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PART I - PROPAGANDA

Propaganda - a powerful incentive tool. Propaganda involves the use of
editorial, not paid space or time in all means of dissemination available to read, view
or listen to existing or potential clients of the firm for a particular purpose - to
promote the achievement of the goals.

Propaganda used for the promotion of goods, persons, places, ideas, activities,
organizations, and even countries. Trade associations have resorted to propaganda to
generate interest in the new products, the organization - to attract attention or to
correct the negative self-image, the country - to attract tourists, foreign investment,
and to provide international support for itself.

Promoting forms part of the broader concept of operations for public relations
(Public Relations - PR).

‘What are the tasks of propaganda?

Ensure company benevolent fame and counter the spread of rumors and
negative information. To address these challenges on the organization of the
departments of public opinion used by several means:

1) Establishing and maintaining relationships with the press. The purpose of
this activity - placement of information in the media to raise awareness of

persons, goods or services;

2) Commodity propaganda. Activity that combines a variety of efforts to
promote specific products;

3) Firm wide communications. Activities aimed at improving public
understanding of the specifics of the company;

4) Lobbying. Working with legislators and government officials in order to
obtain the gain of any law or to prevent its adoption;
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CIIMCOK ACTIOJIb30BAHHOM JINTEPATYPHI

1. OcobenrocTr paseuras GR B cospemennoii Poccyu http://www.bastion.ru/
2. OAO «PX]l» [emapraMeHT N0 B3auMOAEHCTBHIO C (heAcpATBHBIMH U
PETHOHANLHEIME OprafaMy Biactd hitp://www.rzd.ru/

3. http://Lobbying.ru

4. Crammcnap Haymos. PR 1 GR B omHOM {¢iakoHe: cMeMPBaTh, HO He
B3barThBark. hitp://www.stratagema.org/
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5) Counseling. Issuing recommendations to management on issues of public

impertance, position and company image.

Selection of promotional applications and media.

Specialist in promoting the need to determine what specific materials should be
interesting to tell about the product.

Setting advocacy goals.

Before the promotion you must set specific objectives. For example, suppose
you need to help solve the two main marketing objectives:

1) To convince the Russians that the consumption of beer - one of the
enjoyable activities, peculiar to the good life, and

2) To create an attractive image, but at the same time increase the market share
of domestic brands.

Before propaganda in this case, put the following tasks:

- To prepare articles about beer and to ensure their placement in leading

magazines and newspapers;

- Develop a special promotional campaign for young adults market, student

market, public institutions and the different ethnic communities.

On the basis of the tasks necessary to develop specific goals to be able to
evaluate the results.

The implementation of the advocacy plan,

Conduct cutreach activities deserves special attention. For example, you want

to place the materials in the media distribution. Great place material easily. However,
5



most of the materials cannot be called great, and therefore, they may not get a "good"
editors.

One of the valuable qualities of the expert is to promote the ability to establish
personal contacts with editors of media distribution.

Often experts in propaganda - are former journalists who personally know
many editors know what the need. Advocacy specialist editors considering means of
disseminating information as a market that must be met in order to continue to use
these editors are available from propaganda materials.

PART 1I - PUBLIC RELATIONS, IMAGE-MAKING TECHNOLOGY

‘What is PR?

PR - Public Relations — formation of a favorable communications
environment, creating and maintaining a positive reputation of the company, product

or service and the prevention of unwanted rumors and gossip.
*  Writing and placement interviews, fashion articles and press releases
* Organization of presentations, press conferences and round tables

* Participation in exhibitions, conferences and charity programs

«PR - it is a nail, and advertising - a hammer, PR creates a framework that ensures

the accuracy of advertising "(Philip Kotler}

nperoxkenws o pabore  T.o. Kpome Toro, ma caiite mMeercs
obnmpHas (Gonee 1500 HcToYHNKOB) (a3a TAHHEX Ha JIHTEPATYPY
o PR 1 poACTBCHHBIM OTPACIAM SKOHOMMEKH.

http:/fwww.soob.ru

Kypuan «Coo0meHne» — eXeMECITHOE TEPHOIWIECKOE M3JAHAES
«00 MHTCIICKTyamsHOM OHM3HCCC M TYMAHMTADHBIX TCXHOIOTHAX),
Cpemn ryMaHWTapHEIX TEXHONOIHWH pefakiaa BufmenseT PR,
KOHCATTHHT, OpeHpWHT, peKnaMy, NOJMHTHHECKHE TEXHOJOTHH,
MEHE/DKMEHT, TPAJHUHOHHEIE M  COBPEMEHHEIE  METOTHKH
MAapEETHHTOBLIX H COIMOJNOrAYecKHX mccaemopammi. Ha caiire
MOXHO HAHTH COACPXAHMC HOMCPOB, 4 B OTKPBITOM JOCTYIC
HAXOJATCA JIHITH HEKOTOPbIE MATEPHAITEL

