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DEVELOPMENT OF PUBLIC RELATIONS IN THE CIS COUNTRIES

The generation and development of public relations in the countries of the Commonwealth of Inde-
pendent States (CIS) was prepared by the policy of ,publicity” and economic reforms undertaken in the
USSR during years 1985-1991. Thus, the appearance of public relations services coincides in time with
democratic transformations and the formation of market relations. The further formation of PR in inde-
pendent countries took place on the theoretical and practical foundation established during this period.
There were created National associations for public relations and Declarations of professional and ethical
principles in the field of public relations were adopted that time. Special faculties for training specialists
in PR began to open in the universities of the CIS.

It should be noted that this process is global in nature. It has its own characteristics inherent in in-
dividual countries, as well as periodization, and therefore the study of this phenomenon on a CIS scale
requires a historical and political analysis.

The purpose of this article is to trace the history of the development of public relations in the CIS
countries as a communicative phenomenon. An analysis of the facts shows that many modern trends in
post-Soviet PR were originated and developed during this period.

To achieve this goal, the following research objectives were set: to analyze the current state of public
relations in the CIS countries, to interpret the main methodological approaches and identify the conceptual
foundations of post-Soviet PR, to explore the dynamics of the development of information models, and to
study the specifics of using communicative PR technologies. The results of the research have the theoretical
and practical importance in the study of the history of PR development in the post-Soviet area.

The article attempts a comprehensive analysis of the theoretical and methodological approaches
presented in the research literature to identify the conceptual characteristics of the socio-cultural pheno-
menon of public relations in the CIS countries.

The recommendations and conclusions formulated at the end of this article can be used in the deve-
lopment of courses in academic disciplines, as well as guidelines.

Key words: public relations, Commonwealth of Independent States, PR market, democratization,
state administration, information.
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TMA, eapepiHAeri KOFamMmeH 6aiAaHbICTbIH, AAMYblI

Toyeaciza Memaekettep AoctactbiFbl (TMA) eaaepiHAeri KOFamMAbIK, KaTblHAaCTapAblH Manaa
60Aybl MeH AamybiHa 1985-1991 xbiasapbl KCPO-aa >KyprisiAreH «KapUsIAbIAbIK» CasiCaTbl XaHe
9KOHOMMKaAbIK, pedpopmanrap cebenii 60aabl. OcCbirana, KOFaMMeH OaiAaHbIC KbI3METiHIH, nanaa
6OAYy Mep3iMi AEMOKPATUSABIK, KaiTa KYPYAQPMEH XXOHE HapbIKTbIK, KaTbIHACTAPAbIH KAAbINTACybIMeH
cankec Keneai. Toyencis enpepae PR-AbIH 0AaH 8pi KaAbINTACybl OCbl KE3EHAE KAAaHFaH TEOPUSIABIK,
XKOHe MPakTUMKaAbIK Herisae >kysere actbl. KorammeH GaiiAaHbIC XXOHIHAEr YATTbIK, accoumaumsAap
KYPbIAAbl, KOFamMAbIK, KaTbiHaCcTap CaAacbiHAAFbl KOCIBU-3TMKAABIK, KaFMAAAAp TypaAbl AeKAapauusiAap
KabbiapaHabl. TMA yHuBepcutetTepiHae PR MamaHAapbiH AAMbIHAAMTBLIH apHarbl KadyeApaAap atlbiAa
6acTaAbl.

ByA yaepic >kahaHAbIK, cvnaTka e eKeHAIriH anta kety kepek. OHbIH >KEKEAEreH eapepre ToH
©3iHAIK epeKLIeAIKTEPI, COHbIMEH KaTap Ke3eHAIK aiblpMaLlibIAbIKTapbl 6ap, COHABIKTaH GYA KYObIALICTbI
TMA aykbIMblHAQ 3epTTey TapUXM XKBHE CasiCh TaAAQYAbl KQXKET eTeAl.

MakaAaHbIH MakcaTbl — KOMMYHMKATMBTIK KyObIAbIC peTiHae TMA, eApepiHAeri KOFamAbIK,
KaTblHACTapAbIH, AaMy TapuxblH 3epAeaey. DakTinepai Taapay nocTkeHecTik PR-parbl kenTereH
3aMaHaym ypAICTepAiH OCbl Ke3eHAE NanAa BOAFaHbIH X8HE AAMbIFaHbIH KOPCETEA|.

