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THE EPISTEMOLOGICAL POTENTIAL OF AGENDA
AND FRAMING THEORIES IN THE STUDY OF PR ACTIVITIES
OF RELIGIOUS ORGANIZATIONS

The article provides a methodological analysis of the theories of agenda and framing in the context
of studying the PR activities of religious organizations in the modern media space. It is substantiated
that the mentioned theories of mass communications are not only empirical models of media reality,
but also important tools for understanding the mechanisms of social construction of reality. The main
levels of agenda setting and their role in the formation of public opinion regarding the activities
of religious institutions are revealed. The concept of framing as a cognitive and communicative
mechanism for interpreting events and creating meaning in media discourse is analyzed. Special
attention is paid to the interaction of PR services of religious organizations with the media in
the process of forming thematic and attributive frames, as well as the problem of stigmatization
and symbolic inequality in the coverage of religious topics. It is demonstrated how PR services
of religious organizations can influence the processes of constructing journalistic frames, counteract
discriminatory frames, adapt communication strategies to the pluralism of interpretations in
the digital age, responsibly establish and implement feedback with the audience to correct the image
established in public opinion. It is proven that the application of agenda and framing theories allows
us to identify patterns in the formation of the public image of religion, assess the effectiveness
of communication strategies and predict the dynamics of public attitudes. It is concluded that it
is appropriate to integrate these theoretical approaches into PR research as a means of analyzing
the relationship between knowledge, communication and power in modern society, to assess specific

PR strategies of religious entities.

Keywords: PR, PR activities of religious organizations, PR services, public opinion, agenda,
framing, media discourse, theories of mass communications.

Statement of the Problem. The modern digi-
tal era appears as a qualitatively new stage of social
development with the mass introduction of the latest
information and communication technologies into
various spheres of human life. The media space is
being significantly transformed, changing the nature
of various forms and types of communicative activity,
including public relations. The attention of specialists
in this field is drawn to the ability of the media not
only to inform society, but also to construct reality by
forming a news feed and offering directions for their
interpretation, which is indicated by the increase in
intensity due to the audience’s possession of compact
devices for instant consumption of information mate-
rial. Moreover, as the experience of the Covid-19 pan-
demic, the reorganization of professional activity and
life of Ukrainians during the large-scale invasion of
the Russian army shows, external challenges stimu-
late the development and total implementation of dig-
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ital technologies. Traditional forms of PR activities of
religious organizations are also changing. Under con-
ditions of simplified accessibility to the media space
(creation of communities in social networks and blog-
ging), they are already competing for the attention of
an audience that is in a state of information overload.
The epistemological potential of agenda and fram-
ing theories in the study of PR activities of religious
organizations lies in the ability to identify the main
trends in the formation of public opinion about reli-
gious institutions, communities, figures, and spiritual
leaders in the modern world.

Analysis of recent research and publications.
The problem of PR activities of religious organiza-
tions was studied by us in the aspects of the formation
and preservation of historical memory, the impact of
digital technologies on religious communication of
Muslim organizations in Slovakia, etc. [8: 10]. British
scientist A. Topkev conducted a frame analysis of reli-
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gious reports in the British and Turkish national press
(over a thousand news articles). He concluded that
they have disproportionate coverage in four dimen-
sions — spiritual, secular (everyday life), political and
conflict [11]. American media researcher K. A. Pow-
ell, based on framing, revealed the features of cover-
age of the topic of [slam and terrorism in the American
media space [6]. Approaches to the study of framing
and its impact on public opinion are discussed in the
work of D. Chong and J. N. Druckman “Theory of
Framing”, which formulates a method for identifying
frames in communication and a psychological model
for understanding how each of them affects public
opinion [2]. H. A. Semetko and P. M. Valkenburg
in their research focused on the effects of framing
(attribution of responsibility, conflict, human interest,
economic consequences and morality) based on the
analysis of four thousand news articles [7].

