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ABSTRACT

Kapamaeea A.E.
Kagpeopa Meoua u Kommynurayuil,
Yuusepcumem KUMODIT

The study aims to frame the existing scientific literature on the influence of culture on the practice of public

relations. The global public relations literature review has hardly paid attention to Kazakhstan’s cultural specifics,
which influence the practice of public relations in the country. The research problem is that the topic has received
very scarce scientific attention both in the Kazakh as well as in the international scientific literature. The employed
method in the paper is narrative literature review. The paper contributes to the scientific literature on Kazakhstani
culture and public relations in English language and will help international researchers to have a source of
reference.

AHHOTALIUSA

Ilenpro NaHHOIO HCCIIENOBAHUS SBISETCS PACCMOTPEHUE CYIIECTBYIOLIEH HAay4yHOH JIUTEPATypbl HA TEMY
BIIMSIHUS KyJBTYpBl Ha IpakTuKy CBs3eil ¢ oOmecTBeHHOCThI0. B MupoBoil nmuteparype Ha Temy CBszeit ¢
O6HleCTBeHHOCTI:IO €Ba JIn OBLIO YACJICHO BHUMAHUE KYJIbTYPHBIM 0COOEHHOCTSAM Ka3ax0TaHa, KOTOPBIC UMECIOT
BIIMSIHHE Ha MpakTUKy CBsi3eil ¢ 00IecTBeHHOCTRIO B cTpaHe. [IpobiemMa 1aHHOTO HCCIIEOBAaHUS — ATO TO, YTO
JAaHHOM TeMme OBLIO yJeNeHO HEJOCTaTOYHOE BHHUMAHME KaK B Ka3aXCTaHCKOH, TaK M B MHUPOBOH HaydyHOH
JMTeparype. B HCCIICAOBAaHHUNU OBLI MCIIOJIb30BaH METOH JIUTEPATYpPHOTO 0630pa. I[aHHOG HUCCIICA0OBAHUC BHECET
BKJIaJl B HAYYHYIO JIUTCPATYPY O Ka3axCTaHCKOM KYJBTYPC U CBA3X C O6H.ICCTBGHHOCTBK) Ha aHTJIMHACKOM SI3BIKE

1 IIOMOXKET MCKAYHAPOAHBIM UCCICAOBATCIIAIM NOJYYUTh IICPBOUCTOYHUK O I[aHHOﬁ TEMCE.
Keywords: public relations, Global Public Relations Framework, Kazakh culture, high context culture, low

context culture
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Introduction

It is becoming increasingly difficult to ignore the
globalization process, which takes place across the
globe. As one of the main consequences of this process,
the majority of countries started to build economic
relationships with each other. Recently, the trade
agreement between Japan and Europe Union came into
force, which will eliminate all tariffs between them.
Japan declared its initiative to build expanded strategic
partnership with Kazakhstan, during former president
Nursultan Nazarbayev's visit to Japan [1]. In such
situations, Global Public Relations becomes an
essential part of managing the relationships between
two potential partners. The globalization process itself
requires a significant number of public relations
professionals who could educate newcomers or
students to encounter multicultural audiences.
However, Sriramesh, Kim and Takasaki commented

that (1999) "it becomes obvious that very little
empirical evidence is currently available about the
nature of public relations in different regions of the
world" [2, p 271]. In other words, the field of public
relations is not deep enough explored compared to
countries such as the US, UK and Western Europe.

Statement of the Problem

There is a little doubt that global public relations
tend to flourish in countries where the development of
the political system and economic system go hand in
hand with the growth of media, culture, and activism.
According to Sriramesh and Vercic (2009), these
variables have tight boundaries with the level of
development of Global Public Relations. However, the
majority of research studies in this field cover the US,
British and Western Europe's practices [3]. Moreover,
public relations professionals are still undermining
culture, as a key variable in their global practice.
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Further, to have a beneficial partnership with the target
country, it is essential to study the cultural features of
that country. However, there are almost no research
studies, which discuss the cultural features of
Kazakhstani people from public relations perspective.

Purpose of the Study

The purpose of this exploratory research is to shed
light on the specifics of Kazakh cultural that influences
the practice of public relations in the country within the
global framework of public relations. It is worth noting
that cultural differences could become a barrier for
international enterprises to build successful and
beneficial business connections. However, there is very
scares research or data at a satisfactory level informing
about Kazakh cultural specifics, which influence public
relations in the country.