http:/fwww.sostav.rn

HudopManuoHH0-aHATHTHYCCKMI NOPTANT «Cocras.Py»,
TIOCBAMEHHEIH pOCCHHCKOMY PEIHKY PEKIIaMEb], MapKETHHTa H chazelt
¢ obmecTReHHOCTE0. CONEp)KAT HOBOCTH, AHANHTHYECKHE CTATEHH,
PE3YILTATEL MCCIEOBAHWIH, BHACOPOIHKH DPEKIAMHBIX KAMIIAHWIH,

dopym, 6a3y JaHHELX A T.IL
http://www.createbrand.ru

CrergammzipoBaddbli  HETepHeT-mopTan  «Co3fgarme  GpeEpma»
TIOCBAMEH MHOTOTHCICHARIM acleKTaM 3TOTO IpOIecca: peKiaMe,
Ommecy, PR, mapketmHry u cofcreeEHe Opemmumry. Iopran
cojepxur cnepyomue paspens:  «Hosocrww, «bubimorexay,
«Tengepry, «Artopir», «Cemmnapem, «Dopym» ® T.0. OcoleHEO
crnenyer BeinemwTh paspen «Bmbmworexka», B KoropoM cobpamo
Bomee 800 paboT, AOCTYIIIEIX BCEM IOCETHTEIM CaliTa.
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ConemmammppoBanseii  cepep  «PR News»  oTkpET Mt
pacnpocTpanenns Kopropartueaoif mH$opMarmu. B pabore caiita
NpUHUMAKOT ydacTHe okone 1500 KOpmOpaTHBHBIX KITHEHTOB,
KOTOpHIE HMEIOT BO3MOXHOCTh ITyONHMKOBarb Ha €ro CTpaHHIEx
Ipecc-pen3bl H HOBOCTH CBOHX KOMIIAHMHA.

http://www.pronline.ru

Caifr «PR-oHmaite» co3/1aH IPYNIONH ¢IMHOMEIIICHHHKOB C LETBI0
TOMyJNAPH3AIAH IEATEFHOCTH [0 CBA3AM C OOIIECTBEHHOCTBIO B
Poccm.  Caift  cogepkaT HOBOCTH  pEIHKA CBA3eld €
OOIIECTBEHHOCTEI0, AHANWTHYECKUE CTaThW, HHTEPBBIO, 0asa
OAHHBIX YYACTHHKOB pEIHKA, (opyMbl H T.I. OTIHUATEIBHOR
0COOCHHOCTBI0 CaliTa ABIACTCA TOJHBIA JOCTYN TOCETHTENCH KO
BCEM MATEpPHAIaM.

http://www.raso.ru

Odmmansasiit  caifit  Poccuiickoff accolpanum o CBA3IM €
obmecTeerHOCTEI0 (PACO) COmEpKAT HOBOCTH O ¢ JCATCIBHOCTH,
0asy NaHHEIX HA YJYaCTHHKOB, HH(OOPMAOHMI0 O PETHOHANBHBIX
MOAPa3aCICHHAX H T.IL

http://www.rupr.ra

ITopran «PyPR.Py» sBIfieTCA MHTEpPHET-BEPCHEH BCEPOCCHICKOTO
HAy4HO-TIOMYJIApHOTO XypHana «Public Relations B Poccum». Ilo
€I0BaM PERAKTOpPOB — 5T0 «mpodecCHOHANBHBIN JXKypHalN o
CHEHAapUsX W TEXHONOTWsX coBpemenHsix public relations. B
KYpHAIE OCBEIIAIOTCA KaK TEOPETUYECKAS, TAK W HPAKTAYECKUES
BOIPOCHI public relationsy.

http://www.Tst.ru

Iopran «CeMb cTaTeiDy — HIEKTPOHHBIH JXyPHAI 0 XHTpOCTIX public
relations, cekperax MApKETHATA, TOHKOCTAX HOJTUTHKH H O PEKIAME.
Hedopmarmis Ha cafite ofHoBmaerca excmaeBHo. Craren

IMyOIMKYIOTCA MOMHOCTBEO.

http://www .sovetnik.ru

«Coseranr» — Ilpodeccmonanerbri PR-mopram, Bosmukmmit Ha
OCHOBE OZHOMMEHHOro KypHama. CaHT COTEPXHT HOBOCTH
MMpPOBOTO H poccuiickoro PR, mcciemoBamms phmka PR-ycryr,
OITABICHMEC HOMEPOB XKypHana, cmpaBodHMK «KTo ecTh XTOD,
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PR strategy

PR-strategy - a system of communications with the media, actual and potential

customers, partners, different authorities and self-government. Thanks effectively

developed strategy will be able to make the most of marketing objectives.