The aim of the article is to reveal the epistemo-
logical potential of agenda-setting and framing theo-
ries as methodological tools for analyzing the PR
activities of religious organizations in the modern
digital media space, as well as to substantiate their
feasibility for understanding the mechanisms of pub-
lic opinion formation, the public image of religion,
and countering the stigmatization of religious institu-
tions. To achieve this goal, the following tasks have
been defined: to analyze the evolution and key pro-
visions of the agenda-setting theory (M. McCombs,
D. Shaw, etc.), to distinguish its two levels (thematic
and attributive) and to demonstrate their applicability
to the study of the visibility and interpretation of the
activities of religious organizations in the media; to
reveal the essence of the theory of framing (E. Goff-
man, D. Chong, J. Druckman, H. Semetko, P. Valken-
burg, etc.), to classify the main types of frames (uni-
versal and thematic), as well as to characterize the
effects of framing in the context of religious commu-
nication, in particular fabrication, stigmatization, and
anti-crisis strategies; to determine the specifics of the
interaction of PR services of religious organizations
with the media in the processes of frame setting and
frame sending, taking into account the influence of
the digital age, audience feedback, and pluralism of
interpretations.

Presentation of the main material. Agenda-
setting theory (or the shorter name — agenda theory)
is based on the work of Maxwell McCombs and Don-
ald Lewis Shaw “The Agenda-Setting Function of
Mass Media”, published in 1972. The authors imme-
diately begin with the statement: “by reflecting what
candidates say during the campaign, the mass media
can determine important issues — that is, the media

can set the “agenda” of the campaign” [4, p. 176].
It is the management and editorial staff that make
the audience understand not only about the existence
of a certain problem, but also about the degree of its
importance. The prevalence of the role of mass com-
munications over personal ones in the political life of
society accumulates the influence of the media on the
voter’s decision-making regarding voting. And we are
talking, first of all, about the ability to receive signifi-
cant amounts of information. The theory is based on
a large empirical study of 100 voters in Chapel Hill
during the 1968 presidential campaign. The results
showed that a significant portion of the news items
that voters remembered were devoted to campaign
analysis rather than the issues themselves. It was
the media that had a significant influence on voters’
judgments about what they considered to be the main
issues of the campaign [4, p. 180]. In fact, undecided
voters paid some attention to all news items, regard-
less of whether they were from or about a particular
favorite candidate, but those who were not strongly
committed at the beginning of the campaign paid
good attention to all news items.

Subsequently, a whole set of studies was con-
ducted in different countries and it was found that the
regular daily repetition of messages about specific
social problems in the news and the growth of the role
of the media as a communication tool constitute the
basic source of journalism’s influence on the audi-
ence. The publicized problems quite quickly move
from the media agenda to the public agenda. At the
same time, the duration of such a transition is signifi-
cantly intensified from two months to several days.
But the role of the media in setting the agenda is not
exclusive, because a significant influence is the politi-
cal culture of citizens, education, etc. There is also
a dependence on the person’s need for orientation,
because the higher he is, the more he seeks to find
the necessary information in the media, the greater his
susceptibility to the effects of agenda setting [5, p. 46].
The American scientist V. Weaver analyzed whether
the general cognitive motive of the need for orienta-
tion is a better predictor of the relationships between
media use and media effects than individual satisfac-
tions, and whether there is an explanatory advantage
in considering individual satisfactions in combination
with the need for orientation. He applied the “uses
and satisfactions” approach, which focuses on what
people do with media, rather than on what media do
with people. This led to the conclusion that the gen-
eral need for orientation is a better predictor of cogni-
tive effects than specific satisfaction with observation
[13, p. 372]. And the agenda itself, which is formed
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on the basis of news coverage of events, is the result
of exchanges with sources that provide information
for news stories, daily interaction between news orga-
nizations themselves, as well as the norms and tradi-
tions of journalism [5, p. 48]. That is, each specific
media determines which event will become news,
which will be on the agenda. Defining the object is
the first level of agenda setting.

It is influenced by civil servants, a large network
of public relations specialists, both in the non-state
and state sectors. In general, setting the agenda leads
either to the formation of dominance of ideas, views,
beliefs in public opinion, or to the preparation of for-
mation based on an emphasis on either a specific issue
or on certain attributes (characteristics and features
that describe and define the object). The very atten-
tion to a specific news object (social problem, figures,
organizations, countries, etc.) already allows it to be
distinguished from others, thus making it possible to
have an opinion about it. But at the same time, there is
a correlation with already existing standards, criteria
for assessing similar phenomena, processes, people,
since the prevailing majority of the audience does not
carry out a thorough analysis of all information. An
important role in this is played by the attributes of
the object established in the mass consciousness and
their peculiar affective background. Both objects and
their attributes are variable, the authors indicate that
each object has its own attribute agenda, that is, first
journalists, and later the public have a close, if not
identical, approach to its interpretation in the news.
The influence of the news agenda of attributes on the
public is the second level of agenda setting [5, p. 47],
here the transfer of the certainty of the attribute(s) of
the object occurs.

