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Abstract. This thesis analyzes the concept of cultural PR, its origins, its role in social
life, and its main types. Additionally, the role ‘of cultural PR in information exchange
within society and the prompft'ion of national values is highlighted. This process also
examines the ways in which setial consciousness is influenced through art, literature,
and traditions. )
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Aocmpakmmuotii. B duccepnﬁaquq anaausupyemcsi nouamue Kyromyproeo PR, eco
ucmoku, poJjb 6 OQWQCMG({HHOZZ JICUBHU U OCHOBHble munvl. B Hem makxowce
NnOOYepPKUBAETNCSL PO./'lb KVIbMYpHO20 nuapa 6 oOmeHe ungopmayueli 8 odwecmee u
npodeuafceuuu HayuOHa]leblx uermoemeu Omom npoyecc makokce usydaem cnocoowl
6030elcmeus Ha 06W€CM6€HHO€ €Oo3HARUe nocpedcmeoM ucKkycemsea, Jumepanmypsl U
mpaouyuii. Y ‘

Knrwuesvie cnosa. Kynemypuwiii PR, kommynuxayus, Kynomypa, UMUONC, OpeHOUHe,
meoua-PR, cpeocmea maccosoii urhopmayuu. % -
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Cultural PR is one of the important areas of public felations, aimed at effectively
communicating with the media and audiences based on art, culture, and national values.
This technology serves to‘prd?hote the cultural heritage of a particular country, nation, or
organization, introduce it to the M,amd create a positive @age.

The primary goal of cultural PR is to promote national culture, draw public attention to
specific art, literature, traditions, or-historical heritage, as well as to develop international
cultural relations[1]..Various' tools and technologles are“used in this process, including
mass media, social networks, cultural events, exhibitions, films and theater performances,
art festivals, and various public events[2]. There are different forms of cultural PR
technologies. These include reaching national and international audiences through media
projects, cultural sponsorship by governmental and non-governmental organizations,
shaping the image of creative individuals or artists, and organizing cultural events and
festivals. Additionally, cultural PR plays a significant role in diplomatic relations
between different countries.

Nowadays, the development of digital technologies and social networks has further
expanded the possibilities of cultural PR, increasing its effectiveness in influencing the
public[3]. Therefore, cultural PR is implemented not only through traditional media
channels but also via modern digital platforms. PR, like advertising, Is.a rapidly growing
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field today, standing at the intersection of science and art. The techniques

used in advertising and PR technologies are often similar, relying on the same theoretical
concepts and models of consumer behavior. Likewise, in PR technologies, an approach
known as “DAGMAR-Defi” (Advertising Goals for Measured Advertising Results),
developed by R.X. Colley in 1961, has been widely applied to plan advertising-based
influence[4]. This approach involves quantitatively determining the impact of advertising
and using specific methods to evaluate the effectiveness of such efforts. Within this
approach, the goal of advertising.influence is defined as a uniqgue communication task
carried out for a specific audie_rice over a specific period, which aligns with the objectives
of PR programs. Based on the/DAGMAR” approach, a number of modifications and
updates have been made to impreVé the planning of tnformational influence in PR.

PR technologies have been successfully applied, further confirming that advertising
differs from PR in its broader-scope and significance in marketing communication. The
key distinction between PR’ andsadvertising is that not all organizations utilize
advertising. For instance, firefighters do not engage in advertising, but PR falls within
their scope of inte[ests, just'as it-does for city administrations, presidential offices, and
government institutFOr]s. Advertising-specializes in the flow of buying and selling,
whereas PR encompasses all communication” flows of an organization. Lastly, while
advertising generates revenue through the-purchase of space or time, PR consultants sell
only their time and conclusions. 4

Cultural PR is an integral part-of-the modern publicirelations system, serving as an
important tool for promoting“cultural values on both national and international levels,
bringing them to a wider audience, and creating a positive #mage: This process is not only
significant for government™and non-governmental organizationsibut also for creative
individuals, representativés' of the arts, and society as a whole. The effective application
of cultural PR technologies /zajgggs(art, literature, and eufture to influence broad
audiences, contributing to”the preservation and development of national heritage.
Moreover, this field fostérs cultural-diplomacy, strengthening relations between different
nations and states. <~ » S
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