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THE IMPACT OF THE EU ACCESSION ON THE DOMESTIC
DIMENSION OF PUBLIC DIPLOMACY - THE CZECH CASE

Jana Peterkova*

ABSTRACT

The European Union currently faces many problems, including its image among the public
in member states. This article goes back in time to the Grand Accession from 2004 to
remember a rather positive approach of candidate countries to the EU. The aim is to
investigate whether and how the whole movement has influenced public diplomacy activities
as it represented a significant political impulse in many candidate countries. This study
examines the pre-accession strategy and later activities at the strategic documents level.
Using the documentary analysis, text focuses on the occurrence of some terms associated
with good image and presentation in documents as well as changes in conceptual
apparatus that was used. The results show that there is a difference in influence of the pre-
accession strategy on the information and communication strategy on European affairs and
public diplomacy or general presentation abroad. Differences arise primarily in the
terminology used, the frequency of documents adopted and the extent to which they are
being met. Each area is also managed by another government body. Principles of the
campaign and communication on European affairs with domestic public became an integral
part of domestic information policy and the occurrence of its documents has intensified over
time. On the other hand, general presentation and good image of a country, even if
presented in concepts of foreign policy and government statements, until recently has had
almost no practical impact on the activities of state authorities. It is nevertheless considered
an impulse for the authorities to give a broader reflection on the good name of the country
abroad.

Key words: public diplomacy, domestic dimension, actors, European Union,
EU accession, communication strategy

Introduction

The European Union’s diplomacy and its influence on the member states are
quite often discussed in the literature (Hug, 2013; Avery, Faber, Schmidt, 2009;
Archick, 2017). However, the topic of domestic dimension of public diplomacy is
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not the same case. The European Union is perceived as a normative power entity,
based on formulated and shared principles, ideas, and values (Michalski in
Melissen, 2005, p. 124-144; see also Manners, 2002). The process of enlarging
the European Union is considered to be one of examples of spreading such ideas
and values to a broader area on the European continent. This process represents,
among others, an interesting aspect of public diplomacy. On the level of the EU,
the domestic dimension is devoted to domestic communication between
European institutions and member states’ public, and the foreign dimension is
represented by the EU communication toward the candidate countries and third
parties outside the EU. On the level of candidate countries, we speak about the
communication between the candidate countries and the foreign public in its
foreign dimension and among governments and their public at the domestic level.
An interesting view can be reached by looking at the domestic public diplomacy of
candidate countries following EU internal communication standards in the existing
member states when domestic and external dimensions are mixed.

This article looks at the process of the fifth enlargement from the public
diplomacy perspective and analyses the domestic dimension of this process
from the point of view of the candidate country. Its aim is to show whether, in
what dimensions, and how deeply the entry into the EU influenced the further
development of public diplomacy in the candidate country. The Czech Republic
was chosen as a young state, as a candidate country with almost no experience
with state presentation or public diplomacy before the accession to the EU.

The first part discusses the nature of public diplomacy and its domestic
dimension. The second part brings a perspective on the area of the internal
dimension of public diplomacy in the European Union’s policy and practice, and
focuses it primarily on the expression of strategic documents in the period
preceding the 5t wave of enlargement in 2004. The third part describes some
important documents and actors that affected Czech access to the process of
European integration. General observations are replenished by the example of
the strategy before entry into the EU, along with its goals and dimensions. The
last part of this text deals with the influence that the attitude of the EU had on
the further development of public diplomacy in the Czech Republic.

The article uses a method of documentary analysis based on the approach
to strategic documents as a part of the model of strategy — actors — tools that
can be used to analyse the system of public diplomacy (Peterkovéa, 2008). Text
focuses on the occurrence of some terms associated with presentation in
documents as well as changes in conceptual apparatus that was used.
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1 Domestic Dimension of Public Diplomacy

According to Leonard, “public diplomacy is about building relationships:
understanding the needs of other countries, cultures and peoples;
communicating our points of view; correcting misperceptions; looking for areas
where we can find common cause.” (Leonard, 2002, p. 8) He also speaks about
the image and reputation of a country as public goods that can create a positive
or negative environment for individual activities. Public diplomacy activities should
help to increase people’s familiarity with one’s country, increase people’s
appreciation of one’s country, and, later engage with this entity and influence
people to act in accordance with its values and principles (Leonard, 2002, pp. 9-
10).