The theory of agenda setting allows us to investi-
gate how the PR activities of religious organizations
are presented in the media. On its basis, it is possible
to determine which aspects of their work become vis-
ible to society and how the image of the social role of
religion is formed as a result. Religious organizations,
except for some of the most conservative ones, do not
exist outside the media reality. Public opinion reflects
their position on certain moral and ethical issues,
social conflicts and scandals, and political processes
through their reflection in the news. The interaction
of religious organizations with the media is relevant,
since it is an opportunity to influence the formation of
the agenda.

The definition of two levels of agenda setting
allows us to separate the topics that, thanks to PR
activities, get into the media from how these topics
are presented and discussed. Thus, at the first level in
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religious PR, the relevant services have a set of topics
related to religion that regularly get into news reports.
First of all, this applies to calendar religious holi-
days that are traditionally celebrated in a particular
society. The media can also be interested in tensions
and conflicts that arise in the interfaith environment;
specific events in the relationship between the state
and the church (the practice of political life proves the
active involvement of religious institutions in politi-
cal decision-making or in political marketing); social
activities of religious organizations; positions on new
events or phenomena that require ethical reflection;
social conflicts that require the involvement of third
parties, which the church can act as. The presence of
religious media, which is a kind of platform for any
religious organization to place its own media con-
tent, the presence of confessional media in the media
space allows journalists to update specific topics or
positions related to their activities. Moreover, thanks
to the activities of public relations services, religious
organizations can initiate the attraction of public
attention to a specific object.

At the second level, the focus is on the attributes of
the object, which allows us to analyze how events that
fall into the media’s focus can be interpreted. Here, it
is important to base the organization’s PR activities
on the principles of openness or closure, modernity
or traditionalism, monologicality or dialogicity. That
is, it is not enough for an event to become news; it
is important to predict how it will be evaluated and
interpreted by the public. That is why the process of
forming evaluative and interpretative frameworks and
criteria is important. On the other hand, the public
itself is interested in information that contains value
orientations and explanations, especially in conditions
of social instability, crisis, and moral uncertainty, and
the church is one of the sources that forms answers
to these requests. Under these circumstances, media
reports on the position of relevant religious organiza-
tions can have an increased impact on the formation
of the public agenda.

Close in content to the theory of agenda-setting is
the theory of framing. But it emphasizes the cogni-
tive bias of the perception of information depending
on the form of its presentation without changing the
content. D. Chong and J. N. Druckman define fram-
ing as “the process by which people develop a cer-
tain conceptualization of a problem or reorient their
thinking about a problem” [2, p. 104]. Actually, this is
the disclosure of certain aspects of the second level of
agenda-setting, because here the media play a special
role, which first focus attention on specific events,
and then place them as news in the corresponding
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semantic fields, while part of the information remains
outside their boundaries. The author of the theory is
considered to be Irwin Hoffman, who in his work
“Frame Analysis: An Essay on the Organization of
Experience” turns to the analysis of the phenomena of
media reality, which are called the “framing effect”.
Essentially describing the absence of clear attitudes
in society, which suggests the possibility of manipula-
tion. A person, as a rule, perceives any event of social
life in the definitions of “primary frames” that contain
different sets of rules, and, depending on the choice
of the type of frame, he describes it in an appropriate
way. In essence, each primary frame allows its user to
determine the place, perceive, identify and designate
a seemingly infinite number of specific cases defined
in its terms [3, p. 21]. Primary frames are divided into
natural (physical, uncontrolled) and social (controlled
by the will). The second can be defined as controlled
actions that at the same time subordinate their per-
former to certain “standards”, social assessment.

The principles of implementation of such actions
can be honesty, efficiency, good taste, etc. The pri-
mary frame is a tool for analyzing the mechanisms
of the world through the prism of a number of phe-
nomena. First, the “amazing complex” describes
events (for example, miracles, UFOs, paranormal
phenomena) that raise doubts in the usual system of
explanations, but at the same time, a society in which
the assumption “all events can be ordered within the
traditional belief system” is affirmed expects them to
be reduced to the usual understandable reasons. Sec-
ond, “tricks” appear as a demonstration of a person’s
control over natural forces, emphasizing the cultural
limits of human capabilities in frames where social
actions intersect, or even rise above physical laws.
That is, actions take place in conditions where a
“trick” seems almost impossible (for example, circus
acts, sports achievements), but it shows the limits of
human capabilities and the strengthening of the social
frame over the natural one. Third, “slips” indicate
situations of unexpected loss of control over a body
or object (e.g., an accident) as an expression of the
inability to fully control social actions. Here, there is a
tension between the expected social order and random
natural interventions, because unlike a “trick”, where
the loss of control is expected and justified, in “slips”
there is no effort to maintain control at all. Therefore,
fourth, “randomness” reflects a significant event that
the individual perceives as indirectly caused, that is,
by coincidence or independent actions not attributed
to intentions (e.g., an accident). Here, natural events
appear to be guided by social intentions, allowing citi-
zens to come to terms with events that would other-

