insights and analysis on the 

basis of the survey data. 

 Content marketing 

As content marketing on the radio, the press and on the Internet has increasing demand and impact 

on the public, it is necessary to cooperate with the media in developing relevant and informative 

content. Promotional videos, press releases, online banners, as a supportive tool, enhance content 

effectiveness and realization, therefore, it should be used as an accompanying tool.   

 Events, training, press conferences for media 

For high dissemination and better relationships with the media, it is recommended to organize press 

conferences or trainings on the subject of the project, thus, simultaneously accessing different 

medias and reaching a larger target audience. 

 Outdoor advertising 

Interesting concepts, involving and attention-attracting outdoor advertising improve project 

communication, therefore, it is recommended to include this tool into strategic actions. 

 

Internal communication 
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 Specialized newsletter and intranet for the employees of enterprises 

The employees of a company are media channels themselves as by disposing information they can 

spread it to the surrounding and interested parties, therefore, it is necessary to reduce the lack of 

information and to regularly provide the latest knowledge in the field of laws, labor law, the 

changes in the company.  This is best served by an internal corporate newsletter or intranet, in 

which information is clear, structured, and visually appealing. 

 Meetings, meetings with employees, and organizations that unite employees and employers  

Information is best understood and mastered when communicating tet-a-tet; therefore, it is 

recommended to organize meetings with employees within the company, inviting the 

organizations, uniting the employers, to share good practice, and the trade unions – to share 

information.   

 Special training 

In order to make the integration of employees in the financial management of the company 

mutually beneficial, and business managers would not be afraid of a possible partnership and not 

only of the employer-employee relationship, it is recommended to organize training for the 

employees on the topic relevant to the project, by sharing the best practices through media. 

 Specialized publications 

Specially released internal publications for older audiences who do not use or use the Internet 

rarely. 

3.1.2.  COMMUNICATION STRATEGY FOR 2-6 YEARS 

This period is intended to continue the dialogue in the Latvian, Lithuanian and Estonian national 

and regional media at a lower intensity, but still using the possibilities of advertising, to organize 

meetings with unions of workers, lawyers, financiers and lawmakers, and to prepare the 

newspapers for enterprises each quarter.   

External communication 

 Dialogue on the project theme is initiated in national and regional media  

It is continued to initiate the project publicity plots on TV and radio, to promote dialogue, to share 

the achieved results in national and regional media through articles, comments, insights and 

analysis. 

 Events, training, press conferences for media 

It is continued to organize events, press conferences, training, thus, simultaneously accessing 

different medias and reaching a larger target audience. 

 Research of economic and social environment 

In order to find out the progress of the public and business environment, a survey of public opinion 

should be repeated, however, the questionnaire should be developed from the economic position 

by including a questionnaire for the heads of the companies. 
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Internal communication  

Internal communication strategy is continued:  

 Specialized newsletter and intranet for the employees of enterprises 

 Meetings, meetings with employees, and organizations that unite employees and employers  

 Special training 

3.1.3.  COMMUNICATION STRATEGY FOR 6-10 YEARS 

During the period of 6th – 10th years, it is necessary to repeat the survey of public opinion in all 

three Baltic countries, in order to assess the social and economic change, to initiate the research, 

in order to find out the extent and change of employee financial participation, to organize events 

for media to discuss the results, and to continue the training/seminars for employees, meetings 

with the parties concerned, to inform the media about the results and changes in the final press 

conference.  

External communication 

 Survey of public opinion 

Survey of public opinion is repeated by using the questionnaire of the first survey, in order to 

identify the changes in the public. These indicators may be used to find out the effectiveness of 

communication. 

 Research of economic and social environment 

Research is repeated, in order to find out the maturity of the public and business, and to identify 

the strategic changes in the legal system. 

 Communication in national and regional media 

The public is familiarized with the ongoing changes and improvement of economic microclimate. 

 Content marketing 

 Events, training, press conferences for media 

The knowledge, acquired over long years, are consolidated, and good practice is applied in practice. 

 

Internal communication  

Internal communication strategy is continued: 

 Specialized newsletter and intranet for the employees of enterprises 

 Meetings, meetings with employees, and organizations that unite employees and employers  

 Special training 

 

The project communication strategy is concluded with a press conference for the media, which 

presents both – the survey of public opinion and the research of social and economic environment 

– and their results. 
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4. PRELIMINARY COMMUNICATION STRATEGY PLAN 
4.1 Example of the communication plan for first 2 years 
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Ketv. – quarter 
Laikas/priemonės – time/measures 
Išorinės komunikacijos priemonės ir kanalai – external communication tools and channels 
Tradiciniai RsV – traditional PR 
Pranešimas žiniasklaidai – press release 
Inicijuojamas straipsnis – initiated article 
Inicijuojamas reportažas radijuje – initiated radio reportage 
Informacinis klipas radijuje – information clip on the radio 
Inicijuojamas reportažas TV – initiated TV reportage 
Turinio rinkodaros projektas – content marketing project 
Spaudos konferencija – press conference 
Komunikacija socialiniuose tinkluose – communication in social networks 
Komunikacija partnerių FB paskyrose – communication on the partners’ FB accounts 
Papildomos priemonės – additional tools 
Renginiai – events 
Reklama (lauko, leidiniuose, portaluose ir t.t.) – advertising (outdoor, in publications, on portals, etc.) 
Socialinės ir ekonominės aplinkos tyrimas – research of social and economic environment 
Vidinės komunikacijos priemonės ir kanalai – internal communication tools and channels 
Komunikacija įmonių viduje – communication inside the companies 
Naujienlaiškis – newsletter 
Vidiniai įmonių susirinkimai – internal meetings 
Vidiniai mokymai – internal training 
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4.2 Example of the communication plan for 2-6 years 