The domestic dimension can be introduced in the broad social context,
connected to the modification of national environment and the international
scene as well, e.g. the democratisation of foreign policy or the accumulation of
the importance of public opinion (Huijgh, 2011). This has been mentioned as a
discipline of public affairs. It means giving information to the domestic public
about the diplomatic activities of their government and higher control of the
domestic public over these activities. Its connection to public diplomacy is more
about the internal communication of the government (as mentioned later). The
aim of such communication is to inform the public and then to stimulate support
of the public for the external activities of the government (Planning Group for
Integration of USIA into the Dept. of State, 1997).

Ken Heller and Liza Persson see a difference between public affairs and
public diplomacy in their core mission, which involves informing in the case of
public affairs (PA) and influencing in the case of public diplomacy (PD) (Heller,
Persson in Snow, Taylor, 2009). They also claim that PD “is strategic in itself,”
while PA is not “in the classical sense of the word” (Heller, Persson in Snow,
Taylor, 2009, p. 228).

The domestic aspect of public diplomacy can be seen through several
facets. The first one concerns the very system of public diplomacy, i.e. what
type of organisational structure has been chosen and how many interested
actors have been involved. The second level relates to the exposure to the
domestic public, to the effort to inform the public about foreign policy priorities
and the reasons for it. The approval of the domestic public is now more
important than ever in connecting to the role of public opinion. The next level
goes even further to the involvement of local public in performing of support to

10
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the foreign policy priorities and their connection to shared ideas and values of
the public, of the country itself.

Also worth mentioning is the movement to domestic outreach, which is
connected with deep societal changes and moves the meaning of the domestic
dimension of public diplomacy from public affairs, e.g. giving information to
create networks, to support civil society initiatives, and to create genuine dialog
and long-term relationships (Huijgh, 2011, p. 66). Such a shift is also connected
with the changes in the international environment mentioned above.

From the perspective of domestic actors, the system of public diplomacy can
be divided into several basic levels. The first one is the level of government,
followed by central and local government, NGOs, private sector, and the public.
As the state administration is still the key actor in the area of public diplomacy,
the following division is seen from its perspective. However, this division is not
conceived of as strictly hierarchical, but it serves mainly to clarify the
stakeholders.

An effective system of management at the state level is a precondition for
efficient operation of the whole system. Only then it is possible to extend the
‘national network” of public diplomacy activities to self-government and to non-
state actors such as private firms or non-governmental organisations. How deep
the interestedness and collaboration of different public diplomacy actors is
differs on a case-by-case basis and also depends, for example, on the actual
development of state administration. An internal system of collaboration
between the state administration and the private sector or non-governmental
organisations has to be defined very precisely, as does the extent of
coordination.

Non-state domestic actors and their positive influence on public diplomacy
campaigns are also often mentioned in connection to politically sensitive issues
where state activities, especially by great powers, are often suspected of
deceitful reasons for their campaigns. Non-state actors (La Porte, 2012) bring a
taste of fair-mindedness in their work. Jozef Batora presented the idea that to
succeed, public diplomacy needs to attract participants at the domestic level as
well as among the foreign public (Batora, 2005). With respect to public
diplomacy at the governmental level, especially abroad, the positive impact of
the non-state actors involved is very often mentioned with regard to the
operation and the perceived objectivity of the disseminated information. This
question refers foremost to the system of creation and the implementation of
procedures through which foreign policy is performed. The question is whether

"
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the system is centralised, involving only the state, or if there are also other
entities, non-state participants (private entites or non-governmental
organisations), and the degree to which they have been involved.

