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Megpiapeuenuia NP-gianbHOCTIi Y AUCKYpPCi 6pUTAHCbKUX
Ta YKPAiHCbKUX AKICHUX BUAaHb: NOPIBHANbHUIA aHaNI3

FapkaseHKo HO. C.

AHinposcbKuli HayioHanbHuli yHisepcumem imeHi Oneca NoH4Yapa

[aHy po3BiAKy NPUCBAYEHO AOCNIAMKEHHIO aKTya/lIbHUX 3MiH, AKi BiAOyBaloTbCA y ranysi 38'sA3KiB i3 rpOMaACbKicTio. AKTyanbHICTb
pob0oTV 06YyMOBNEHA TUM, LLO Y Hill PO3rNAHYTO OCHOBHI CBITOBI TpeHAM PYHKLUiOHYBaHHA PR Ha cyyacHomy eTani, AaHWIA 4OCBIA,
€KCTPanoboBaHO Ha YKPAiHCbKI peanii. A 3 ornaay Ha Te, Lo A8 HAWOoi KpaiHW BU3HAYalbHUM Hapasi € npouec iHTerpaLw,ii y ceitoBuit
€KOHOMIYHWI Ta KY/NbTYPHUI NPOCTip, PO3BUTOK rasy3i 38’A3KiB i3 rpOMaAChKiCTIO B YCiX chepax AiaNbHOCTI KpaiHM Ta 31aroayKeHui
MEXaHi3M B3aemogii i3 cuctemoto 3acobiB macoBoi iHpopmauii € npiopuTeTHUM. Bu3HauyeHO 0cobMBOCTI PO3BUTKY 3B’A3KIB i3
rPOMAACHKICTIO Mif, BM/IMBOM Cy4aCHUX TEXHOJIOFM Ta B yMOBax HOBMX Mefia, 34iMCHEHO aHani3 3miH y npodeciorpami MP-
MeHea)Kepa. 3acTOCyBaHHA MeToAy KOHTEHT-aHani3y AKICHUX OpUTAHCbKUMX Ta YKPAiHCbKMX ra3eT [A03BO/INIO  BUABUTU
HaMMOLWMWpPEHIiWi CTepeoTUNHI YABAEHHS NPO 3B’A3KM i3 TPOMaACbKICTIO AK Hanpsam Ta npodecito B bpuTaHii Ta B YKpaiHi. HoBu3Ha
poboTM noNArae y 3acTOCyBaHHi KOMMApPATUBICTCbKUX NPaKTUK, AKi, LWAAXOM BUOKPEMIEHHA CTepeoTunis, [03BONMAN
NPOAEMOHCTPYBaTM BIAMIHHOCTI Y MOAANbHOCTI MeAiapenpeseHTauii iHO3eMHUMM Ta BiTYM3HAHMMM 3MI nNabnik pinerwHs Ak
couianbHO-KOMyHiKaLiHOT TexHonorii. JoBeaeHo, Wwo megiapeuenuis npodeciiHoi 4ianbHOCTI dpaxiBua i3 38°A3KiB i3 rpoMaaCbKicTio
Ma€ 34e6inblioro HeraTMBHe 3a6apBAEHHSA, O 3YMOB/IEHO NMPArMaTUYHUMM OPIEHTUPAMM O3HaYeHOT ranysi. Og4HaK y BPUTAHCbKUX
3MI Hapasi nigBuLWyeTbCA TEHAEHLIA A0 306pakeHHA PR K «areHTa 3amiH» nepeaycim couianbHUX, NiAKPECNEHO BUCOKUI piBEHb
HanpyXeHocTi poboTn ¢axiBLiB. HaTomicTb B yKpaiHCbKMX AKiCHMX 3MI 3B’A3KM 3 rPOMAZCbKICTIO MPOAOBKYIOTb PO3rAfAaTUCA AK
neBHa MaHiNyATUBHA TeXHOIOTiA abo nuwwe iHCTPyMeHT nabaiciTi.

Knrouyoei cnoea: 38’a3Ku 3 2poMadceKicmio, KOHMeHmM-aHani3, Hosi Media, periymauis, cmepeomur, nabaicimi.