Methodology

This research method that was applied in the paper
is a narrative literature review. The purpose of narrative
(semi-structured) literature review is to review the
existing and conceptualized research on a particular
topic. “This type of analysis can be useful for detecting
themes, theoretical perspectives, or common issues
within a specific research discipline or methodology or
for identifying components of a theoretical concept” [4,
p. 335]

RQL1. What literature exist on the impact of culture
on the practice of public relations?

Results

Public relations and a country’s main systems

Public relations and a country’s political system

Political conditions impact the social structure of
a country, and it is common knowledge that public
relations practice depends on public opinion, which
leads to the consideration that strategic public relations
could be practiced only in countries where cultural
diversity exists. However, the reality indicates that
nature public relations in those societies, where the
government usually ignores public opinion, could be
considered as not complicated and has a tendency to be
one-way propagandistic, regardless to the fact that
almost each of the United Nations' participating
country states to be a democracy.

In the 1990s, the world started increasingly
developing, which has also affected the political,
economic and societal conditions of many countries.
Notably, the majority of post-Soviet Union countries
have undergone political and market changes, which
creates a challenging environment for public relations
practitioners. The political system used to be divided
into three types as Western industrialized democracies,
Communist states and the non-Western, developing
countries. However, these designations have become
questionable after the breakdown of the Soviet Union
and its influence on the worldwide political structure.
In recent years political system is being classified into
seven types such as democracies, restricted democratic
practices, monarchies, authoritarian and totalitarian
regimes, colonial and imperial dependencies, and
protectorates.

Overall, there is still much to be explored about
the impact of each political systems on public relations;
however, it could be considered that the 20th century

has become the time of modern public relations'
increase. Although the degree of democratization of
society has increased, the nature of the public relations
profession is also sophisticated. However, there is no
doubt that strategic public relations thrive in countries,
which value cultural diversity [5, pp. 4-5].

Public  relations and country’s
development

The economic development of a country, which
depends on the political system, offers public relation
professionals various opportunities. It is common to
think that the public relations field has more freedom to
develop in those countries, whose economic conditions
are superior. However, the reality is that public
relations are still considered as redundancycy, even in
some developed countries. As a result, financial
resources in those countries is tend to be spent on more
essential needs of organizations. Despite this fact, it is
hard to deny that strategic public relations are more
advanced in pluralistic countries because developed
economy causes the high level of competition among
the significant number of organizations [6, pp. 8-9]. To
succeed at their goals, those organizations need to
receive remarkable social support and approval, which
consequently demands a certain number of public
relations experts as their employees or advisers.

Public Relations and a country’s media system

It is hard to deny that the mass media and public
relations have tight relationships, which tend to be
interrelated and mutually profitable. Public relations
practitioners would agree that media relations are
critical for them because the majority of their work
activities depends on mass media. On the other hand,
mass media also use public relations professionals as
their information providers [7, pp. 14-15].

To establish prosperous media relations, Public
relations practitioners need to understand who controls
media organization in their country and does it affect
the editorial materials [8, p. 17]. The Freedom House
Report (2017), which covered 199 countries, found that
only 13% of the world's mass media is free. It was the
lowest in the last 13 years. Dunham (2017) stated with
relation to that that politicians attack and undermine the
credibility of the media “through alarmingly hostile
rhetoric, personalized abuse online, and indirect
editorial pressure” [9, p. 4]. It shows that very few
countries are democratic ones. Activism is also a key
indicator for a country’s democratic development in the
context of the freedom of expression.

Activism is also another measure of public
relations development, which is influenced by political
and economic indexes of the country. Depending on the
political system, activism could be perceived in
positive as well as negative way. Moreover, the
economic development of a country also has an impact
on the degree of activism. In the reality of developing
countries, citizens are more worried about the
satisfaction of their physiological needs rather than the
protection of their public stance. In the past century, the
majority of Asian and African countries participated in
social movements to reach independence for their
nations. However, that achievement brought change to
one part of these countries' degree of activism — it has

economic
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plunged due to their political and economic conditions.
Activism creates places where public relations
professionals could develop their activities, and, these
days, it becomes wusual that public relations
practitioners serve two opposite in their nature social
movements. The connection between activism and
public relations is being ignored for a long time, and
there is still much to study it [10, p. 9].

Culture and Public Relations

In organizational management, the significance of
the culture has been integrated at the end of 1980s.
Whereas in contrast, the concept of culture in the public
relations field is still being disregarded by its
occupants. The majority of literature and research
studies which covers this topic is concentrated on
American, British and Western European cultures.
However, the number of researches which explore the
culture of other countries has increased, compared with
past years [11, pp. 12-13].