The idea of non-governmental actor activity in the field of public diplomacy is
mainly positive, due to their longer power distance (Gonesh, Melissen, 2005).
However, their impact on a country’s public diplomacy goals does not need to
be positive in all cases. An important circumstance can be the harmony of
political priorities between the state on one hand and, e.g., civil society
organisations on the other. The issue is whether such harmony exists or not. If
not, the revelation of such disharmony, e.g. on social networks such as
Facebook or Twitter, can have a very devastating effect on a state’s public
diplomacy goals.

The other level is associated with exposure to the domestic public to
become informed about the performance of foreign policy and about the state’s
activities abroad. For a long time, foreign policy and public diplomacy were not
at the centre of attention of the domestic public. Now, thanks to all changes
mentioned above, the situation is changing. The rising power of public opinion
and the strong ability of the media to strengthen or damage intended diplomatic
activity force the need to attract the domestic public regarding foreign policy
issues. The government wants to or has to inform its public, institutions, and
media about its foreign policy priorities and about what the government, the
Ministry of Foreign Affairs, or other involved institutions want to do."

The involvement of the local public and its contribution to the presentation of
the country abroad might contribute greatly toward the final success. Active
demonstration of the values presented is very important (The New Public
Diplomacy, 2012). The public should show that such values are shared and are
part of its identity. The creation and presentation of the country’s desired image
must be much more than an effort by state authorities. Other participants such
as non-governmental organisations, academia and universities, political parties,
cultural operators, private companies, and many others can contribute. They all
participate in creating the image of the country. It is not possible to ignore the
role of the public in creating and promoting the image and different topics on the

T In the U.S. practice, such actions at home are referred to as “public affairs”, whereas in the Czech
Republic such activity was known as a “communication strategy”. Now, from the ministerial point of
view, it has become a part of domestic dimension of public diplomacy. It also means that the
domestic public should, on a regular basis, be informed about foreign policy or about foreign
activities of its officials in general.
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international scene. Engaging the domestic public in the active demonstration of
the presented values has significance for the evaluation and the success of
public diplomacy activities.

2 Information and Communication Strategy of the EU

The internal dimension of public diplomacy in the EU has a relatively long
history, coupled with the efforts of European institutions to inform the public of
the member states concerning European issues and their own activities. The
aim is also to increase support for EU values and their enforcement, bring the
Union closer to its citizens, and create a sense of shared values and a common
identity. Roots of this process go to the beginning of the nineties and the
adoption of Maastricht Treaty in 1992, which was not as easy as expected with
France approving only by a small margin and Denmark accepting on a later
date (Euractiv, 2009). One of the results of this unexpected situation was the
adoption of the Interinstitutional Declaration of October 1993 intended to
encourage the respect of the Commission, the European Parliament, and the
Council to more democratic principles and transparency in their work. They
agreed on more openness and public nature in their work. These three key
institutions, because of their legislative power, are also the main actors of public
diplomacy during the 5t wave of EU enlargement.

Because the communication and information aspect of the European
integration was formerly evaluated as unsatisfactory, the European Commission
decided not to underestimate public opinion during the Eastern enlargement
and, in 2000, adopted the Communications Strategy for Enlargement. The main
target was to keep the public in candidate countries and member states
informed to ensure their participation and their support of the enlargement. This
document settled main principles and key objectives of communication in the
forthcoming pre-accession campaign. (European Commission, 2000).

It is important, in this regard, to mention the terminology used during the pre-
accession period. The Commission has consistently used the terms
‘communication” and “information policy.” According to the Communication
Strategy for Enlargement, information means “the flow of facts and figures” and
communication “the presentation of objective information in the form of key
messages adapted to particular audiences” (European Commission, 2000, p. 4).

This strategy was composed as a framework document that presented a set
of main communication goals for the Union during the pre-accession period.

13
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The Commission put an emphasis on a decentralised approach at the levels of
actors and target groups. As the key actor and coordinator, the Commission was
responsible for generally applicable information and core messages. An
important role was given to representatives in member states and delegations in
candidate countries. The local political actors and non-state actors (business
and industry, civil society) should also be involved in tailor-made information
that is responsive to individual needs of particular settings.

