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I. PROMOCIJAS DARBA VISPAREJS RAKSTUROJUMS

Petamas problémas raksturojums un tas aktualitates pamatojums, izveleta temata
nozimiba teorija un praksé

Sabiedrisko attiecibu prakse Latvija ir iepazita nesen. Pirmas sabiedrisko attiecibu
iezimes var saskatit Latvijas Tre$as Atmodas laika, 20. gadsimta 80. gadu beigas. Tas ir laiks,
kad cilveki var sakt brivi izteikties, paust savus uzskatus un viedoklus, kad par masu medijiem
pamazam zid kontrole un cenziira. Tas ir laiks, kad brivibas cinitaji, lai pieverstu citu valstu
uzmanibu notikumiem Latvija, censas sadarboties ar Rietumeiropas un Amerikas Savienoto
Valstu masu medijiem, laiks, kad sabiedriskas domas veidoSanai tiek rikoti dazadi masu
pasakumi.

Lidz Tresas Atmodas laikam valsti, kura valdija totalitarisma rezims, centraliz&tas
planosanas un kolektivisma politika tautsaimnieciba, sabiedriskas attiecibas netika Tstenotas.

Veidojoties jauniem politiskiem spekiem valsti, sakoties ekonomiskam reformam,
atseviskam personam (politikiem, organizaciju vaditajiem u.c.) un organizacijam (valsts
institiicijam, uzpémumiem, sabiedriskam organizacijam u. c.) rodas nepiecieSamiba veidot savu
telu (reputaciju), apzinat sabiedrisko domu, veidot un attistit attiecibas ar apkartgjo vidi.
Politiskajas organizacijas un arvalstu uzp@mumos darbu sak pirmie preses sekretari, PR
departamenta vaditaji (Saja laika tiek lietots saisinajums PR (no anglu public relations) un jau
nedaudz vélak — sabiedrisko attiecibu konsultanti, specialisti, projektu vaditaji, struktGrvienibu
vaditaji u. c. Ienakot arvalstu kompanijam Latvija, rodas pieprasijums péc sabiedrisko attiecibu
agentiiru pakalpojumiem — tiek izveidotas pirmas sabiedrisko attiecibu agenttras (1995. gada).
Organizacijas darbu uzsak sabiedrisko attiecibu struktiirvienibas (1996. gada). Savukart
augstskolas, apzinoties pieprasijjumu, sak piedavat studijas sabiedrisko attiecibu joma
(1996. gada). Top pirmas sabiedrisko attiecibu studiju programmas. Sabiedriskas attiecibas
strauji attistas un klist arvien profesionalakas.

Sodien, kad ir pagajusi vairak neka 20 gadu, kop$ Latvija tick Tstenotas sabiedriskas
attiecibas, izpratne, kas ir sabiedriskas attiecibas, ir loti dazada. Sabiedriskas attiecibas tiek
jauktas ar citiem jédzieniem, ka, pieméram, propaganda un marketings. Daudziem organizaciju
vaditajiem trikst izpratnes par sabiedriskajam attiecibam ka svarigu menedzmenta funkciju, lidz
ar to sabiedriskas attiecibas biezi tiek Tstenotas operativa un taktiska, nevis stratégiska Iimeni.
Tas nelauj sabiedrisko attiecibu praktikiem pilnvertigi darboties un sasniegt iecerétos rezultatus.

Izpratnes veidoSanos kavé nelielais teoretiskas literatiras daudzums latvieSu valoda.
Sabiedrisko attiecibu joma latvieSu valoda ir izdots loti maz gramatu. Ka pirma minama Teikas

Lapsas darbs ,,Sabiedriskas attiecibas. Ievads teorija un prakse” (2002). Tai seko Sandras
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Veinbergas gramata ,,Publiskas attiecibas. PR teorija un prakse” (2004). P&éc gada tiek izdota
Andra Pétersona un Lolitas Pavares gramata ,,Korporativa sociala atbildiba. Jauns veids, ka
nopelnit vairak” (2005). Sis trs ir vienigas latvie$u autoru gramatas sabiedrisko attiecibu joma,
kas izdotas lidz 2010. gadam.