High and Low context culture theory

In order to identify Kazakh cultural differences,
this study aims to use High and Low context culture
theory, which was implemented by Edward Hall in
1976. Low and High Context cultures theory combines
three concepts such as context, information and
meaning [12]. These three integrate in such a way that
context as a system of meaning for exchanging the
information within or between groups of individuals.
With this understanding, Hall's context dimensions
offer a framework that affords individuals to
understand such communication forms as non-verbal,
which consists of body language, hand gestures, body
language and verbal, such as written texts and spoken
words, which aims to understand the meaning of
mentioned communication instruments. In high
context, individuals could understand the meaning of
received messages without full definitions of them,
because extrinsic information, which was sent by an
opponent, could help to describe it. On the contrary,
individuals in a low context culture demand
information, which was provided with an indirect way
by spoken words. The reason for that is that the
representatives of such cultures depend on the
information that was received through direct and
explicit communication.

Cultural context of Kazakhstan

Gluchshenko and Kutybayeva (2014) state that:

"Kazakh culture can be referred to as a high
context culture. Traditionally, Kazakh business culture
dictates a strict hierarchical structure where leaders
separate themselves from a group and power is
distributed from the top. People tend to make decisions
based on face-to-face communication as quite often,
and we focus more on how people talk rather than on
the content of the conversation. The fact that more than
half of MBA students consider themselves as high
context communicators also proves that Kazakh people
are classified as high context communicators.
However, it should be noted that rather a high
percentage of the interviewed MBA students (one
third) classify themselves as low  context
communicators. That can be explained not only by their
traits but, to a considerable degree, by globalization

process that facilitates implementation of new business
standards and models, including communication styles
[13, p. 5-6]. According to the mentioned information, it
could be considered that Kazakh culture is classified as
"in-between context culture”, which means that it has
high-context communication features as well as low-
context communication ones.

According to Samovar et al. (2013) using Hall and
Hall's theory "A high context communication is one in
which most of the information already in the person,
while very little is in the coded, explicit, transmitted
part of the message. Low context communication is just
the opposite. The mass of the information is vested in
the explicit code™ [14, p. 215]. In High context cultures,
communication style is influenced by the closeness of
human relationships, well-structured social hierarchy,
and healthy behavioral norms [15]. In a high context
(HC) culture, the inner meaning is usually embedded
deep in the information, so not everything is explicitly
stated in writing or when spoken. In an HC culture, the
listener is expected to be able to read "between the
lines”, to understand the unsaid, thanks to his or her
background knowledge. In a low context (LC) culture,
meanings are explicitly stated through language.
People communicating usually expect explanations
when something remains unclear. As Hall (1976)
explains, most information is expected to be in the
transmitted message in order to make up for what is
missing in the context. The human side is critical when
it comes to doing business in Kazakhstan. Personal
relationships do matter [16].
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B cratbe AHAJIU3UPYCTCS TCUCHUC ri1006aabLHOTO Kpusuca NpUHOUIINAJIBHO HOBOT'O THIIa Ha OCHOBC PR-

KaMIIaHUHN «IMaHAEMUsI KOPOHABUPYCa». TToxazaHbl HUJACOJIOTUYCCKUE HUCTOKU KpHU3HcCa, €ro IMpu4iuHbl, HEJIN U
BO3MOJKHBIE TOCIEACTBHA. [lepeunciensl auarHocTmyeckue npu3Haku PR-xammanum. IlpuBeneHs! mpuMeps!
BBaHMOIIeﬁCTBPIH JABYX AHTAaroOHUCTHYCCKUX IIOJACHUCTEM, TPEX CBEPXACPKAB U UYCTBIPEX rno6ann3y}oumx
WC0JIOTHI. DnHIeMruiecKas KapTuHa KOpOHaBUPYCa OCTaeTCs Hepac(ppoBaHHOM.

ABSTRACT

The article analyzes the course of the global crisis of a fundamentally new type based on the PR campaign
«coronavirus pandemicy». The authors shows the ideological origins of the crisis, its causes, goals and possible
consequences. Diagnostic signs of a PR campaign are shown. Examples of interaction between two antagonistic
subsystems, three superpowers and four globalizing ideologies are given. The epidemic picture of the coronavirus
remains not decrypted.
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