The importance of such a strategic approach and of the role of different
actors and their mutual cooperation has several aspects. On the one hand, a
certain level of centralisation was needed to create unity of the European Union,
defining the shared principles and values that characterize the European
identity. These were expressed through some core messages and the key role
of the European Commission. The motto of the EU, “United in diversity”, has
symbolic value. Such a motto acknowledges the common background and
shared values and at the same time different individualities of member states
and their public and of course their different needs. Different perspectives are
connected with different actors involved in the whole process from European
institutions, individual representatives and delegations, and also local actors
(state or non-state) with their specific target groups.

The public, as a target group in general, was first divided into two groups —
member states and candidate countries — where each of them had specific
needs. According to their different development in history, the candidate
countries were divided into the Central and Eastern European countries and
Malta, Cyprus, and Turkey as a special group (European Commission, 2000).

The contribution of this strategy and its close connection to public diplomacy
and its domestic outreach lies exactly in this decentralised approach and in
close cooperation between the Commission and national actors at the state and
non-state level, and among these actors at the national, regional, or local level.
All these connections together, created at different levels, established varied
horizontal networks (Zaharna, 2007). Such decentralisation can be seen in
close connection to essential societal changes and the growing importance of
public opinion. The exposure to domestic public, to inform them about main
principles and general values of European integration was not enough. The
involvement was needed because of the active participation of the public in the
whole process of the European enlargement.

In 2001, the Commission delivered a White Paper on European
Governance, where communication of European institutions and the need for

14
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increasing openness in their work was also mentioned. Open and credible
communication was identified and emphasized as a precondition for more
effective European governance (Commission, 2001). Communication was also
detected as a third track of the enlargement process after the pre-accession
strategies in candidate countries and the accession negotiations (European
Commission, 2004).

One vyear later, the Commission introduced an evaluation of the
Communications Strategy called “Explaining Enlargement” (DG Enlargement
Information Unit, 2002), which included detailed information about existing
projects, instruments, and public opinion results. In the member states, a
relatively low level of knowledge was identified. In CEE countries, a reduction of
general post-1989 enthusiasm was identified along with a clearer calculation of
interests concerning EU membership (DG Enlargement Information Unit, 2002).
To meet all the needs mentioned in this evaluation, the Commission and its
counterparts made some changes for the next period beginning in 2002, when a
general information campaign was transformed to a more specific approach
according to the different needs of different groups among the actors and target
groups as well. Responsibility was given to national governments to inform their
citizens and to explain the process of enlargement and its consequences (DG
Enlargement Information Unit, 2002).

Cooperation was needed with civil society and with the media to ensure that
all necessary information for the public in both member states and candidate
countries was provided before the accession referenda. After the first evaluation
(mentioned above), an updated version was issued each month until December
2003 regarding the progress in communication about the enlargement in every
candidate country (European Commission, 2004). Different elements were
mentioned, including public opinion, media coverage, networking events, and
instruments used to fulfil the strategy’s aims, such as press conferences, and
information activities such as seminars or workshops, etc. The Commission
observed the development very carefully at every step because of the role of
the public in accession referenda and the importance of successful enlargement
for further development of the European idea (DG Enlargement Information
Unit, 2002).

15
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3 Communication to the Domestic Public - Czech Inspiration
by the EU

The preparation for accession to the EU became a very important moment
for the Czech state administration. There was a broad political agreement
among different political parties in the Czech Republic that accession to the EU
was the only possibility way to restore the place of the Czech Republic in the
international community. The referendum had symbolic significance. The
positive result could be interpreted as a final point of the transition period and
confirmation of the new and democratic orientation of the Czech Republic.