1. Introduction the classical sense is aimed at creating harmonious
interaction between the groups of people, and eliminates
confrontational attitudes of the public at the state level,
promotes democratic development of society, namely the
establishment of a dialogue between the authorities and
people and the solving complex political and public issues.
That is why it is important to investigate the mediation of the
professional features of public relations specialists’ job in the
British and Ukrainian quality media. It is interesting to ask
how different the mediation of the profession of PR
specialists depends on various national models.

An important aspect of studying of the professional
characteristics of a PR specialist is their interaction with
media representatives as a channel for disseminating
information. Development of the new technologies and the
process of changing the habits of consumption of the
information by modern audiences influence the nature of
interaction between these professional groups greatly.
That's why it seems important to study media reception of
the relationship of these two professional groups.

Problem statement. Even though public relations in
Ukraine is a highly demanded communication industry
today, and almost all government agencies, large and
medium-sized  organizations have public relations
departments or PR consultants, public relations have not yet
reached the appropriate level of institutionalization. PR-
activities in Ukraine are mostly non-systemic and non-linear,
the communication process is characterized by one-way flow
and low level of feedback, public relations are more like
informing ones, often reduced to advertising function,
identified with manipulative technologies for creating
popularity. PR activities are usually short-term ones, often
performing a press-intermediary activity aimed at a one-time
effect, rather than building long-term, trusting relationships
with the audience.

Due to their professional characteristics, the profession
of public relations specialist is often echoed by myths and is
perceived stereotypically. These representations require
correction and educational work, since the qualitative PR in
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Latest research works and publications analysis. Within
the research, the works of the following scholars are
analyzed: Jacquie L'Etang (the transformational aspect of
public relations), Slawomir Gawronski (assessment of
changes between public relation managers and journalists),
Johanna Fawkes (the understanding of the role of PR within
society and the analysis of the PR area in the UK), E. D.
Zamani, G. M. Giaglis, & A. E. Kasimati (the influence of the
online social media on the current functioning of the PR
industry), etc.

Purpose of the paper. The scientific paper aims to
investigate professional features of the of the PR manager’s
work and the nature of their interaction with the
representatives of the media in the media discourse of the
British and Ukrainian quality newspapers.

Research object. Media reception of the public relations
institute in the British and Ukrainian society.

Research methods. A descriptive method has been used
to investigate the latest trends in the functioning of public
relations, the impact of new media on the development of
PR as an industry at the current stage, and the study of the
interaction of PR specialists and media representatives.

Content analysis method, which belongs to quantitative
and qualitative research methods has been used to identify
the widespread stereotypical perceptions of the PR institute
and the profession of public relations specialist, as well as
their interaction with the media in the British and Ukrainian
press.

In order to investigate the items mentioned above, in the
British media “The Guardian” newspaper has been chosen,
and the public political weekly newspaper “The Mirror of the
Week” (“Dzerkalo Tyzhnya”) for Ukraine. The period
between 2013 and 2018 is chosen as a chronological
framework of the research. The search for stereotypes has
been carried out with the help of search lines on the web-
sites of the newspapers by the keywords “PR” and “public
relations” by relevance and by date.

The stereotypes, found in the process of search, are
classified and analyzed using common scientific methods of
analysis and synthesis. The qualitative component of the
content analysis helps get a semantic interpretation of the
text and outline the meaning of some concepts.

The method of comparative analysis allows us to
compare the media perception of the public relations
institute and the profession of public relations specialist in
various national discourses: British, American and Ukrainian.
Media reception of the American PR specialists compared to
the British ones has been understood, and the role and
perception of the Institute of Public Relations in the quality
press of Great Britain and Ukraine have been described.

2. Results

Having examined the historical, sociological and
cultural aspects of public relations, Jacquie L’Etang tends
to define it as a “discipline in transformation” [1].
Slawomir Gawronski emphasizes the fact that PR
techniques and practices “seldom fit into any standards”
and describes effective PR specialists as those “who
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sneaks away from classical rules of public relations” [2]. To
Gawronski’s point of view, such unpredictable nature of
public relations activities influences the process of
interaction of the managers with the media. The scholar
claims that PR people “are not sure what they are going to
do tomorrow” and “all standard, routine PR procedures
may stop working with time and may not bring expected
results they had brought before” [2].