The main components of PR-strategy are:

setting goals and objectives of PR-activities;

definition of the target audience, positioning the company;
Development of strategy of promotion and media relations;
the creation of a long-term PR-program;

PR-action plan.

Particular attention should be paid to the long-term PR-program, since it is

defining it for all communications activities of the company. It can affect various

aspects:

branding & image PR;

work with the rumors and their prevention;



s crisis PR;

*  GR-strategy - the development of measures for cooperation with the
authorities (state and municipal).

PR-strategy - a document based on which is formed a communications policy

of the company. This document contains;

* - Reputation audit results (analysis of the current real reputation of the

company);
* Clear Strategic goals and tactical objectives for the PR-communications;
* - Alist and description of the target audiences;
» -Reputational image (expected result);
» - Set PR-tools for working with the target audience;

* -Long-term PR-program;

A detailed plan of PR-activity in the first stage.

On the basis of PR-strategy builds all communication activities of the
company, it serves as a benchmark for continuous daily work in this area and allows

you to evaluate the effectiveness of PR-activity.

Branding & Image PR technology PR

= Branding & image PR technology PR- one of the fastest growing areas of
professional activity. In recent years, Russia has seen a rapid growth of image
technology and especially the formation of the corporate brand.

http:/fwww.piar.u

Astopekuii mpoext Bauecnaa Tepuuesa «Ilmap.Py» ¢ opepsur
MATEPHANE] O NPAKTHICCKUX aCTEKTaX AeATeNHOCTH cyOhekToB PR-
PHIHKA.

http:/fwrww presselub.host. /PR Lib/

PR-6uGmioTexa Ha caiite areHTcTRa «MEXIYHAPORHEIA TMpecc-
Kny6», BosrnaemgeMoro A.H. UyMHKOBRIM, H2 CEroJiHAINENH JEHE
SBIAETCH OJHHM M3 CAMBIX IIONHEIX M JOCTYIHRX cobpammit
JMEKTPOHHHX IyOIMKaOmid [0 CBMAM ¢  OOIMECTBEHHOCTHIO.
Brfmuotexa copepxar okono 200 OPHrHHATEHRIX H NOPEBOJHBIX
IyOruKammid, CrpyIMMpOBAHHEIM II0 TAKWM pazfiellaM B TeMaM, Kak
«bmnec-PR», «llomuruseckmit PRw», «locymapcreemmnii PR»,
«Hexommepaeckmii PR»;  «PR-tenmeps, «Coomcopmar H
damzgpaiizrnry, «PR B HaTeprere», «AMHITX H KOpOOpAaTHBHBIE
oTHomeHAD» H T.A. KpoMe Toro, HEKOTOpEIE TeMEI M PA0OTEI HOCHT
abcomoTHo 3KCKNO3MBHEIE  xapakrep. Hanpuwmep, cuenyer
BEUIGIHTL TEMY, NOCBANIEHAYK) HCHOMLIOBAHHIO MY3HEKHM B PR m
pexiname, WM paGoTy o CBA3MX C OOMECTBEHHOCTHIO B IUIATHEIX
TropEMax. Bu0moTeka MOCTOAHHO MOMOTHIETCA H 00HOBIASTCA.

http://pr-info.ru

Onextponnoe unHbopMarmonHoe m3manwe «PR-Info.  Public
Relations B poccHHCKOM KOHTEKCTE» COAEDHHT HOBOCTH,
MATEpMANE] W 0030PH M0 nmpokoll mpolnemaTHke cBs3el ¢
06IIeCTBEHHOCTRIO.

http://pr-life.ru
Hudopmammonnsdt  mopran  «lImap-maiiy  MOCBAINGH  BoeM
CTOpOHAM JEATENBHOCTH IO CBAIAM ¢ o0mecTReHHOCTER. OCHOBHRIE

pasnenn caifra: «Hosocta», «PR-coobmectaon, «PR-OnbmoTexray,
W lomaT-Kmyb», «AxpecHas kuara» 1 «Dopym».

htip:/fwww.pr-news.spb.ru
Hurepner-caiit rasetsr «PR-news», CO3MaHHLIN AT CIEMAATMCTOR
mo cBA3AM ¢ OOMIECTBEHHOCTBIO, PEKIAME H XKyDPHAIHACTAKH. B

OTKPRITOM AOCTYIIC HAXOAATCA BCC HOMEDA Ta3CThL.

http://www.prnews.ru
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= http://www branding.ru

Topran «Bperamar.Py» OPEACTARNACT, IO 3ASRICHASM H3/IATCNCH,
«MH(UPMAIMOHHEIE H H3NKTHYECKHE CTATEH BEAYINHX APy OeKHRIX

B poccuifckrx mpaxTHEoR GpeEmuETay. KpoMe Toro,umpne-'r-caﬁ': business :
PACIONAr2ET TACCCIPHEM H AKTHBHO OGHOBINEMIEHCHE HOBOCTHOH media employees
TeRTOH, partners