Maz ir ari latvieSu valoda tulkotu gramatu. Pirma tulkota gramata, kas iznakusi par
sabiedriskajam attiecibam latvieSu valoda, ir ASV pétnieku Skota M. Katlipa (Scott M. Cutlip),
Alena H. Sentera (Allen H. Center) un Glena M. Briima (Glen M. Broom) gramata ,,Sabiedriskas
attiecibas” (2002). Tai seko vél daZas citas gramatas. STs gramatas ari izmanto sabiedrisko
attiecibu studenti, praktiki u. c. interesenti. Protams, papildu $Tm gramatam tiek lasitas gramatas
arT citas valodas.

Pieminams ari fakts, ka Latvija vispirms tiek iepazita marketinga, nevis sabiedrisko
attiecibu prakse. Sabiedriskas attiecibas biezi tiek izmantotas tikai un vienigi ka marketinga
atbalsta funkcija, ar tam saprotot bezmaksas reklamu, publicitati masu medijos u. tml. So izpratni
varetu bt veicinajusas vairakas latvieSu valoda izdotas gramatas.

Tapat Latvija ve€rojams arT izpratnes trukums par sabiedrisko attiecibu un propagandas
attiecibam. Sis fakts skaidrojams ar valsts pagatni, kura vél joprojam ir atstajusi pedas cilveku
apzind un riciba. No Padomju Savienibas mantota propaganda traucé Latvija praktizét uz
attiectbam verstu sabiedrisko attiecibu praksi. Propagandas izmantotaji déve sevi par sabiedrisko
attiecibu praktikiem.

Kops Latvija ir iepazinusi sabiedrisko attiecibu praksi, ir pagajusi nedaudz vairak par
20 gadiem. Sis laika periods ir pietiekami apjomigs un saturigi ietilpigs, lai uz ta bazes biitu
iespejams veikt dzilu un pamatigu pétijumu par sabiedrisko attiecibu attistibu Latvija, atklajot

galvenas attistibas tendences un risinamas problémas sabiedrisko attiecibu joma.

Pétijuma merkis
Pamatojoties uz zinatniskaja literatiira un empiriskaja pétijuma gltajam atzinam,

raksturot un analiz&t sabiedrisko attiecibu attistibu un izpratnes dazadibu Latvija (1991-2010).

Pétijjuma uzdevumi

1. Apzinat un analiz€t sabiedriskas attiecibas dazadu paradigmu un pieeju konteksta.

2. Raksturot un salidzinat sabiedrisko attiecibu attistibu ASV, Rietumeiropas,
Centraleiropas un Austrumeiropas valstis.

3. Raksturot un analizé sabiedrisko attiecibu attistibu Latvija, sistematiz&jot to

periodos.



4. Noskaidrot un analizét sabiedrisko attiecibu izpratni Latvija, ipaSu uzmanibu
pievérSot vienam no izpratni veidojoSiem faktoriem — sabiedrisko attiecibu izglitibai
Latvijas augstskolas.

5. Izdarit secinajumus un izvirzit tézes aizstaveésanai.

Pétijuma objekts
Sabiedriskas attiecibas Latvija laika posma no 1991. gada lidz 2010. gadam.

Pétijuma priek§mets
Pieeju daudzveidiba sabiedriskajam attiecibam Latvija laika posma no 1991. gada Iidz

2010. gadam.

Pétijjuma jautajumi

1. Kadus, ja vispar, sabiedrisko attiecibu attistibas periodus Latvija var noskirt laika
perioda no 1991. gada lidz 2010. gadam?

2. Kada, ja vispar, ir sabiedrisko attiecibu izpratne Latvija?

3. Kadas, ja vispar, sabiedrisko attiecibu pieejas parstav Latvijas augstskolas?

Pétijjuma baze
30 Latvijas augstskolu sabiedrisko attiecibu studiju kursu docétaji un ilggadgji dazadu
organizaciju komunikacijas/sabiedrisko attiecibu praktiki.

Latvijas augstskolu 9 sabiedrisko attiecibu studiju programmas.

Pétijuma novitate un praktiska nozimiba

Promocijas darba novitate ir sabiedrisko attiecibu attistibas Latvija izp&te, nosakot laiku,
kad Latvija ir saktas Tstenot sabiedriskas attiecibas, un sistematiz€jot sabiedrisko attiecibu
attistibu atsevis$kos periodos, tos raksturojot, analiz€jot un izdarot secinajumus. P&tijuma tiek
noskaidrota sabiedrisko attiecibu izpratne un pieeju daudzveidiba sabiedriskajam attiecibam
Latvija.