wise be a confusion for their system of analysis. Fifth,
the “tension of segregation” reveals the tension in
primary frames, the difficulty of maintaining a single
frame of interpretation when an object (for example,
the human body in the context of a gynecological
examination) can be perceived from both a social and
a natural perspective. But it is important that each
type of event is only one element in a whole idiom
of events, and each idiom is part of a characteristic
frame [3, pp. 28-37]. The latter force individuals to
manage natural impulses in a social context.

Frames in communication, according to D. Chong
and J. N. Druckman, appear as key aspects, ideas or
valuesthat are emphasized in a message in order to
direct the audience’s thoughts in a certain direction
[2, pp. 106—107]. Frames in communication influence
the attitudes and behavior of the audience, with politi-
cians, media and citizens often adopting frames from
each other, but frames in elite communications have
a significant impact, as they are able to shape civic
frames. News frames can be divided into two catego-
ries: thematic and universal. The first are character-
ized by their uniqueness for a specific event or prob-
lem. They allow for in-depth exploration of details,
they are difficult to generalize or use for comparison.
The second are universal, they can be found in the
coverage of different topics and in different coun-
tries, they are usually based on general journalistic
conventions and norms [12, pp. 54-55]. G. Semetko
and P. Valkenburg identified five main frames: con-
flict, human interest, responsibility, morality, and
economic consequences, with “responsibility” being
the most common in national news, followed by “con-
flict” and “economic consequences” [7].

Significant for theories of mass communication is
the description of fabrications as deliberate deceptive
frames, which are opposed to keying as a transforma-
tion of ideas, realized by all participants. E. Goffmann
points to the ability of fabrications to create illusions.
Fabrications differ from jokes (“benign fictions™)
in that the latter are not intended to harm the victim.
And fabrications are implemented on the basis that the
victim interprets events within the framework of the
expected reality, not suspecting a deception, the dis-
closure of which destroys the social order. Of course,
there are frames that naturally circulate in society and
are not a tool of manipulation, which is why frames
designed for manipulation are quite difficult to dis-
tinguish from those created due to the natural need
of a person to construct reality under his own con-
structs [14, p. 177]. Hoffmann considers the media as
part of the social infrastructure that forms a collective
understanding of reality and is vulnerable to manipu-
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lation through frame transformations. Media can be
a tool of indirect fiction, when one party manipulates
information to deceive a third party. In essence, the
main assumption of I. Hoffmann is to recognize indi-
viduals as capable users of all these frames on a daily
basis. He emphasizes that “stories that interest people
are caricatures of evidence precisely to the extent of
their interest, providing unity, coherence, direction,
self-sufficiency and drama, which are only roughly
supported, if at all, by everyday life” [3, p. 20]. The
definition of frames in communication involves the
isolation of a problem or event, since different frames
are used for different events, even for the same event,
but at different times there are also alternative frames.
The effect of framing is measured through the varia-
tion of preferences, correlation with values or com-
parison with control, as well as the ability to change
attitudes through basic reasoning.

Frame analysis involves establishing a specific
setting, the implementation of which in public opin-
ion is provided by frames. Next is the determination
of the initial set of frames that create a certain cod-
ing scheme, establishing the main topics on which
they focus the recipient’s attention. And, finally, the
selection of sources for content analysis (mass media
sources, specific news channels or searching for news
by keywords) [2, pp. 107-108]. After that, coders,
using computer programs or manually by keywords,
establish the presence or absence of certain frames in
the selected media material. The manual version of
the work is used if it is necessary to establish new
frames, but it requires checking the reliability of inter-
coders. It is important for researchers to conceptual-
ize framing as a dynamic process.