According to the study conducted by Johanna Fawkes,
public relations is often “misunderstood, due to its
hybridity, complexity and competitive perspectives within
the field of scholarship” [3, p. 159]. The author presents a
controversial view of other scholars on public relations,
claiming that PR is regarded as either “monolithic and
utterly toxic” or “a key force in the democratic process
and a contributor to a social good” [lbid]. In the
academical discourse there is a growing tendency to talk
about PR not only in the context of a management
discipline functions, but also as a “driver of promotional
culture” [Ibid]. J. Fawkes explains that the image of public
relations as an area of communications may have some
“pejorative connotations” [3, 160], due to the fact that
some practitioners tend to confuse PR and advertising
techniques, although PR is a much “looser term” [lbid, p.
160] that can be related to a broader field of
communication practices.

J. Fawkes overlooks the condition of PR industry in
Britain, estimating it as the one which has experienced a
“considerable growth” within the past ten years [lbid, p.
160], being the point of contact between the Government
of the UK and the citizens, as well as maintaining
communication of the UK with other European countries
[Ibid]. There are also some remarkable changes to the
industry due to the aspects of fast changing world of
digital communications that have influenced some shifts
in the business approach, that is “increasing outsourcing
of communication from central to agency-based
suppliers” [Ibid].

Melissa Aronczyk et al. investigate public relations as a
part of the promotional culture in the context of the
relationship of the organization with its stakeholders. The
scholar highlights the idea of promotional techniques not
only as an act of “exchange”, that is the attempt to sell the
product, but also as a social phenomenon, which is
“deeply entwined with complex changes in social,
economic and political circumstances, in media systems
and in cultural beliefs and norms” [4, p. 139].

The development of communication technologies has
had a significant impact on the recent functioning of the
public relations area. In particular, the increasing
popularity of social networking sites has led to a situation
when, from one hand, companies use social networks to
create a strong image and to maintain contact with key
audiences and they become a must, because time and
people are demanding it. In such a case PR specialists must
incorporate SMM strategies into their work and this can
be quite a positive experience, helping the company to
gain recognition.
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On the other hand, new media put at risk the
company’s image as the audience can easily make their
complaint public and things that “may be considered as
harmful information can easily backfire” [5, p. 33]. People
don’t have to speak to the journalist to share their
negative emotions about something, they only have to
create a post on the company’s page, or even on their own
and in the last case the company won’t even get to know
about this. Such things can easily give negative
connotations to the company’s reputation.

According to Katy Foster from the Public Relations
Consultants Association’s (PRCA) “PR is all about
reputation building and in current times social media is a
huge part of that” (An expert guide to getting a job in PR,
The Guardian, 18.05.2015).

Regarding the fact that modern audience doesn’t
necessarily need the media to get some information about
the company from it and can directly contact the web-site
of the organization or visit its social networking site, the
relationship between journalists and public relations
managers have changes over some period.

The problem of interaction between public relations
managers and journalists was largely investigated by the
Polish scholar S. Gawronski, who finds the
“standardization” of this process rather difficult and
sometimes even “limited” due to the number of
“variables” and “differentiating factors”, but he is still sure
about the possibility to find out about the “changes” and
“unchanged” things that define the mutual relationship of
these two groups at present [2].

Gawronski points out the “lack of symmetry” [2] in the
relationship between PR people and journalists, which can
be explained by the fact that the result of their
cooperation, that is the news or some other piece of
writing, is produced by the media and that is what
empowers them to have the dominating role in the
process of interaction. However, the scholar admits that
“the cooperation between journalists and managers
should be based on partnership and should be balanced
between the importance of both of these professions” [2],
that is to say these two groups of professionals are
“dependent” [Gawronski] on each other, as PR managers
seek the opportunity to build trusty relationship with the
audience via the media and the journalists are constantly
in search of information. In reality, there is a gap in
understanding between these two professional groups,
since managers are aimed to “promote the image of their
company”, while the journalists “try to defend the
independence of the media and resist any kind of
influence or pressure concerning the content of their
message to be published in the media” [2]. The author
admits that such kind of disbalanced view at mutual
perception still takes place, even though both areas have
a “clear identity of ethical codes, that both professions
have worked out over the years of their evolution and
mutual cooperation” [2].