Lidz Sim Latvija promocijas darba Iimeni nav veikta sabiedrisko attiecibu attistibas un
izpratnes dazadibas izpéte tik plasa p€tniecibas areala ka Saja petijjuma.

Vairaku gadu garuma Latvija ir izstradati bakalaura un magistra darbi, kuros uzmaniba ir
pievérsta sabiedrisko attiecibu attistibai, lomai, funkcijam utt. atseviskas organizacijas vai kada
no tautsaimniecibas u. c. nozarém/jomam, bet sabiedrisko attiecibu attistiba Latvija kopuma

zinatniska Itment ir pétita loti minimali.



LidzSingjie pétijumi sabiedrisko attiecibu joma rada, ka sabiedriskas attiecibas Latvija
laika gaita ir attistijusas no publicitates veidoSanas lidz savstarp&jas sapratnes, attiecibu
veidoSanas funkcijai, tom@r Sie petijumi nesniedz pilnigu ainu par sabiedrisko attiecibu attistibu
Latvija, tapéc, ka norada sabiedrisko attiecibu pétnieces Baiba P&tersone un Lolita Stasane, Sim
jautajumam ir japieveérsas daudz dzilaka un plasaka meroga, kas ar1 veikts promocijas darba.

Promocijas darba teorétiskaja dala veikta zinatniskas literatiiras analize ir materials, kuru
var izmantot sabiedrisko attiecibu jomas praktiki, augstskolu docétaji, studenti u. C. interesenti
sabiedrisko attiecibu butibas labakai izpratnei, zinasanu pilnveidei par atSkirigajam sabiedrisko
attiecibu paradigmam, pieejam un teorijam, ka ar1 iepazit salidzinoSu teor&tisko materialu par
sabiedrisko attiecibu attistibu dazadas pasaules valstis.

Petijuma empiriskas dalas rezultati ir unikals devums Latvijas sabiedrisko attiecibu
attistibas un izpratnes dazadibas izpétei. So materialu var izmantot augstskolu lekciju kursos par
sabiedrisko attiecibu attistibu Latvija un ka pamatu turpmakajiem pétijumiem.

Promocijas darbs var noderét art sabiedrisko attiecibu praktikiem prakses pilnveidei.

Pétijuma metodologija

P&c pétijumu lietojuma klasifikacijas pétijums ir fundamentals, péc izmantotas metodes
klasifikacijas — kvalitativs un neeksperimentals, savukart péc 1. p&tijuma jautajuma — vesturisks
pétijums, p&c 2. un 3. petfjuma jautajuma — aprakstosais p&tijums.

Lai rastu atbildes uz pétijjuma jautajumiem, balstoties uz zinatniskas literaturas studijam,
ir veikts empirisks pétijums, kura izmantotas §adas informacijas (datu) ieguves metodes:

e ekspertu aptaujas (vienreizgjas, padzilinatas, dal&ji strukturétas intervijas);

e dokumentu izpéte.

Lai analiz&tu un interpretétu iegtitos datus, ir izmantota kvalitativa kontentanalize.

Bibliografijas raksturojums

Promocijas darba izmantotas literattiras un avotu sarakstu veido 131 vieniba. P&tjjuma
teorétisko bazi veido daudzu ievérojamu sabiedrisko attiecibu pétnicku — Gintera Bentelija
(Giinter Bentele), Glena Bruima (Glen M. Broom), Stefana D. Bruninga (Stephen D. Bruning),
Alena H. Sentera (Allen H. Center), Skota M. Katlipa (Scott M. Cutlip), Elana Fraitaga (Alan R.
Freitag), Dzeimsa Gruniga (James Grunig), Larisas Grunigas (Larissa Grunig), Dzona
A. Ledingema (Jonh A. Ledingham), Zaki Letanas (Jacquie L’Etang), Magdas Pi¢kas (Magda
Pieczka), Betekijas Rulersas (Betteke van Ruler), Krisnemursija Sriramesa (Krishnamurthy
Sriramesh), Eslijas Stokes (Ashli Quesinberry Stokes), Dejana Vercica (Dejan Vercic) u. c. —
darbi.