During the time of negotiations, many candidate countries’ governments also
realised that it was inevitable for them to present the EU, the process of
integration, and its positive consequences to the domestic public. In the Czech
Republic, such a need had been experienced since the mid-1990s (MFA CR,
2007). The main domestic political reason was the plebiscite to decide on the
entry to the EU. A need was also discovered to present the state as a
prospective new member state (democratic, safety, etc.) that had a lot to offer
and to show its positive (reshaped) image to the foreign public in EU member
states. A low level of knowledge about the candidate countries and about the
process of enlargement and its real consequences for concrete issues was
identified.

The accession to the EU was declared as one of the most important foreign
political priorities with consequences for the society as a whole. From this point
of view, preparation of the strategy on how to communicate the possible
membership to the public was a general political task with strong foreign policy
dimension and the communication strategy was developed to fuffil this aim. The
main political actor was the Government and its bodies, including the
Government Committee for European Integration. The Ministry of Foreign
Affairs was chosen as the coordinator a key managing subject for the
communication. Later, in 2001, the Interdepartmental Coordination Commission
for Fulfillment, which handled the communication strategy of the Czech
Republic before joining the European Union, was established as a coordination
body for the whole campaign.

The Ministry of Foreign Affairs was chosen as the coordinator of this strategy
because of the foreign affairs dimension of the whole process. The strategy was
in preparation since 1997 and was also divided on its foreign and domestic part
according to its target groups to foreign and domestic public.

16
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As a timeline, the strategy was divided into several phases. The first one
was the preparation phase, which took place from 1998-1999, which was then
followed by a phase that employed a broader information campaign aimed at
the general public (from 2000 until approximately six months prior to the
plebiscite) primarily prepared and realised by the Communication Strategy
Department at the Ministry of Foreign Affairs (MFA). However, at the same time,
special projects targeting specific target groups were realised. It was one of the
basic principles of the strategy to combine the national and targeted impact of
its activities. The last phase was supposed to start after the accession and to be
devoted to regular information about European issues (Chatardova, 2001).

The whole strategy was later implemented, on the basis of the Government
Resolution No. 974, from 26. 9. 2001 (VLADA CR, 2001), with the aim to
perform the two main tasks mentioned above, i.e. to inform the domestic
constituency about the EU and to present the Czech Republic to the EU. At this
point, the strategy can be seen (in its domestic dimension) as a typical public
affairs project, as the principal aim was to inform the domestic public about the
EU accession in an objective way. The goal was to present the European idea
to domestic citizens so that it was attractive to them and to let them to decide
according to their own opinions.

The main task in foreign promotion was to present the country as a very
well-prepared, modern, and democratic state with high potential for becoming a
rightful member of the community. Considerable effort was made in organising
seminars, debates, round tables, press trips for foreign journalists in the Czech
Republic, and many other social events that presented the Czech Republic as a
candidate country for the EU. However, in contradiction to the understanding of
the two-dimensional character of public diplomacy and the role of domestic non-
state actors in this field (See Batora, 2005 or Huijgh, 2011), the external
dimension of the communication strategy was seen mostly as the exclusive
sphere of the Ministry of Foreign Affairs and its counterparts (Zahraniéni politika
Ceské republiky v roce 2000, 2000) (diplomatic missions, EC Representations,
other Czech governmental actors). There is no evidence (MFA CR, 2009)
regarding the participation of civil society in conducting the external dimension
of the communication strategy. The MFA should have cooperated mostly with
the Commission Representations in individual member states and to coordinate
its effort with them. Thus, this dimension can be mentioned in parallel to the
traditional understanding of public diplomacy as a tool of achieving foreign
policy goals performed mainly by diplomats (MFA CR, 2002). The external
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strategy also used the MFA's Web page (www.mzv.cz) and the official
information source regarding Czech membership in the EU (www.euroskop.cz;
MFA CR, 2003a).