In the context of religious and confessional PR, the
theory of framing acquires special importance, since
religious organizations actively work with the forma-
tion of the perception of their activities, faith and val-
ues in the mass consciousness. Developing the ideas
of E. Goffmann and other researchers of framing,
it can be argued that religious PR is implemented in
the media space of “social frames”, because religious
organizations, which in this context act as communica-
tive agents, are constantly engaged in the construction,
support and correlation of frames, since it is through
them that society perceives their activities, the foun-
dations and interpretation of religious doctrine, etc. A
separate problem is the framing of minority religions.
It is clear that the communicative activity of any reli-
gious organization, even in a secular society, is carried
out in specific cultural and historical conditions, where
there are already complex news frameworks, taking
into account the contexts of the formation and devel-
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opment of religious life in a diachronic context. The
theory of framing has epistemological potential for
studying social stigmatization, according to which cer-
tain religious organizations are “marked” in the mass
consciousness with the active role of the media with
certain stereotypical characteristics, for example, “ter-
rorists”, “outdated”, “conspirators”, “rioters”. Frames
allow forming a certain information construct that the
audience perceives and extends its zone of influence.
The problem of implementing standards of journalistic
activity with an emphasis on impartiality and non-dis-
crimination is becoming more urgent. The interaction
of PR services of religious organizations involves tak-
ing into account the presence of two extreme types of
journalistic framing practice: frame setting and frame
sending [1, pp. 64-65]. In the first type, the journal-
ist acts as an active interpreter of events, constructing
semantic frameworks based on his own ideas, profes-
sional attitudes or editorial policy, which can lead to
both simplification and problematization of religious
topics. In the second, the media function as a chan-
nel for relaying frames proposed by public actors, in
particular the PR services of religious institutions,
which reinforces the importance of their strategic
work in forming clear, understandable, consistent,
and socially acceptable interpretations. The digital age
provides opportunities for the journalist to establish
feedback with the audience, which, on the one hand,
contributes to the implementation of the journalist’s
own frames (frame setting). But, on the other hand, the
audience receives more opportunities to challenge the
frames of journalists, that is, its potential for critical
rethinking and appeal to deny the imposed framework
increases, which forces both the media and PR services
of religious organizations to take into account the
pluralism of interpretations and increased sensitivity
to issues of symbolic inequality, stigmatization and
confessional discrimination. In this context, the
application of the theory of frames to the PR activities
ofreligious organizations allows not only to analyze the
mechanisms of forming the public image of religion,
but also to develop appropriate communication
strategies. For example, on the basis of the theory of
framing, researchers have the opportunity to identify
the dynamics of rethinking “traditional” religious
issues (in particular, regarding gender, attitudes
towards LGBT) in accordance with modern civic
and cultural values, how the formed media construct
affects the audience, changes under the influence of
“new” frames, forming new attitudes. It also allows
us to assess the nature of competition between various
actors, including media actors, in determining the
key framework for interpreting religious topics. In
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particular, this is traced in the formation of a stable
image of “Muslim terrorists” in the mass consciousness
of Western societies by means of the media, depending
on the political situation. Thus, the American
researcher K. A. Powell, having analyzed 882 news
articles from the leading national media of the USA,
found that the perpetrators of terrorist acts who are not
Muslims (for example, the shooter in Charleston) are
usually described by the media as lonely, mentally ill
individuals, and their actions as isolated “hate crimes”.
And if the perpetrator is identified as a Muslim, the
media immediately begin to look for his connections
with international terrorist networks (ISIS, Al-Qaeda),
while any crime or incident is immediately classified
as “terrorism” [6, p. 5]. Therefore, such a dominant
media frame requires Muslim religious organizations
to develop a PR strategy taking into account the context
of a deepening cultural split at the global level, taking
into account the role and place of political actors in the
formation of such a frame, and to actualize the need for
corresponding changes in media practice.

Frames are a tool for anti-crisis communications of
religious organizations. Thus, when a scandal arises
and becomes public (for example, a property conflict,
accusations of crimes by clergy or religious figures),

the PR department can use the frame of “morality”
or “responsibility” in its media activities, in which
case it can portray the announced problem as a “test
of faith” or a “process of internal purification”. Such
a strategy will allow, firstly, to reorient the audience to
spiritual aspects, and secondly, to demonstrate open-
ness to the opinion of the community and the ability
to self-criticize.