" hitp:/iwww.e-xecutive.ru Q l\ ﬁ} /,)

Caiir  «-OxeexsiorMB? coyaH ¢ oemk  obnepmBEEHMA
3p}eKTHBEEIX MEEHEMECPOB H OPO(ECCHOHANOB. YIACTHHEAME
JTOore OpoexTa sBImpTCA Oomee 120 TEKMM  MEHeTEEDOS,
pafoTEIOMEX B CAMHX pa3HEX 00NACTEX AcATensHOCTH. Caifr
OPrAHMIOBAE 10 NPAHIHILY PACKIPERHONO BOpYMS, XOTIR KA customers . gshareholders
ECIRI0IMY DOCKE PErHCTPALMH HMEET BO3MOKHECCTR 06CyaET: HIn | o

gaYaTs obCyspenwe moDOH TEMEI, WMEIONEH OTHONIEHHE K
MeHEeEMEHTY. IlockonbEy calfT 00BeIMALCT OPaKTHEOB, IIOCTOMRKY
OoH OyzeT WHTEpeceH © TOYEA 3peHEA OOCY®RIemAs Haubones

AETYAILHEDX OPOOICM.
= hitp://www.marketer.ru

e politics
financial and state
markets | 3dministration

Caiir «MapReTep» — IONGOPKA AEGOPMATHONHEIX 7 AHATHTHTECKRX investors
MATGDHEATOB IO BONPOCAM PCKIBMH ¥ MapKeTHHra B HETcpHEeTC.

Coxepzat Somee 2 Tacsn crareil. Tagke A2 caifre PyHEIHORADYIOT

hopysmr,

= hitp://www.marketing.spb.ru
Topran «MapkeTRAr: JHIMKIONEIHE MIPKETAHTA», N0 CIDBAM

cosneTeich, (OPBECHTMPOBAE He IPCAOCTARICEHS  y9cOHEIX,
AKAIEMAMECKMX H  MCTONHKO-UPAKTHUCCKHE  MATEPHAIOB

DOCDEACTBOM CeTH WHTepHeT CTVACHTAM, AOCIMpaHTAM H Image

opernupaErMaTersM». OH cogepauT Gombmoi MaccHE AEGOPMATHA

0 paiuMIHEX 4COCKTEX MAPECTHHTA, B TOM ™RCIC H © [E An artificial imitation of the giving or external form of an object, especially the

Map BER MY s face. This visualization of the person, product or institution, specifically
= hitp://www.media-21vek.ru emerging in the public mind with the help of publicity, advertisement or

Catit xypeana «MASSMEDIA. XXI Bex» BHXOIUT IPH IONACPEES promotion.

tagynsTeTa EyPHLIHCTHEH Canxr-Ilerepbypregoro

ToCynapeTBeHHOTO yEEBepemrera. XKypEan «MASSMEDIA. XXI
Bex» BAYAN BEXowTE B 2006 r. B npumen HA cMeRy KypHATY «PR-

amaner». CTaTsA XypHaIa JOCTYIHE BOEM HOCCTHICHIM caliTa.
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11.Coemuanmauposanmse IpodECCHOBATLHRE RAGOPMANHONHLIE CARTE:

" Www.npr.m
o~ " www.CMH.ru

-\ ’
o0 o AN * www.lentaru
» = www.prinfo.ru
' 12, Cnemmmnponanm.te mpodeccronaTsERe CMI:
k. 1 l \J xypaan “CopeTmx” -www.SOVETNIK.ru

= xypaan “Coobmemne” - www.soob.ru

= xypawi PR-Week - www.prwekuk.com

= emeneaensar Jaoka O lyaticpa - www.odwyerpr.com

® JIpodeccEoEAIFHEG MCKAYHAPONHHC OpTaEM3amus B o0macTa

Create the image of the corporation corporate image should contain

Jomr componmns: caa3elf ¢ obmecTReEHOCTRIO:
[ the image of the product; = Esponeiicras xoupenepanen crasel ¢ ofmecTeeanacruio (CERP)
www.sbq.ac.at/cerp
[ image management and financial;
®» Mexnynaponnas AccomEamud IO CBIMM ¢ ODIECTBEEHOCTEHIO
(=] public image; {IPRA): www.ipranet.ru

® ACCONMANES KOMIBHHHA-KOHCYNETAHTOR B 0ONacTH QDIMECTRCHHEDX
camsei (AKOC): www.akos.newmail.m
» Mexnyrapomaeii Kommarer Accormarmii roMuapHi-KOECYISTAHTOB

[= the image of the corporation as an employer.