Ocbl MakcaTka >KeTy YLiH KeAeci 3epTTey MiHAeTTepi KoMbiaabl: TMA, eaaepiHAeri KoFaMMeH
6aAaHbICTbIH, Ka3ipri >kaFaaibiH TaAAQY, HEri3ri 8AICTEMEAIK TOCIAAEPAIT TYCIHAIPY XKOHE MOCTKEHECTIK
PR-AbIH,  TY>KbIPbIMAQMAAbIK, HEri3AepiH  aHbIKTay, akmapaTTblK, MOAEAbAEPAIH Aamy CepriHiH
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3epTTey >K8He KOMMYHMKATMBTIK PR TexHoAOrMsaAapabl KOAAQHY epekLIeAiKTePiH 3epaeney. 3epTTey
HOTMXKEAEPIHIH MOCTKEHEeCTIK KeHicTikTeri PR-AbIH AaMy TapuXblH O eAeriHeH eTKi3yAe TEOPUSAbIK,
>KOHE MPAKTMKAAbIK, MaHbI3bl 6ap.

Makarapa TMA eaasepiHAeri KoFamMmeH 0aiAaHbICTbIH,  SAEYMETTIK-MOAEHM  (DEHOMEHIHIH,
TYXKbIPbIMAGMAAbIK, CMMaTTamaAapblH aHblKTayfa apHaAfaH, fbIAbIMM BAEOMETTEPAE YCbIHbIAFAH
TEOPUSIABIK XKOHE BAICTEMEAIK TOCIAAEPAI XKAH-)KAKTbl TAAAQYFa YMTbIABIC >KaCaAaAbl.

MakaAaHblH COHbIHAQ OKY MOHAEpi OOMblHIIA KypCTapAbl 93ipAeyAe KOAAaHyFa OOAATbIH
YCbIHbICTap MeH KOPbITbIHAbIAQD, COHAAM-aK, BAICTEMEAIK HYCKAyAap TY>KbIPbIMAAAFaH.

Tyiin cesaep: korammeH OainAaHbic, Toyeacia MemaekeTtep AOCTaCTbIfbl,
AEMOKpaTUSIAQHABIPY, MEMAEKETTIK 6ackapy, aknapar.
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Pa3ButHe cBsi3ei ¢ 06LLeCTBEHHOCTbIO B cTpaHax CHI

3apoXkAeHWe M pasBuTME CBs3er C obuecTBeHHOCTbio B cTpaHax CoapyskectBa HesaBucHMMbIX
lfocyaapcte (CHI) 6bIAO MOAFOTOBAEHO MOAMTMKOM «AQCHOCTM» M 3KOHOMMYECKMMM pecdhopmamu,
npeanputateimi B CCCP B 1985-1991 roabl. Takum 06pa3som, MOSIBAEHME CAYXXO MO CBS3IM C
001L1EeCTBEHHOCTbIO COBMAaAAET MO BPEMEHM C AEMOKPATUUECKMMI NMPeobpasoBaHUsiIMM M CTAHOBAEHMEM
PbIHOUHbIX OTHOLWWeEHWA. AaAbHelllee cTaHoBAeHMe PR B He3aBMCMMbIX CTpaHax MPOMCXOAMAO
Ha 3aA0XKEHHOM B 3TOT MEpuMoOA TEOPETMYECKOM W MpakTMieckoMm pyHAameHTe. bbiaM co3aaHbl
HaUMOHaAbHble ACCOLMALIMM MO CBA3SM C 0OLLLECTBEHHOCTbIO, MPUHSThI AeKAapaLLMu NPpodeCCUOHAAbHbBIX
M 3TMYECKMX MPUHUMMNOB B 06AACTM CBSi3eit C 00uwecTBeHHOCTbIo. B By3ax CHI cTaam OTKpbiBaTbCs
crneumasbHble KaheApbl MOAFOTOBKM CrieumaAmncToB no PR.

Heo6X0AMMO OTMETUTb, YTO A@HHbIM MPOLECC UMEeEeT FAOGaAbHbI xapaktep. OH uMMeeT CBOM
0COBEHHOCTH, NMPUCYLIME OTAEAbHBIM CTPaHaM, Tak>Ke NeproAM3aLmio, B CBS3M C YeM M3yUeHUe 3TOro
sBAeHMs B MacluTabax CHI TpebyeT MCTOPMKO-MOAUTUYECKOrO aHaAM3a.