As Adamcova pointed out, emphasis was placed on communication to the
domestic public. The reason, though not officially presented, was probably the
referendum, which was to be held for the first time. Some sources (Europeum,
2002) also recommended a more influential than merely an informative
campaign. The campaign was, in subsequent years, regularly monitored and
evaluated (MFA, 2009). The strategy was proposed as a broad concept
including different groups of citizens and networks of official and non-official
institutions. It was labelled as a society-wide project, as a state or national
strategy, not merely a governmental or a ministerial one. The multiplicity of
actors and stakeholders was one of its fundamental conditions to reach different
levels and groups in society (Chatardova, 2001). For example, at the EU
summit in Goteborg (15.-16.6.2001), the candidate countries’ communication
activities were mentioned. Regarding the Czech case, the report stated the
intention to engage civil society and Parliament as well in the debate (MFA CR,
2002).

The communication strategy took into account the experience gained from
previous activities, recommendations made by PR agencies, the results of
public opinion surveys, and the experience gained from other European
countries’ strategies. The Czech strategy was inspired also by the Finnish,
Swedish, and Austrian experiences.

The main goal of the strategy was to give to everyone enough information
about the European Union (Kubernat, 2000). The aim of the information
campaign was to make people aware that such information was available and
let citizens know where they could get it. The tone of the campaign was strictly
neutral to give citizens the ability to decide whether they wanted to join the EU
or not. It is interesting that, contrary to such a statement, the aim of the whole
campaign was not merely to inform (as in public affairs) but also to influence the
public to vote for the EU accession (Parlament CR, Poslanecka snémovna,
2002). In subsequent years, after 2001, the MFA implemented and regularly
monitored the campaign (MFA CR, 2009). As the responsible authority, the
MFA also stressed direct contact and dialog with the public, responding to
diverse questions concemning the EU and future membership and its
consequences. The MFA co-organised 20 regional and many local information
centres, educational courses for teachers, 17 kinds of leaflets, and 14 different
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brochures (MFA CR, 2004). Other ministries also had their own strategies
concerning their related topic. The Czech Chamber of Commerce also
participated, among other non-state actors, but their involvement was
concerned mainly with the Czech public. (MFA CR, 2004) The Government
Council for Non-Governmental Non-Profit Organizations also had a role in the
complex structure and system of coordination (Government of the CR, 2009).

4 The Impact of the Pre-accession Strategy on Further

Development of Public Diplomacy in the Czech Republic

The question is whether and how the process of accession to the EU and
the communication policy applied by the EU and by candidate countries
influenced the further development of public diplomacy and the relationship of
the state to this area. At the level of the strategy and related documents, it is
natural to use some strategic documents at the national level. Good examples
of strategy papers represent at the national level a government statement or a
foreign policy conception. Both of these documents express principles, tools
and targets regarding the foreign policy and list the accession to the EU as one
of its priorities.

In connection with the accession to the EU, the Czech government has also
taken on a number of elements mentioned by the European Commission in its
Communication Strategy for Enlargement (European Commission, 2000). The
special strategy on how to communicate European affairs with its own public is
one of them.2 The following table brings the timeline of communication strategy
and the aforementioned documents, where the concept of public diplomacy or
expressions, such as presentation, promotion, or good name appear.

It is evident that the occurrence of these concepts has intensified over time.
By simple comparison, it can be ascertained that the given words and, together
with them, the themes in Czech strategy documents after the accession to the
EU appear in every government program statement and in both foreign policy
concepts (MFA CR 2011, 2015). Accession to the EU has fundamentally
changed the concept of European information, where an ad hoc campaign has
become a long-term strategy with regular updates. In 2005, the government
also adopted a separate concept of a unified presentation of the Czech
Republic.

2 The Concept of Unified Presentation of the Czech Republic is mentioned as the only document
devoted to presentation or to presenting a good image of the country abroad.
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Table 1. The Timeline of the Czech Strategy documents

Czech Strategy documents

Communication
The The Concept Strategy Before/after | Concept of Unified
Government of Foreign the Accession of the Presentation of the
Statement Policy Czech Republic to the Czech Republic
EU.3
1997 X
1998 X
2002 X
2003 X
2004 X
2005 X X
2006 X X
2007 X X
2009 X X
2010 X X
2011 X X
2015 X X
2016 X
2017 X
Source: author

We can see also a great terminological difference between the
Communication Strategy and other documents. The Strategy and its sequels
after 2005 use terms like communication and information, but there is no
evidence of public diplomacy or presentation of a good image. Terminology in
government statements and foreign policy concepts also has been fine-tuned
over time. Mostly this is evident in the formulations used in the foreign policy
concepts.