In terms of image management approach corporations should be based on three 5 ofmers  cmmell ¢ ofmeememsocrsw  (ICCO)
grounds: www.marrtex.co.uk/prea
= AmeperaEckoe obmecTBo OO cBI3IM ¢ ofmecTBeHHOCTEI0 (PRSA):

[ The corporation must be submitted as a kind of "personality”. In this case, it is
very important external signs - modern facilities, equipment, style of
communications within the corporation, ete,

WWW.TSa.0Tg
13.rrepreT-pecypeH Mo CRAAM ¢ o0mecTrennocTEw, GR A pexname

= hitp://'www.advertology.ru

[ Corporations need to have a "reputation”, to show what it is already known.
Tematareckmlt mopran «ANBEPTONONKH — HAYEA O DEXTAMED,

[ Corporations need to show their "character” (essence), than it actuslly is her LOGRMUEHERLE B IRPRYED GIRPSNE PAKIAME, & THEAD MIPECTUEIY X
PR. Crarsd JoCTYHHE BeeM OOCETHTEDM H, 00 DpeAMYIIECTHY,
business. Advertizing should create his character is not a corporation, but KACAIOTCH IPERTHYECKAX BONPOCOB.
mainly "third party".
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CIIHCOK PEKOMEHIYEMBEIX HCTOUHHAKOB HHPOPMAITHH

1. Caitr H3® MHAMTa, pasgen «MeTogwaeckad maTeparypay http:/miit-ief.ra

htips://drive.google.com/folderview?id=0B 1 ByPmBsRDzDa2 V6bktzMFB2 Y zg
dcusp—sharing

2.2nexrporEad 6EOmEoTEeRa http//www . knigafund.ru

3. http:/fwww humanities. edu.tw/ - ConpanEHO-ryMAHHTAPHOS H
TIoMETONOTEICCcKo: o0pasoBaEHde: deacpalbEEE mopran - Marcpmanu mo
PAIEIHEM COMEAILEERIM H TYMARWTADHEIM TIPEIMETEM,

4 http:./window.edv.ro/window - EquEoc okHO ZocTyma X o06pasoBarc/bHEM
pecypea., HHTerpaniEniii xatanor o0pajoBaTeNEHEIX WHTEPHET-DECYPCOB,
AMeETpoHHAN  yuebHO-MeTommveckas GwmOmmoreka mmx  ofmero x
IpodeccuoEaTEHOTC OOpAasOBAHAAL, pecypeH CECTEMEI  (elepaibHEIX
o0pa3oBaTeILARX IICPTAIOB,

5.htip:/www.ecsocman.edu.nu/ - PeaepansaE 0OpaszoBaTILELLL HOPTA.

6.http://m.wikipedia.org/ - Baxanems

Thitpy://libtary.miftty/ - 2oerrpoEEo-SuGmEoTenHad  cHeTeMa Hayumo-
TexaEIeckol Gmbmoresm MET.

8. hittp://elibrary.nu/ - EayIHO-3IeETpOREAN OEGMOTERA.

9. TlonckoBEIe CECTEMEL H 2ISETPORHER KaTanory: Yandex, Google, Mail 1
Jp.

10. PemomeEmyeMEIC BUICOPONIFEN K IpocMorpy oo GR:

= hitp://youtn.be/EIRVmAUch2A Jro TaKOE no66EpoBanme?
http:/fwrww. youtube.com/watch?v=qqXCmnliO2k Kag ~ mpaemmsao
o6GHPORATE HETEPECK

=  hitp:/fyoutube/ Paf7 NviZY TIeopraii I'enc o nobGaposasmn

= httpx/fwww . youtube.com/watch?v—BzuSVt1LEc Jlof6mcT KaK

CyOBEKT mOmETHEH

= hitp/fwww.youtube.com/watch?v=p8 YGViOqw9c JlobOuam B
POCCHHCKOH IIOIATHEE

= hitp:/fwww.youtube.com/watch?v=MHiSh._efJA «Teopns H

NpAKTHER BIAHMO/ICHCTRAS OHIHECA M BIACTID:

30

Common symptoms of the image, which really add up in practice. (D.Bursiin):

[E The image mmst be planned comprehensively to produce certain impression
with the brand name, brand and product varieties;

[E "The image of the corporation” must be believable, credible;
(& It has to be passive;

[ The image must be vivid and concrete;

[E The image of the corporation should be simplified;

[ Despite specific, the image must be somewhat vague and hover somewhere
between feelings and reason, between expectations and reality.

Internal snd public image of the organization

[=] Serious impact on the perception of the public image of the organization
outside the Group has its own employees.

[ To serve appropriately respond to the image of the organization, it is necessary
to define for them, extend and make clear.
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And the last question - Are you ready (if you - the owner or the commpany's top
mangager) spending more than 20% of their time on the GR -communications? You
can now decide - Do You Need It?