LleAblo AQHHOWM CTaTbM SIBASIETCS MPOCAEAMTb UCTOPMIO PasBUTUSI CBSI3e C OOLECTBEHHOCTbIO
B cTpaHax CHI kak KOMMYHMKATMBHOro deHomeHa. AHaAu3 akTOB MOKa3blBAET, UYTO MHOrue
COBpeMEHHbIe TEHAEHUMM B MOCTCOBETCKOM PR 3apokaaAnch 1 pa3aBnBaAnCb MMEHHO B 3TOT MEPUOA.

AAS AOCTMXKEHMS TMOCTABAEHHOM LEAM CTaBUMAMUCb CAEAYIOLIME MCCAEAOBATEABCKME 3aAduM:
OCYLECTBUTb aHAaAM3 COBPEMEHHOI0 COCTOSIHMSI CBSI3eld C OOWEeCTBEHHOCTbIO B cTpaHax CHI,
MHTEPNPETUPOBaTb OCHOBHbIE METOAOAOTMYECKME MOAXOAblI W BbISIBUTb KOHLIEMTYaAbHble OCHOBbI
nocrcoeeTckoro PR, nccaepoBatb AMHaAMMKY Pa3BUTUSE MIHPOPMALIMOHHBIX MOAEAEN, M3yYaTb Cneumnduky
MCMOAb30BaHUSI KOMMYHMKaTMBHBIX PR-TexHoAOrni. Pe3yAbTaTbl MICCAEAOBAHNS MMEIOT TEOPETUYUECKOE U
NpakTUYeCcKoe 3Ha4YeHMe B paMKax M3y4eHns NCTopumn pa3BuTns PR B MOCTCOBETCKOM NMPOCTPAHCTBE.

B cratbe npeanpuHsaTa NonbiTka KOMMAEKCHOrO aHaAM3a MPeACTaBAEHHbIX B MICCAEAOBATEAbCKOM
AUTEpATYpE TEOPETUKO-METOAOAOTMYECKMX MOAXOAOB K BbISBAEHMIO MOHSATUIHbBIX XapaKTePUCTUK
COLMOKYABTYPHOr0 (heHOMeHa CBSi3ei C 06WeCTBEHHOCTbIO B cTpaHax CHI'.

B 3akAloueHMM cTaTbM CHOPMYAMPOBAHbI PEKOMEHAALIMM M BbIBOAbI, KOTOPble MOryT ObiThb
MCMOAb30BaHbl NPM pa3paboTke KypCoB Mo yuyebHbIM AUCLIMINAMHAM, @ TaKXKe METOAMYECKMX YKa3aHWM.

KaloueBble cAoBa: CBs3M C obliecTBeHHOCTbIo, Coapy>KecTBO HesaBucuMbIX [ocyaapcTB, pbiHOK
PR, aAeMokpaTtm3aums, rocyaapcTBeHHOE yripaBAeHue, MHopmaums.

Introduction

Social communication has always played an
important role in the life of society. However, in
the last twenty-five years of the twentieth century,
the world exchange of information has undergone
cardinal changes. They were related to the trends
of globalization, as a result of which a significant
part of the world’s population was included in the
new information reality, which is characterized by a
significant extension of access to various resources
of knowledge and information. An important role
in this process was taken by a new information
and communication phenomenon - public relations

(PR). The United States is rightly considered as the
birthplace of PR. Public relations received a powerful
development in America with the introduction of the
elections institution. The history of modern PR is also
inextricably linked with economic development in
the 20th century. The necessary objective conditions
have developed in Western society, the social wealth
has grown, a middle class has appeared, and there
was a need to create effective tools to influence
the adoption of political and socio-economic
decisions (Cuttlip, Scott, 1995; Tom Watson, 2012).
The mission of public relations was to establish
friendly relationships between the authorities and
the population, employers and employees. Thus,
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the birth of professional PR activities took place at
the beginning of the 20th century. It is worth noting
the researcher and practitioner Edward Bernays,
whose works can be taken as a good example of
the history of American PR. The name Bernays is
associated with the generation of public relations
as an independent form of social activity (Edward
Bernays, 1928).

People were able to see and participate in real-
time events. The borders of nation states have
declined in importance, creating the impression of
being part of a global community. No wonder that
the transformations in the information sphere had
an impact on the technical, economic, socio-cultural
and political spheres of the Kazakh society, which
created the conditions for the accumulation of a
greater amount of social information and experience.
It was necessary to create new or transform existing
social institutions, organizations, communities, and
among them, first of all, the institution of contacts
with the environment - public relations (PR).