3 In 2005 it was the Communication strategy for informing the public about the Treaty establishing a
Constitution for Europe. Since 2005 the document is called Concept of information on European
Affairs in the Czech Republic.
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Table 2. Expressions used in The Concept of Foreign Policy of the CR (1998 - 2015)
Year Used Terms
Public/non-state diplomacy.
A positive image of the state abroad.
1998 .
Communication strategy.
Promotion of the Czech Republic abroad.

2003 Targeted presentation of the Czech Republic abroad.

2011 Public diplomacy/targeted presentation/ to strengthen the positive
image and perception of the Czech Republic abroad.

2015 Good reputation abroad/branding.

Source: author, using concepts of foreign policy of the CR (MFA CR, 1998; 2003b, 2011,
2015)

The former head of the communication strategy department at the MFA, Ms.
Adamcova, stated that for the state administration, it was an exceptional
experience and opportunity to try to coordinate presentation activity at the
domestic and international levels as never before. The reach and demands of
the EU campaign revealed existing imperfections and gaps in the internal and
external communication of the state administration. It was discovered that there
was an absolute lack of readiness of the state administration for such a duty, no
coordination across the administration, and no systematic work at this level
(Adamcova).

The first, and perhaps most important discovery, was that a state really
needs a strategy on a long-term basis, and some concept of how to deal with its
image, how to present its crucial aims, and how to ensure the support of its
citizens to achieve its goals in domestic and foreign policy. We can see that in
the timeline of the Communication Strategy (1997), then in the mention of
presentation later in The Government Statement (2002) and collaterally in The
Concept of Foreign Policy (1998, 2003).

We can see also a major division between the foreign presentation and its
expression in the Concept (2005) and domestic information policy, concerning
European affairs. Where the Concept of presentation has remained the only
document, and the coordination of these activities is not without errors today,
information on European affairs has become a matter of the utmost importance
for the Office of the Government with an annual update. It is here that the
influence of the EU’s communication policy is most visible.
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Conclusion

The EU accession and communication strategies prepared before the
accession by the EU and by the candidate countries represent excellent
examples of the influence of the EU information policy on the domestic
communication concerning European affairs. A long-term and continuous
access was adopted by the Czech Government. Well-established
communication strategy tools have become an integral part of a long-term
concept. The influence of EU standards and initiatives on the communication
strategies of candidate countries is evident. The only problem concerning the
public diplomacy and presentation issue is that the information about European
affairs became a strictly domestic issue with almost no relationship to and no
impact on the area of public diplomacy. Czech authorities stated that the impact
was in recognising the need for a long-term strategy and also using public
opinion polls to determine the perception of the country abroad. The concept of
unified presentation of the Czech Republic was used as an example. Even if the
ambitions of this document have not been fulfilled in the future, its processing is,
according to the authorities (Adamcova), also attributable to the influence of the
communication strategy and the campaign before joining the EU.

Looking at key documents, it is possible to say that the approach of the
European institutions has influenced the position of the Czech authorities in the
area of information on European affairs. However, in relation to public diplomacy
and country presentation, it is necessary to state that information on European
affairs did not become a part of the domestic dimension of public diplomacy, but
rather a matter of internal affairs of the domestic scene of the Czech state. It is
likely that the communication strategy before the accession to the EU was
indeed an impulse for the Czech authorities to give a broader reflection on the
good name of the country abroad and its importance for the fulfilment of Czech
interests. Unfortunately, the same dynamics of development as in the previous
area have not been achieved in this area. In the development of the domestic
dimension of public diplomacy and in the attitude of the state to the promotion of
foreign countries, much remains to be done.
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