Advertizing Corporation's image
Advertising image distributed organizations mainly in the following cases:
& Merger or separation;
[ Personnel changes;
E Report on the organizafion’s resources;
E Information about capacities and services;
= Information about the growth story;
E The emphasis on financial strength end stability;
[ Report on the company’s plans;
= Changing the name of the organization;
E Protecting brand nime;

E  Emergencies.
12 29



3) The presence of personal relations with the authorities (at various levels of This PR-advertising image must meet certain general requirements:

the "power vertical") [ It should be clear;

4) Ability to conduct business correspondence and document knowledge of

[ It must convinee;
authorities

[ It should refer to the beliefs;
5) Knowledge of PR-technologies: the ability to work with the media, events

management (organization of special events), reputation management, [=] It must be fair;

6) Political competence (interest in political information, understanding of [2] It must contain humor.
public policy, the ability to interpret the specific decisions of the authorities).

7) Communicative competence. Components of of the company's image

8) Knowledge of industry topies. [ Defining corporate philosophy;

It is also recommended to carefully analyze personality traits of a possible [ Making history, legend;

candidate for the position of GR - manager. Each of the following items must be

preset in petson - gor GR: [2] The visual image of the company;

* Communication skills (lightness and ease in establishing contacts, the B] “Ths:imiage GEHERployees;

ability to trigger location and the cenfidence) [ The world around us, the development of relations with the community.
« Analytic skills Friends and foes.
*  Development of emotional intelligence
+  Presentable appearance
* Negotiation skill
*  Proper spoken and written word
*  Organizational skills

+  Business skills (perseverance, dedication, organization, discipline)
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Black PR

Black PR - is any kind of information attacks, the main task - to destroy a business

rival parties, corporate communications, reputation of a particular person.

Usually black PR disguised as follows:
® The struggle for the rights of consumers
¢ The struggle for private competition
® The struggle for human rights

¢ The struggle for the right words

Examples of black PR

During the black PR is often releasing provocative, supposedly coming from
PR sacrifices. For example, during the election campaign on behalf of a political

14

-6) Of writing bills and promote them in the legislature,
- 7) Representatives of companies elected deputies,
- 8) Organize parliamentary or parliamentary questions,

- 9) Organize mass actions with the participation of the population (for
example, letters and "calls" of citizens in government, demonstrations and

protests)

- 10) Establish business contacts with government officials,

- 11) Organize special lobbying campaign,

- 12) Advance to public office individuals loyal to the company;

- 13) Companies pool resources with other companies to implement lobbying

projects

Step Six. Who put the GR as a business process?
Option two: turn to outsourcing or hire professionals.

If you decide to hire a GR - manager is useful to get acquainted with a set of
competencies GR-specialist (and each item in the list must be present among the

candidate’s competencies).

1) Knowledge and understanding of the public sphere (the unit of the power
system, capabilities and limitations of the individual governments, decision-
making procedures, documentation, ethics and style of communication). It is

desirable the experience of civil service.

2) Skills productive dialogue with the authorities (represented evidence of
productivity - projects, solutions, participation in public committees, working

groups, etc.)..
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*  «GR-manager (head of the company) - public figures, political party -
the official"

*  «GR-manager (CEO) - the media - the official”

Now you can see that the GR - interaction not only with government officials, but
also a variety of other subjects of lobbying process (business representative

organizations, deputies, public and political organizations).

Step Five. What lobbying techniques (put simply - techniques influence the decisions
of the authorities), you (your team, company) own, or you need a specialist with

experience in lobbying?

Some of the standard methods to influence the decisions of the authorities (and the
effectiveness of each of these methods is provided besides the knowledge of lobbying
techniques and ability to apply them in accordance with the objectives and

resources):
- 1) The company sent a written appeal to the authorities,

- 2) Organize information campaigns in the media, shaping public opinion on a

particular topic,

- 3) The company's financial support the public business organizations, which,

in turn, influence the decision-making,

- 4) Companies enter and actively participate in the activities of public business
organizations (for example, Russian Union of Industrialists and Entrepreneurs
(RSPP, Delovaya Russia, Russian Chamber of Commerce, trade unions and

associations)

- 5) Are part of the public commissions, working groups, committees of the

government,

26

party can be distributed leaflets in support of gay rights to gay parades and gay
marriage, reports the reception party on the work of agitators persons infected with
HIV and the assurance of complete security of communication with them, false

reports free distribution of products, and so on.

Types of black PR

1) Professional attack. Such an event requires the work of several experts in

this particular field and is quite expensive

2) Unprofessional attack. Such PR-campaign started competitors who cannot
afford to pay for professional services. These attacks differ haphazard

approach.

3) The spontaneous attack. Typically, the initiator of such an attack is

dismissed, resentful employee or disgruntled customer.

4) The spontaneous attack, seized upon a competitor. Rarely found species.