Research materials

The concept of public relations, or contacts with
the environment, until recently little known and
strange for post-Soviet science and social practice,
has literally entered our lives in recent years.
Today it can be said with certainty that in the CIS
countries, contacts with the environment function
as a fully fledged social institution. Among these
countries, Russia, Ukraine and Kazakhstan are the
clear leaders in the area of developing contacts with
the environment. The Russian researcher G. N.
Tatarinowa distinguishes three periods of shaping
and developing contacts with the environment in
contemporary Russia. The first period - 1991-1994 -
the initial phase of shaping the PR market.

The second period - 1994-2002 - the phase of
shaping a developed industry. The third period -
from 2003 - the beginning of a new phase, a new
quality in the PR industry. In our opinion, the above
statement is also true in the context of Ukrainian and
Kazakh PR.

The Russian PR market was actively taking
shape in the last decade of the last century. The first
external manifestation of the democratization of the
state administration on the territory of the former
USSR was the introduction of the position of a
press spokesman (the creation of press offices) of
the most important people in the country: Mikhail
Gorbachev’s general secretary of the Central
Committee of the CPSU and the first secretaries
of the CPSU regional committees. Although their
duties were mainly limited to writing speeches and
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articles for leaders, and organizing meetings with the
press, the very desire of Soviet leaders to openness
deserves attention. «Perestroika» and «glasnost» -
these words become symbols of transformations in
the country, they do not even require translation when
communicating with foreigners. In a way, it was a
PR campaign that took place almost spontaneously
with no clear guidelines.

The first branches of international PR-agencies
in the CIS were opened in Moscow at the end of
the 80s of the twentieth century. In 1989, national
agencies such as «Nikolo M», «Image-Contacty,
«Mission Ly, and a little later - «Imageland Public
Relations» and «International Press Club» have
been established, which began to offer simple PR
services. Russia quite quickly passed the period of
1988-1991, when foreign agencies dominated the
market for these services. This period (1980s) can
only be considered the first stage in the development
of contacts with the environment as a profession. The
socio-economic foundations for the development of
PR in Russia appeared only after 1991 (Tatarinova
G. N.,2004). This period combines, on the one hand,
the features of agitation and propaganda of the Soviet
era, and on the other hand, foreign methodologies of
PR technology. Thereby, it can be stated that public
relations as a social institution was formed in the
first decade of democratic development (1989, the
fall of the Berlin Wall - 1999, BN Yeltsin’s leaving
the political arena).

The milestone is the creation of the Russian
Society for Relations with the Environment
(RASO) on July 3, 1991. The founders of RASO as
a non-profit social organization were the Union of
Journalists of Russia, the Moscow State Institute of
International Relations (MGIMO) and the National
Adpvertising Association. 10 years later, RASO owned
approximately 100 organizations - professional PR
agencies, commercial, state and social structures.
The first period of PR development in Russia was
characterized by the beginnings of the PR services
market. Several dozen domestic PR companies
have appeared. In addition, the foundations for the
public and private PR education system were laid.
Commercial courses and seminars were eagerly
attended by those who had already dealt with social
contacts. It was important for practitioners to ground
their experience through a knowledge system. Other
state-owned colleges followed MGIMO’s footsteps
and began training environmental contacts.

In the second period, after 1994, there were
more favorable conditions for the development of
the PR industry. In 1995, the following federal laws
were adopted: on advertising, information, com-
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puterization and protection of information, on the
manner of presenting the activities of state authori-
ties in the state mass media, and on social unions.
These acts indirectly regulate activities in the field
of social contacts management, as they concern the
public information environment. The PR services
market in the mid-90s is developing dynamically.
For example, in 1993, about 400 companies offer-
ing PR services operated in Saint-Petersburg and the
Leningrad Oblast, and in 1997 there were over 1000
companies.

In 1997, a national award in the field of social
contacts was established - the Silver Bowman. The
competition organizers include the Chamber of Com-
merce and Industry of the Russian Federation, the
Union of Journalists of Russia and RASO. In the
1990s, the system of apprenticeship was developed.
At the end of the 90s, more than 60 universities in the
country have licenses to prepare PR specialists. The
main base is journalism departments and divisions.
The development of the industry is largely demon-
strated by the existence of professional magazines. At
the end of 2002, Russian PR specialists had a large se-
lection of such editions at their disposal. These were
the monthly «Sovetnik», «CO-obshenie» and «PR
v Rossyi». In the first stage of PR development, the
Russians obtained information about the new sphere
of activity from translations of foreign sources, es-
pecially British and American authors. In the second
stage, the works of Russian authors-researchers of the
sphere of social contacts appear.