 

Ketv. – quarter 
Laikas/priemonės – time/measures 
Išorinės komunikacijos priemonės ir kanalai – external communication tools and channels 
Tradiciniai RsV – traditional PR 
Pranešimas žiniasklaidai – press release 
Inicijuojamas straipsnis – initiated article 
Inicijuojamas reportažas radijuje – initiated radio reportage 
Informacinis klipas radijuje – information clip on the radio 
Inicijuojamas reportažas TV – initiated TV reportage 
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Turinio rinkodaros projektas – content marketing project 
Spaudos konferencija – press conference 
Komunikacija socialiniuose tinkluose – communication in social networks 
Komunikacija partnerių FB paskyrose – communication on the partners’ FB accounts 
Papildomos priemonės – additional tools 
Renginiai – public events 
Reklama (lauko, leidiniuose, portaluose ir t.t.) – advertising (outdoor, in publications, on portals, etc.) 
Socialinės ir ekonominės aplinkos tyrimas – research of social and economic environment 
Vidinės komunikacijos priemonės ir kanalai – internal communication tools and channels 
Komunikacija įmonių viduje – communication inside the companies 
Naujienlaiškis – newsletter 
Vidiniai įmonių susirinkimai – internal meetings 
Vidiniai mokymai – internal training 
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Ketv. – quarter 
Laikas/priemonės – time/measures 
Išorinės komunikacijos priemonės ir kanalai – external communication tools and channels 
Tradiciniai RsV – traditional PR 
Pranešimas žiniasklaidai – press release 
Inicijuojamas straipsnis – initiated article 
Inicijuojamas reportažas radijuje – initiated radio reportage 
Informacinis klipas radijuje – information clip on the radio 
Inicijuojamas reportažas TV – initiated TV reportage 
Turinio rinkodaros projektas – content marketing project 
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Spaudos konferencija – press conference 
Komunikacija socialiniuose tinkluose – communication in social networks 
Komunikacija partnerių FB paskyrose – communication on the partners’ FB accounts 
Reklama socialiniuose tinkluose – advertising in social networks 
Papildomos priemonės – additional tools 
Renginiai – public events 
Reklama (lauko, leidiniuose, portaluose ir t.t.) – advertising (outdoor, in publications, on portals, etc.) 
Socialinės ir ekonominės aplinkos tyrimas – research of social and economic environment 
Vidinės komunikacijos priemonės ir kanalai – internal communication tools and channels 
Komunikacija įmonių viduje – communication inside the companies 
Naujienlaiškis – newsletter 
Vidiniai įmonių susirinkimai – internal meetings 
Vidiniai mokymai – internal training 

 

 

4.3 Example of the communication plan for 6-10 years 
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Ketv. – quarter 
Laikas/priemonės – time/measures 
Išorinės komunikacijos priemonės ir kanalai – external communication tools and channels 
Tradiciniai RsV – traditional PR 
Pranešimas žiniasklaidai – press release 
Inicijuojamas straipsnis – initiated article 
Inicijuojamas reportažas radijuje – initiated radio reportage 
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Informacinis klipas radijuje – information clip on the radio 
Inicijuojamas reportažas TV – initiated TV reportage 
Rinkodarinis straipsnis – marketing article 
Spaudos konferencija – press conference 
Komunikacija socialiniuose tinkluose – communication in social networks 
Komunikacija partnerių FB paskyrose – communication on the partners’ FB accounts 
Papildomos priemonės – additional tools 
Renginiai – public events 
Reklama (lauko, leidiniuose, portaluose ir t.t.) – advertising (outdoor, in publications, on portals, etc.) 
Visuomenės tyrimas – public survey 
Socialinės ir ekonominės aplinkos tyrimas – research of social and economic environment 
Vidinės komunikacijos priemonės ir kanalai – internal communication tools and channels 
Komunikacija įmonių viduje – communication inside the companies 
Naujienlaiškis – newsletter 
Vidiniai įmonių susirinkimai – internal meetings 
Vidiniai mokymai – internal training 
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Ketv. – quarter 
Laikas/priemonės – time/measures 
Išorinės komunikacijos priemonės ir kanalai – external communication tools and channels 
Tradiciniai RsV – traditional PR 
Pranešimas žiniasklaidai – press release 
Inicijuojamas straipsnis – initiated article 
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Inicijuojamas reportažas radijuje – initiated radio reportage 
Informacinis klipas radijuje – information clip on the radio 
Inicijuojamas reportažas TV – initiated TV reportage 
Rinkodarinis straipsnis – marketing article 
Spaudos konferencija – press conference 
Komunikacija socialiniuose tinkluose – communication in social networks 
Komunikacija partnerių FB paskyrose – communication on the partners’ FB accounts 
Papildomos priemonės – additional tools 
Renginiai – public events 
Reklama (lauko, leidiniuose, portaluose ir t.t.) – advertising (outdoor, in publications, on portals, etc.) 
Visuomenės tyrimas – public survey 
Socialinės ir ekonominės aplinkos tyrimas – research of social and economic environment 
Vidinės komunikacijos priemonės ir kanalai – internal communication tools and channels 
Komunikacija įmonių viduje – communication inside the companies 
Naujienlaiškis – newsletter 
Vidiniai įmonių susirinkimai – internal meetings 
Vidiniai mokymai – internal training 

 

 

 