According to Gawronski, new trends in the functioning
of media today can influence the development of the
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public relation managers and journalists’ relationship.
There are changes in the way new communication tools
are used, a changing profile of media recipients as more
and more people read information on the Internet, free of
charge and often straight from the company’s pages in the
social networks or website, and the last thing is that as a
result of changing mass media themselves, as the area
that is constantly changing to fit audience’s interests and
tastes.

Media representation of public relations as an area in
the media discourse of “The Guardian” has got quite a
positive modality. The area is described as the one that is
under the process of transformation: from “a purveyor of
greenwash” to “an agent for change” (Using PR as an
agent for change in corporate sustainability, The
Guardian, 30.01.2013). Negative connotations that
describe the role of PR in the society, such as “cover up”,
“gloss up reputations” and “managing reputation or
winning favour for past acts of philanthropy” are opposed
to the positive ones: for example, “building trust”,
“effecting change”, “sustainability”, “transparency”, “real
action and change”, “engendering positive future
change”, “accelerating progress on key sustainability
issues”, “a more dynamic role for PR” and “power of PR as
an accelerator of change” (Using PR as an agent for change
in corporate sustainability, The Guardian, 30.01.2013).

Lottie O’Conor, the author from The Guardian, made
an attempt to describe PR as an industry, warning that
may often be mistaken, while in reality the job is more
demanding than it may seem at the first sight: “The PR
industry might have a reputation as one long party, but
there’s a lot more to a career in communications than
champagne and lunches” (An expert guide to getting a job
in PR, The Guardian, 18.05.2015)

The aspects of the mediatization of the PR manager’s
profession in “The Guardian” can be described by the
following expected features that undercover its image as
a whole: “always know what is newsworthy” (Stop saying
yes: the best PRs push back, The Guardian, 20.03.2015),
“adaptable”, “able to write for different audiences”,
“aware of appropriate tones, messaging and mediums”,
“imaginative”, “able to persuade people”, “able to get
your point quickly”, “deeply immersed in the news”,
“hungry for information” (this is about reading news),
“understanding of current affairs and the wider world”
(An expert guide to getting a job in PR, The Guardian,
18.05.2015).

One of the key professional traits, depicted by “The
Guardian” is “creativity”, even when the specialistis in the
process of getting a job, for example, Sam Holl, a client
service director at Kindred Agency calls it a “milestone”
and in the article, dedicated to the strategy of how to get
the job in PR, shares an example about sending CVs to
their company: “We had a great example of someone a
couple of years ago who sent us their CV in the style of an
old-fashioned telegram. It was very good — we picked up
the phone straight away” (An expert guide to getting a job
in PR, The Guardian, 18.05.2015).
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Taking into consideration media perception of the
relationship between public relations managers and
journalists in the discourse of The Guardian, it’s important
to pay some attention to the difference in the national
features of PR industry in some countries, particularly,
attitudes towards British and American PR specialists.

British PR specialists are described as “bombastic”,
“jokey”, “honest” and “self-loathing” (I work in PR — and
we're all terrible people, The Guardian, 09.09.2015). What
is more, it was mentioned in the article that when
journalists ask not to disturb them, “they’d mostly
apologize and never do it again” (I work in PR —and we're
all terrible people, The Guardian, 09.09.2015).

Comparing to the British, America’s PR managers are
described in a not very favorable way: “unfortunate
likeness to a fanatical religion: a monomaniacal echo
chamber of bloated self-importance and self-righteous
froth”, “an elaborate farce of empty self-importance that
borders on the religious”, “PR people describe themselves
in grandiose terms bordering on black magic” (I work in
PR— and we're all terrible people, The Guardian,
09.09.2015).