An important factor in the development of the
industry is membership of international associa-
tions. Since 1997, Russia has been a full member
of the European Public Relations Confederation
(CERP).

In 2001, a national code of professional and
ethical principles in the field of public relations was
adopted (Tatarinowa G. N., 200).

Importance of the study. Public relations in
Russia and Ukraine.

As stated above, in post-Soviet Russia, PR ini-
tially developed not in the relationship between
business and the community, but between govern-
ment structures and the community. Commercial PR
appeared later in Russia and developed most in the
banking and computer sectors.

Many large Western companies based in Rus-
sia teach practical PR there, actively conquering the
new market. Their experience is being taken over
by Russian companies, where specialists from this
sphere have appeared, and sometimes even entire
departments (Kuznetsov V.F., 2007).

Ukrainian PR has also followed a similar path of
development, with some differences characteristic
of this country. The main legislative act regulating
activities in the field of PR is the Law of Ukraine on
information. Individual PR activities are also sub-
ject to legal regulations.

Sponsorship and charity are governed by the
Law of Ukraine on Charitable Activities and Chari-
table Organizations; cooperation with the mass me-
dia - the laws of Ukraine: on television and radio
broadcasting, on radio resources of Ukraine, on state
support for the mass media and social protection of
journalists, and on printed media in Ukraine; indirect
communication processes are partially regulated by
the Communications Act of Ukraine. Other docu-
ments forming the legal basis in this area are the fol-
lowing laws of Ukraine: on scientific and technical
information, on news agencies, on information pro-
tection and automated systems, and on the national
computerization program.

According to Ruslana Plis, creative director of
Publicity Creating, several types of activities can
be distinguished, among which national public rela-
tions have appeared: advertising, journalism, partic-
ipation in fairs, direct mail marketing, organization
of corporate events and seminars. The development
of such concepts as strategic marketing and manage-
ment consulting also contributed to the development
of PR as a separate direction of activity. What were
the beginnings and development of the PR market
in Ukraine like in practice? Three processes led to
its separation from the advertising market in 2002.
Firstly, market entities (mainly enterprises and com-
mercial organizations) used individual elements, ap-
proaches and methods from the PR sphere in their
practice on their own. Secondly, employees respon-
sible for PR appeared in the positions of enterprises
and organizations. They could be directors, manag-
ers of the packaging department, sales directors or
secretaries-lecturers. It was important that PR was
responsible for a specific person who was commis-
sioned to maintain contacts with an external or in-
ternal community - PR became a separate functional
part of the organization. It is worth mentioning that
the mass media have become the most significant
external social group for large companies, after con-
sumers.

The first foreign PR agencies appeared in
Ukraine in the early 1990s, the first Ukrainian PR
agency - at the end of 1997, and managers, depart-
ments and directors of PR as a mass phenomenon
- only after 2000. Companies have been using PR
elements in their practice since the mid-90s. This
process is gaining momentum. There are practically
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no companies on the market that would not use PR
tools at least once in their history - from participation
in trade fairs to writing a press release. The activity
of various markets in the field of PR is not even.
Certain industries (computer, automotive, medical,
printing) are more developed in this respect, others
(furniture, construction, industrial and agricultural
machinery, etc.) are not yet particularly active( Bek-
bolatuly Zh., 2013).

The practice of PR in Ukraine differs signifi-
cantly from that in the West, which can be explained
by the specific market situation in the country.
However, the vast majority of PR clients are large
foreign companies. This is because many of them
have already gained the unpleasant experience of
conducting PR campaigns in Ukraine according to
the recommendations of foreign specialists who are
trying to apply in the CIS countries technologies
appropriate for all civilized countries of the West.
Since these technologies too often, for reasons they
do not understand, do not bring the expected results,
foreign companies more and more often use the ser-
vices of purely Ukrainian agencies, well-versed in
local conditions (Bekbolatuly Zh., 2013).