Conclusions. Theories of agenda setting
and framing have significant epistemological
potential for studying the PR activities of religious
organizations, as they allow for a systematic analysis
of the mechanisms of constructing media reality and
forming public opinion about religious institutions in
the digital age. At the first level of agenda theory, PR
services of religious organizations can influence the
visibility of key topics, while the second level allows
us to track the transmission of attributes that determine
the interpretation of these topics by the audience.
Framing theory complements this analysis by
revealing cognitive and communicative mechanisms
of selecting aspects of events, directed meaning-
making, and the formation of stable interpretive
frameworks, in particular through universal frames of
responsibility, conflict, morality, and human interest.
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Cmocap B. M. THOCEOJIOT'TYHUH IMOTEHIIAJI TEOPIX MOPSAJKY TEHHOI'O TA
®PEVMIHI'Y Y JOCIIIKEHHI PR-AISIJIBHOCTI PEJITTHHUX OPTAHI3AIIII

Y cmammi 30iticneno memooonociunuii ananiz meopit nopsioky OeHHO20 ma (petiminey y KOHMeKCmi
Odocnioxcenni PR-Oisnbnocmi penieitinux opeanizayiti 'y cyuacnomy medianpocmopi. OOIpyHmosano, wo
3A3HAYeH] Meopii MAco8UX KOMYHIKAYIL € He auue eMRIPUIHUMU MOOETAMU MediapeanbHOCi, A U 8aAdCIUBUMU
IHCmMpYMeHmamy  NI3HAHHA MEeXaHizmMie COYiaibHO20 KOHCMPYIO8AHHA peanvhocmi. Po3kpumo ocHOo6HI
PI6HI 6CMANH0GICHHS NOPSOKY O€HHO20 MA IXHIO POlb Y (POPMYSAHHI 2POMAOCHKOT OYMKU U000 OiSLIbHOCHII
penieivinux incmumyyii. [Ipoananizosano KoHyenyilo Qpeiminey sK KOSHIMUEH020 Md KOMYHIKAMUEHO20
mexauizmy inmepnpemayii noditi i cmuciomeopenis 8 mediaduckypci. Ocobaugy yeazy npudiieHo 83aemooii
PR-cnyoicd penicivinux opeanizayii iz media y npoyeci popmyeanus memMamuyHux i ampudOymueHux pamox,
a maxodc npobiemi cmuemamuzayii ma CUMONIYHOI HePIBHOCMI V GUCEIMIEHHI PeNiiiHOl MeMamuKu.
IIpooemoncmposano, sax PR-cayscou penizitinux opeanizayiil MOJICYms GNIUGAMU HA NPOYECU KOHCMPYIO8AHHS
JHCYPHATICMCOKUX PAMOK, NPOMUOISMU OUCKPUMIHAYIUHUM hpetimam, a0annmyeamuu KOMYHIKayiuni cmpamezii
00 nAIOPanizmy iHmepnpemayiil y yu@poesy enoxy, 6i0n0sioa1IbHO 6CMAHOGII0EAMU U PEANi308YEAMU 360POMHIl
36 S130K 3 AYOUMOPIEI0 OJis1 KOPEKYIi YMBepoICeH020 6 2poMadchbKiti Oymyi oopasy. /[oeedeno, wo 3acmocy8anis
meopil NOpsiOKy OeHHO20 MA PPetUMIHey Q0380JILE GUABTSINU 3AKOHOMIPHOCMI (OPMYSaHHSL NYONIUHO20 00pa3y
penieii, oyinosamu epexmusHicms KOMYHIKAMUSHUX cCmpameziti ma npocHO3y8amu OUHAMIKY 2PDOMAOCHKUX
YCmMano8ok. 3pobieno 8UCHOBOK NPO OOYINbHICMb [HMe2payii yux meopemuyHux nioxooie y 00Cai0NCeHH s
PR sax 3acoby ananizy 63aemo38 53Ky 3HAHHSA, KOMYHIKAYIT ma 61a0u )y CYyYaCHOMY CYCRITbCMEI, 0151 OYIHKU
Konkpemuux PR-cmpameeii penicitinux cy6’exkmis.

Knrouosi cnosa: PR, PR-Oisinbuicms penicitinux opeanizayiti, PR-ciyoicOu, epomadcoeka oymra, nopsioox
OeHHull, (hpetimine, MediaducKypc, meopii Maco8ux KOMYHIKayii.

JlaTa mepiroro HaaxomKeHHS cTaTTi 10 Buganas: 27.01.2026

JlaTa mpuifHATTS CTATTi IO IPYKY micis peneH3yBaHHs: 23.02.2026
Hara my6nikauii (onpumtogHenns) crarti: 24.04.2026
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