15



Step Four. Think about what scheme you will build parinerships with public

ies? Deci h s i v ;
Boomerang Effect in Black PR authorities? Decide whether it is direct communication with company
representatives or government officials you will attract numerous intermediaries.

In the Middle Ages many intelligent and otherwise normal people believed that

* Selecting th icati del to establish relati ith the authoriti
the enemy can be destroyed with the help of black magic. Their retinue of clecting fhe communication modst fo es relations with He aufiotities

f; : this i financi f
astrologers, soothsayers and chiromantists hard to convince them of it, spinning on Wepeinds S migtty duetord; s 28; el rnicial Sesurties B the Gofupany,

the knowledge of lobbying techniques, the presence of GR-experts and

the "grandmother."
communication skills of top managers, but the main thing - the enormity of the
Today, a lot of reasonable and normal in the rest of the oligarchs believe that tasks and the number of destinations GR. -work.
the enemy can be destroyed with the help of black PR. Their PR diligently convince
. * Selecting the communication model to establish relations with the authorities
them of this.
depends on many factors: this is the financial resources of the company, and
the knowledge of lobbying techniques, the presence of GR-experts and
An example of black PR communication skills of top managers, but the main thing - the enormity of the

tasks and the number of destinations GR -work.
Recently, there was a public-relations campaign to discredit the head of

"Gazprom" Alexey Miller, held, according to experts, with the filing of the head of Methods of building a partnership with the authorities set. Mect the key
"Mezhregiongas" Nicholas Gomnovsky. communication models:

The purpose of the campaign: the resignation of Miller. * «GR-manager (head of the company} - an official authority"

Result: the resignation Gornovsky. *  «GR-manager (head of the company) - Association (industry

asgociations, NGOs, trade unions) - official authority”
*  «GR-manager (CEO) - MP - the executive, the judiciary"

* «GR-manager (head of the company) - a group of companies - the
legislature"

*  «GR-manager (CEQ) - deputies"

*  «GR-manager (head of the company) - a group of companies - business
public organization - members - officials’
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»  The bodies of federal executive power (for example, the Federal
Ministry)

»  Bodies of the federal legislative authority (for example, senator, the
commitiee in the State Duma)

Question Ni2: Think what would you like to see your relationships with this or any
other autharity?

= - It is degirable to be aware of the decisions of the authoritics (such as the
regulation of your segment of the market, or on a wide range of issues);

+ - It iz desirable to influence the decision of government (municipal, regional)
solutions, to participate in those decisions (for example, a representative of
your company can become a member of the public commission with
autharitics (the Regional Public Chamber, for example);

* - I would like to have business contacts with representatives and heads of
government, to form a protectiondst attitude to the company;

* = Useful for business development would be a partnership with the state, the
municipality, the regional administration (for example, [ would like to
participate in the regional investment projeet in conjunction with the
authority);

= - Require strong reputation of the company among the authorities - it is
desirable to win tenders authority;

» - It is desirable to actively participate in the development of legislation for
certain sectors of the economny.

24

PART INI - WHAT IS GR? SUCCESSFUL SYNERGY OF EFFORTS OF PR
AND GR

GOVERNI\/IENT

What is a GR?

Government Relations, GR (Literlly: the interaction with public authorities) - is the
activity of specially authorized employees of large commercial structures (GR-
managers) to conduct the company's work in a political environment.

The purpose of the GR — builds long-term, comfortable, predictable system of
relations with the relevant political stakeholders for the company.

The muain task GR — to prevent possible threats from the activities of political

stakeholders and realize the potential of the company through its participation in
political activities.

GR-specialivt — hired employee in charge of the maintenance of its activities in
government agencies, representing the company's interests in the palitical
environment, tracking the possible threats to the company from the activity of

relevant political stakeholders, implements a set of special measures fo prevent the
17



implementation of these threats, as well as looking for potential opportunities to
increase capitalization (profit) company through its participation in political
activities.

Professional Dictionary lobbying activities (compiled P.A. Tolstoy) // Center for the
Study of interaction between business and government, Moscow, 2009

Questions of interaction of PR and GR

Combining PR and GR experts makes sense when there is direct feedback from
the joint venture. We must look for all kinds of communication of mutual points (IR,
PR, GR), who will make the work more efficient all directions.

Such synergies can be defined as follows: GR Specialist focuses on a specific
problem - legislative activities or activities for the specific solutions and the problem
has a hard feedback to the business plan: any decision will lead to higher profitability,

will open up new markets.

In this sense, GR and PR are complementary to its tool. PR allows us to
understand the value of the new solutions for society and business, as well as stir
interest at the right time. PR Specialist generates social ideology of a new product,
saying that it will solve some problems. PR generates positive image of products and
services, the demand for which is created by lobbyists.