Literature and facts on PR in Kazakhstan

Against the background of the CIS, Kazakhstan
and Russia are the leading countries in the develop-
ment of the PR market. It can be said that the Ka-
zakh PR followed the Russian footsteps. As the first
press spokesman of Nursultan Nazarbayev, Yerbol
Shaimerdenov, writes, «shaping press offices as one
of the efficient tools for democratizing social rela-
tions in the new conditions was unconditionally an
important factor in the socio-political development
of sovereign Kazakhstany. The decision to create a
press center of the Central Committee of the Com-
munist Party of Kazakhstan was made on August 7,
1990. The conference rooms of the Central Commit-
tee of the KPK and the «Dostyk» hotel in Almaty
were designated as the venue for press conferenc-
es and briefings. It was recommended to organize
press conferences at least once a month, and in other
cases - as needed. A new structural unit consisting
of a press officer and four consultants has been ap-
proved. The relevant services were also instructed
to take specific actions aimed at creating a material
base, technical service of the press center, equipping
the conference room with synchronic translation
booths and other necessary equipment. Soon after,
on September 12, 1990, J. Szajmerdenow was ap-
pointed the press spokesman. It was the first official
press office in the history of Kazakhstan’s central
government. The emergence of a new democratic
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institution for our society was accepted as a real step
towards the development of democracy and trans-
parency. At that time, as you know, the office of the
president was introduced and the first secretary of the
Central Committee of the Communist Party of Ka-
zakhstan, Nursultan Nazarbayev, was also the presi-
dent of the Kazakh SSR. In January 1991, Gadilbek
Shalakhmetov (from 1992 - head of the press office
of the President of the Republic of Kazakhstan) be-
came the spokesman of the president of the Kazakh
SSR. In the years 1990-1991, the consistent activ-
ity of N. Nazarbayev aimed at ensuring sovereignty,
territorial integrity and strengthening Kazakhstan’s
authority in the international arena created the foun-
dations and favorable conditions for the country to
achieve true independence. The press office took an
active part in the presentation of the multilateral ac-
tivity of the head of state (Bekbolatuly Zh., 2013).

The history of the development of the Kazakh
PR begins in 1994, when the first international PR
agencies started operating in Kazakhstan. They
primarily provided information support to Western
companies that actively participated in privatization
projects. Subsequently, having accomplished their
task, these agencies left the Kazakh market. «Rus-
sian PR had quite a big influence on our market»
- writes the president of the Kazakh Press-Club A.
Karaulova - «the industry, which was always ahead
of Kazakhstan by two or three years. In Russia,
many agencies were already operating, profession-
al associations were established, and the political
sphere was developing. PR» («Sovetnik», 2009).
In Kazakhstan, the process of establishing its own
press offices at the president, government and state-
owned enterprises was in progress.

Then, in the mid-1990s, the Kazakh and Nation-
al Press-Club were established, which created a per-
manent platform for cooperation with the mass me-
dia and other parties interested in writing. In terms
of business, PR structures were the first to emerge in
the consumer goods sector that saw PR only as an
auxiliary marketing tool.

The situation changed dramatically in the years
2000-2002, when domestic companies experienc-
ing rapid growth began to realize the need to build
a positive image and «correct» communication with
customers, partners, community and authorities. We
didn’t have to wait long for the result.

While three or four years earlier, experts claimed
that Kazakhstan did not have a fully-fledged PR mar-
ket, now they had to notice its significant growth,
both in terms of the size and expansion of the di-
rections of its development, and the importance and
prestige of the profession of the speaker itself.
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Although the sphere of the current application
of PR is very broad, three main industries can be
distinguished. First and foremost, these include the
financial and banking sectors (there is a lot of money
here and therefore more resources).

The second industry in which the position of PR
as an image building tool is strong is the oil industry.
However, this is primarily about shaping the rela-
tions between oil companies and the government, as
well as building contacts with the inhabitants of the
region where crude oil is exploited. The third sphere
can safely include the information technology in-
dustry - IT, which needs professionals capable of
communicating information about high technology
products in a language accessible to a wide range of
consumers.