Mutual perception of the journalists and PR managers
is described in The Guardian with the help of such
stereotypical constructions as “quasi-camaraderie” and
“oppositional, saccharine reporter-PR relationship”,
which can be explained by the fact that both sides benefit
from this process: “both sides accepted our job’s end
game was to get words printed in a magazine” (I work in
PR — and we’re all terrible people, The Guardian,
09.09.2015). The nature of their interaction gets a
negative meaning: “spam and pester writers”, “passive-
aggressive emails”, “office back-chat” (I work in PR —and
we’re all terrible people, The Guardian, 09.09.2015).

The analysis of the content of the British press (“The
Guardian”) reflects the theoretical issues of the
interaction between journalists and public relations
managers, since some of the statements made by
S. Gawronski find their confirmation within the context of
what is said by the practitioners of public relations: “It's
been said before, but PR is an earned media. Us PRs are at
the mercy of journalists. We know about constructing
valuable relationships, but the best relationships are
constructed through mutual respect. It almost goes
without saying that you need to respect journalists’
deadlines and send assets in the right format, but the
clever PR will negotiate within the journalist’s request to
their advantage. For example, a journalist is looking for
statistics around a particular topic, if you don’t have the
figures to help, then why not pitch your client to do a
follow-up piece after its been published? Or send them
some sound bites from your client in light of the piece.
This not only constructs a valuable relationship but
demonstrates your commitment to the piece, hence
gaining respect from the journalist” (Stop saying yes: the
best PRs push back, The Guardian, 20.03.2015).

In comparison to British and American practices,
media reception of public relations in Ukrainian quality
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newspaper “Dzerkalo Tyzhnya” (“Mirror of the Week”) is
of a completely different character. PR in Ukraine is largely
accepted as a manipulation or a publicity tool in the
context of some political issues, mainly connected with
military, social or infrastructure topics.

For example, the initiatives of Ukraine to release
hostages were called a “PR-action” (ORLO abandoned the
Skype conference on the release of hostages, Mirror of the
Week, 26.12.2018) or another political interpretation:
“when everybody is “for sale”, then any ideas can be
discarded as a cheap PR” (Revolution in Ukraine was the
reflection of Europe - American Interest, Mirror of the
Week, 16.01.2018).

Another example relates to the new project of the
Ukrainian Railway Company, which is called a “PR-action”
starting from the title of the article: “Boryspil Express: PR
and corruption” and is associated in the text with
“corruption scheme”, “criminal case” and “ghost firms”
(Boryspil Express: PR and corruption, Mirror of the Week,
08.08.2018).

Public relations are considered as something utterly
unserious in the Ukrainian media discourse, something
that will never really work. For instance, in the article
about the process of renaming Dnipropetrovsk region,
public relations were opposed to the “result” (“We need
not a PR, but a result”), that is a completion of the
decommunization process (Poroshenko suggested
renaming Dnipropetrovsk region into Dniprovsk one,
Mirror of the week, 21.11.2018). The next article, related
to this subject is dedicated to the cultural theme: “not
only PR ambitions, but also real results of international co-
creation and promotion of Ukrainian art at home and
around the world (“National” issue: to the theaters and to
the Cabinet of Ministers, Mirror of the Week, 09.07.2018)

Public relations are also regarded as manipulative
practice during the realization of social activities: “baby-
boxes, which are generally given to the parents when they
are leaving maternity hospital: “this idea looked more and
more strange every day. And what began as an ill-advised
PR, is now already completely dragging on a big scam”
(Reva explained how the municipal nanny service will
work, November 12, 2018).

Among the positive examples of the use of public
relations in the Ukrainian media discourse there are
materials dedicated to the functioning of the largest
museum complex, Lviv National Gallery of Art named after
Boris Voznycky, where public relations department has
become “a good PR mediator between museum and
visitors, friendship established, fixed by Facebook,
journalists and other media” (Taras Vozniak: “We lay the
roads of Pinzel to Europe”, Mirror of the Week,
12.10.2018) and some pieces of personal information
about celebrities “pregnant stars make this intrigue,
advertisement, PR, until the last hiding who is the father
of a child” (Crumb of the sky on earth, Mirror of the Week,
10.12.2018).
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3. Discussion

The study can have a significant impact on the
establishment of the Institute of Public Relations in
Ukraine, as it points out to the productive models of the
Institute of PR in Western practice, the key aspects of the
professional identity of the PR manager, and their
functional responsibilities in the process of interaction
with the media.