Successful synergy of efforts of PR and GR

The appearance of the word innovation has given impetus to the unification of
GR and PR. These two communication lines have become go hand in hand. GR and
PR responsible for the serious issue of restructuring the economy to an innovative

way. Task PR to heat up the entire environment, glowing situation to the limit, and

18

* We need a positive attitude of authorities to the specific activities and
development plans (such as the company's entry into a new region, the

desire to increase market share in an existing site).

* We need a strong positive reputation of the company among the
representatives of the authorities (municipal, regional, industry, federal,

legislative, executive).
Current needs.

* For the implementation of one of the lines of business of the company is
required protectionist attitude of anthority (ie - the "green light" to your
endeavors).

*  We need a positive attitude specific authority for a specific company
project.

*» It is necessary to win the tender announced by the municipal
administration {(and preferably more often to win).

Step Three. Determine what areas of lobbying activities in this impertant moment
for your business. Where to begin?

Perhaps the answers to these questions will help you make a picture of the desired

level of relations with the authorities.

Question Nel: Decide contacts with some representatives of the authorities and

bodies are essential for your business?
* The bodies of municipal authority (eg prefecture, city hall)

*  Regional bodies of executive power (for example, the administration of
the Governor)

*  The bodies of the regional legislative power (eg, City Council)
23



Step one. To determine whether your company needs a GR, answer the following

questions:

1. The attitude of authorities to the company's activity is important for your

business (for its existence, development)?

2. How much depends on the success of initiatives on the position of

representatives of the authorities?

3. How much of your business is related to the existence of the decisions of the

authorities?
4. Are there problems with the company authorities and how they solved?

5. How is the attitude of the authorities to your company, its executives, products,
projects? (Who creates these relationships?)

6. How often the company is in contact with the authorities, and what are the

consequences of these contacts?

7. Are companies able to benefit from external relations, can assess the benefits
of contacts with representatives of the authorities?

8. Do you think that affects whether goodwill of the links in government? Can
you say this about your company?

Step Two. Make a list of GR-needs of your company.

To facilitate this task, the spread requirements in relations with the authorities and
lobbying interests of the company on strategic and tactical. For many companies, this
list consists of the following typical GR is the need:

Strategic needs.

22

then GR is considering the situation in the right way. PR catalyzes the questions that
later, GR decides on the "territory" of public authorities.

PR makes the theme of modernization and innovative development of the fashion
business, changes the consciousness of citizens. GR, the issue of innovation in
regional development authorities. Now the regional government is very sensitive to
issues of innovative development and GR professionals becomes easier to work with.
This, of course, there is also a merit of PR. For example, in "Rosnano», PR deals with
the popularization of nanotechnology, and to the authorities of regions GR helps to
build innovative infrastructure,

The current position of GR in Russia

GR services market is not formed; there are no standard procedures and tools
to perform tasks. Each GR manager works to the best of their ideas about the
profession. While for this specialist need a clear understanding of the schemes of
work of public authorities and only after that comes the realization of correct

alignment of communication between business and government.

Currenfly in Russia civilized lobbyists can be regarded as the leaders of several
non-governmental organizations and owners of big business. In Russia, there is no
single authority and there is no single center of decision-making. Therefore, there is
no single strategy for cooperation with the authorities. The planning horizon is equal
to one and a half years. It complicates the work of GR.

19



S D

Factors contributing to the formation of professional and civilized GR

» Enhancing the role of the state and the state acts in the Russian economy

= The crisis of political PR in Russia

+  Formation of professional departments for relations with public authorities in
the Ryssian corporations,

+  The amival of Russian intemational lobbyist firms.

*  Education in the leading Russian associationz specialized committees for
relations with public authorities.

Department on Interaction with federal and regional authorities of JSC
"Russisn Railwayz*

*  Head of Department, six vice-head of department
+  unit for Relations with the staie executive - 5 people
*  Relations unit with the legislature - § people

*  Unit for cooperation with the business community - 5 people

20

+  Analytical ynit - § people
* 7 put people to work with federal entities,
+  Unit of methodology and organizational work of 6 people

The annual budget of the Department of more than 100 million rubles.

PART IV -DO0 YOU NEED GR? QUESTIONS FOR REFLECTION FOR
OWNERS AND TOP MANAGERS
Questions for reflection for ownery and top managers

In accordance with the modern business philosophy, the government - one of the
stakeholders* and, accordingly, the relationship with the state becomes part of
the strategic business planning.

And yet, many companies have come to the introduction of a lobbying funetion
only after encountering obstacles and constraints for business development, Whatever
fine words and good arguments about the benefits of partmering with companics
lobbying authorities not cited, the need to build such a relationship is not immediately
recognized, and the decision to put the GR as a business process is given after long
reflection,

(* stakeholders - the subjects interested in the company’s performance and impact on
the company)

A few stepe to resch an understamding, if the company needs lobbying
techmnology and whether to take the time to search for a specialist for External
Relations
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