The turning point was the founding of the Na-
tional Association of Social Contacts of Kazakhstan
(NASO). The founders of NASO were the follow-
ing organizations: Actis Systems Asia, the BRIF
Centralnaja Azija agency, the Kazakh Press-Club,
the National Press-Club and the communication
management agency «Renessansy. Its activities are
increasingly promoted by the Club of Kazakh PR
Professionals «PR-shy», which includes the most
experienced PR specialists from various industries.
The club’s task is to develop a professional PR mar-
ket. To this end, it implements several significant
projects every year. First, the PR forum that tra-
ditionally takes place in May every year. Second,
open workshops at the University of International
Business and the Kazakh Institute of Management,
Economics and Strategic Studies (KIMEP). Thirdly,
the annual PR student works competition, the win-
ners of which, as can be seen in practice, have no
problems with finding a job later. The «PR Seasons»
is the latest event. They are organized four times a
year. During these events, open to all comers, PR
professionals, journalists and representatives of oth-
er professions actively establish business contacts.
Problems and solutions

The Kazakh PR market is also experiencing
problems pending resolution. Currently, the largest
domestic public relations agencies, as well as inter-
national and Kazakh companies suffer from an acute
shortage of qualified specialists in this industry. In
addition, several of the country’s top universities
accept public relations education programs and are
ready to implement them. The twenty second edition
of the collections of articles «PR and mass media in
Kazakhstan» was published, methodological manu-
als were also prepared. In 2002, at the Academy of
Civil Service under the President of the Republic of
Kazakhstan, a scientific-practical conference «Con-

tacts with the community in the civil service sys-
tem: methodology, current Kazakhstan’s problems
and experience». In 2006, on the initiative and with
financial support from the Ministry of Culture and
Information of Kazakhstan, a national scientific-
practical conference «Information processes in Ka-
zakh society: management and marketing» was held
at the Kazakhstan University of Economy, Finance
and International Trade in Nur-Sultan, devoted to
the most important issues of the PR market and edu-
cation in this field.

It is positive that our universities and other
colleges can continue to educate national public
relations specialists - in March this year, on the
recommendation of the Technical Regulation and
Metrology Committee of the Ministry of Industry
and Trade, the field of «public relations» was includ-
ed in the Course Classifier Higher and Postgraduate
Education of the Republic of Kazakhstan. Literally
a month later, another important event for the PR
industry took place - the international scientific and
practical conference «Public relations in Kazakh-
stan: theory and practice» was held in Astana.

These facts are all the more important because
with each year of intensive development of the pro-
fession, a PR specialist should become more and
more qualified. He is required to have comprehen-
sive knowledge in the field of economy, marketing,
sociology, psychology, management, ethics and, of
course, journalism. This complex of teachings is not
properly taught in journalism. This was also taken
into account in the new training standards for PR
specialists.

A PR specialist should definitely have a creative
approach that will enable him to work with modern
media and use them effectively. As a PR manager
often has to work in the most unpredictable spheres
of human activity, a deep and comprehensive knowl-
edge of the world and the environment is crucial.
Today, a professional PR specialist is much more
than an intermediary between a company and so-
ciety. A community contact specialist should be fa-
miliar with all aspects and activities of the company
for which he works. In addition, employees should
know PR methods and means as well as psychol-
ogy in order to have an idea of people’s motivations
and ways of persuading. They also need to know the
basics of marketing, management, economics and
sociology.

Time for a few words about the most serious
problems of this industry. Admittedly, there are
quite a lot of amateur PR courses in the country, but,
unfortunately, the level of most of them leaves much
to be desired. People who have never practiced life
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earn money by teaching everyone else. There is
no shortage of people willing to receive a diploma
with a fashionable-sounding title, which creates op-
portunities to earn money by telling the obvious or
discussing well-known case studies from Western
companies. The employer will rather pay attention
to the sincere willingness to work in the field of PR
and the very fact of completing any courses is more
important than these courses.

Conclusions

Our lecturers at PR courses are mostly people
who dealt with the humanities disciplines, and then
«switched» to social contacts. There are hardly any
lecturers-practitioners. They share other people’s expe-
riences, which they collect fragmentarily from Western
or Russian literature. It turns out that, on the one hand,

there is a 30-35-year-old practitioner who has con-
ducted hundreds or even thousands of PR campaigns,
but does not have time to give regular lectures. On the
other hand, there is a young woman who has read two
or three textbooks and is trying to conduct a purely
theoretical course, detached from Kazakh practice, and
therefore of little use to the students.

Practitioners-professionals and bosses of large
agencies can be much more useful as educators. The
time is approaching when «their» public relations
specialists will come out of Kazakh universities.
Therefore, the most important thing is to ensure a
full-fledged educational process. The development
of national textbooks and teaching aids can be called
the basis of the foundations. That is why a creative
alliance of scientists-theorists and PR-practitioners
is so important.
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