As a result of the use of the comparative approach to
the media reception of public relations in the discourse of
British and Ukrainian quality newspapers, the following
issues that are under discussion, were identified. In
particular, the understanding of the contradictory nature
of public relations as the only technology of forming the
image or a productive factor that can cause changes in the
society.

The problematic aspect of the coverage of the PR
experience is the use of local negative examples in the
discourse, which are broadcast on the representations of
the PR Institute as a whole.

Obtained results give an idea of the mass-media image
of the PR Institute in the British and Ukrainian editions.
They allow determining the problems of the functioning
of this professional industry in different national realities.

Prospects for further research are associated with the
subsequent monitoring of a wider empirical basis, namely,
with the expansion of the range of quality newspapers
within the framework of national press systems defined
earlier.

4. Conclusion

The processes of globalization and European
integration that are happening in Ukraine today
determine the need to create conditions for raising the
level of institutionalization of public relations not only as
a discipline, but also for practical activities, in order to
establish trusty relationships between audiences at the
state and commercial levels. Western models of public
relations, implemented and incorporated into the public
administration system and the private sector, can be the
source of knowledge for Ukraine on how to communicate
with inner and outer audiences.

The image of public relations institute in the British
media is currently changing from “a purveyor of
greenwash” to “an agent for change”. British public
relations area is estimated positively while American one
is regarded quite negatively. In the British media discourse
the relationship between public relation managers and
journalists are defined as “quasi-camaraderie” and
“oppositional, saccharine reporter-PR relationship”,
which corresponds to the theoretical statements of the
scholars, who investigated this process. Ukrainian public
relations industry is described as an area of production of
“cheap” PR technologies and a manipulative publicity tool.
The only positive or neutral connotation can be given to
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some cultural topics or news from the lives of famous
people.
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FapkaseHko 0. C. Meguapeuenuma MNP-geaTenbHOCTU B AUCKYpPCe BPUTAHCKUX U YKPAUHCKUX
KauyeCTBEHHbIX U3[4aHUI: CPAaBHUTE/IbHbIN aHanu3

[aHHaA cTaTbA NOCBALLEHA UCCNeA0BaHMUIO aKTyalbHbIX U3MEHEHWI, KOTopble NPOMCcXoaaT B obnactu cBAsei ¢ 06LWeCcTBEHHOCTLIO.
AKTyanbHOCTb paboTbl 0bycnoBieHa TeM, YTO B Hell PacCMOTPEHbl OCHOBHblE MWPOBbIE TpeHAbl GYHKUMOHWPOBaHWA PR Ha
COBPEMEHHOM 3Tare, AaHHbIN OMbIT 3KCTPANO/AMPOBAH Ha YKPaWHCKME peanuun. A yuuTbiBas TO, YTO [ANA HAWeW CTpaHbl
onpesenaoWmm ceiyac ABAAETCA NPOLLECC MHTErpaLmn B MMPOBOE SKOHOMUYECKOE U Ky/IbTYPHOE NPOCTPaHCTBO, Pa3BUTME OTPaC/Iu
cBA3eN ¢ 06LWEeCTBEHHOCTbIO BO BCeX chepax AeATeIbHOCTM CTPaHbI U CIaXKEHHbIN MeXaHW3M B3auMOLENCTBUA C CUCTEMOMN CPeacTs
MaccoBoi MHGOPMaLLMM ABNAETCA NPUOPUTETHbIM. OnpeseneHbl 0cCO6eHHOCTHN Pa3BUTUA CBA3EN C OBLLLECTBEHHOCTbLIO NOJ, BAMAHUEM
COBPEMEHHbIX TEXHO/IOTUI U B YCNOBUAX HOBbIX MeAWa, OCYLEeCTBNeH aHanu3 nsmeHeHui B npodeccuorpamme MP-meHeaxepa.
MpumeHeHMe MeToAa KOHTEHT-aHa/sM3a KavyecTBEHHbIX OPUTAHCKMX WM YKPaUHCKMX FaseT NO3BO/IM/IO BbIABUTL Haubonee
pacnpocTpaHeHHble CTepeoTUNHble MpeacTaBleHna O CBA3AX C OOLLEeCTBEHHOCTbIO Kak HanpasneHune u npodeccua B
BenukobputaHum n B YkpanHe. HoBusHa paboTbl 3aKN04aeTcA B NMPUMEHEHMM KOMMNAPATUBUCTCKUX MPAKTUK, KOTOpble, NyTem
Bble/1eHUA CTepeoTUNoB, NO3BONUAN MPOLAEMOHCTPUPOBATL Pa3INYMA B MOAA/NbHOCTM MeguapenpeseHTauum MHOCTPaHHbIMKU U
oTeyecTBeHHbIMM CMW nabnuk punemiuH3 Kak CcoLpManbHO-KOMMYHWKALMOHHOM TexHonoruu. [lokasaHo, 4To mMeauapeLenuua
npodeccroHanbHON AeATeNIbHOCTU cneLluanmcTa no cBA3AM C 06LWEeCTBEHHOCTbIO MEeT NPEeUMYLLECTBEHHO HEraTUBHYIO OKPACKY,
41O 06YCNOBAEHO NPAarMaTUYECKMMK OpUeHTMpammn obosHauyeHHoM obnactn. OgHako B 6puTaHcknx CMU noBbilwaeTca TEHAEHUMA K
n3obpaxeHunto PR Kak «areHTa nepemeH» Npexje BCero CouManbHbIX, NOAYEPKHYT BbICOKMI YpOBEHb HaMNPAXKEHHOCTU paboTbl
cneunanncToB. 3aTto B YKPaMHCKMX KayecTBeHHbIx CMMW cBA3M C OOWECTBEHHOCTbIO NPOAO/KAOT PAcCMaTPUBATLCA Kak
onpegfeneHHas MaHUNYAATUBHAA TEXHONOMUA UAN TONIbKO MHCTPYMEHT nabancutu.

Knoueeole cn08a: casa3u ¢ 06uecmeeHHOCMbIo; KOHMEHM-AHAAU3; HO8ble Medua; perymayus; cmepeomur; nabaucumu.

Garkavenko Y. Media reception of PR activities in the discourse of British and Ukrainian quality
newspapers: comparative analysis

The article is dedicated to the study of the recent changes that are currently taking place in the field of public relations and the
transformation of the interaction process of the PR Institute with the media. The actuality of the work can be explained by the fact
that the main world trends of the functioning of PR at the present stage are examined and this experience is extrapolated to Ukrainian
realities. And considering the fact that the process of integration into the world economic and cultural space is crucial for our country,
the development of the public relations field in all spheres of the country's activity and the coordinated mechanism of interaction
with the media system are a priority. The main features of the development of public relations under the influence of modern
technologies and in the conditions of new media were determined, the analysis of changes in PR-manager’s profile was made. The
use of the content analysis method in the process of investigation of high quality British and Ukrainian newspapers has revealed the
most common stereotypes of public relations as an area and profession in Britain and Ukraine. The novelty of the study is to apply
comparative practices, which on the base of the distinguished stereotypes allowed to demonstrate some differences in the modality
of media representations made by foreign and domestic media outlets as social and communication technology. It has been proved
that the media reception of the public relations specialist’s professional activity is mostly negative in color, due to the pragmatic
orientations of the industry. However, in the British media, the trend towards the image of PR as the “agent of change”, especially
social ones, is highlighted, high level of work of specialists is emphasized. Instead, in Ukrainian high-quality mass media, public
relations continue to be viewed as a kind of manipulative technology or just a publicity tool.

Keywords: journalism; mass media; public relations; content analysis; new media; reputation; stereotyp, publicity.
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