Ipasi noradami ir $§adi pétijumi: Larissa A. Grunig, James E. Grunig, David M. Dozier.
Excellent Public Relations and Effective Organizations : a Study of Communication
Management in Three Countries (2002); Betteke Van Ruler, Dejan Verci¢ (red.). Public
Relations and Communication Management in Europe : a Nation by Nation Introduction to
Public Relations Theory and Practice (2004); Alan R. Freitag, Ashli Quesinberry Stokes. Global
Public Relations. Spanning Borders, Spanning Cultures (2009); Krishnamurthy Sriramesh,
Dejan Verci¢ (red.). The Global Public Relations Handbook : theory, research and practice
(2009); Jacquie L’Etang. Public relations : concepts, practice and critique (2010). Sie pétijumi ir

nozimigi, jo sniedz fundamentalu ieskatu dazadu valstu sabiedrisko attiecibu teorija un prakse.

Apjoms un stuktiira

Promocijas darbu veido ievads, 4 dalas, secindjumi un tézes aizstavéSanai, izmantotas
literatiiras un avotu saraksts, ka arT pielikumi. Darba apjoms ir 179 lappuses.

Petjuma 1. dala Sabiedrisko attiecibu koncepciju daudzveidiba tiek dots p&tamas
problémas teorétiskais pamatojums un arvalstu pieredze. Tiek raksturotas un analiz€tas
sabiedriskas attiecibas dazadu paradigmu un pieeju konteksta. Formul&ta sabiedrisko attiecibu
definicija, uz kuru talak balstits viss promocijas darbs. Saja dala tiek apzinati un analizéti arT
galvenie sabiedrisko attiecibu izpratni ietekm&joSie faktori (marketinga teorija un prakse,
sabiedrisko attiecibu izglitibas daudzveidiba), tieck sniegts ieskats to valstu sabiedrisko attiecibu
attistiba un izpratné, kuras lielaka vai mazaka méra ir ietekmé&juSas Latvijas sabiedrisko attiecibu
attisttbu un izpratnes veidoSanos par sabiedriskajam attiectbam. Te raksturota ASV,
Rietumeiropas (Lielbritanijas, Vacijas, Zviedrijas), Centraleiropas un Austrumeiropas valstu
sabiedrisko attiecibu attistiba.

Pétijuma 2. dala Petijuma metodologija un organizacija ir raksturotas pé&tijjuma
izmantotas datu ieguves metodes, aprakstits, ka iegiitie dati ir analizéti. Ir sniegta informacija par
pétijuma respondentiem, to atlases krit€rijiem un veidu, interviju jautajumiem, ka ari noSkirti
petijuma posmi.

Lai noskaidrotu sabiedrisko attiecibu attistibas unikalitati Latvija, pétijuma 3. dala
Sabiedrisko attiecibu attistibas prieksvesture un periodizacija Latvija tiek pétits, no kura laika
Latvija var runat par sabiedrisko attiecibu prakses attistibu. Tiek raksturots un salidzinats
respondentu viedoklis par attiecibu veidoSanu/neveidoSanu ar sabiedribu Latvijas PSR laika.
Tiek pievérsta uzmaniba ar1 sabiedrisko attiecibu iezimém TreSas Atmodas laika. Talak
pétijuma, balstoties uz zinatniskas literatiiras analizi, Latvijas v@stures faktiem, kas ietekm&jusi
sabiedrisko attiecibu attistibu Latvija, ka ar1 uz respondentu viedoklu analizi, sabiedrisko

attiecibu attistiba klasific€ta periodos, katru no tiem atseviski raksturojot un analizgjot.
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Lai noskaidrotu sabiedrisko attiecibu izpratni Latvija, promocijas darba 4. dala
Sabiedrisko attiecibu izpratnes dazadiba Latvija raksturota, salidzinata un analiz&ta respondentu
sabiedrisko attiecibu izpratne un noskirtas Cetras atSkirigas pieejas sabiedriskajam attiecibam
Latvija. Ta ka izglitiba ir viens no izpratni veidojoSiem faktoriem, Saja dala ar1 salidzinatas un
analizétas Latvijas augstskolu piedavatas sabiedrisko attiecibu studiju programmas, lai
noskaidrotu, ka Latvija tiek istenotas studijas sabiedrisko attiecibu joma un kuras valsts praksi
Latvija ir adapt&jusi. Tiek noteikta katras augstskolas pieeja(-as) sabiedriskajam attiectbam.

Promocijas darba nobeiguma apkopoti pétljuma gaita raduSies secinajumi un izvirzitas

Cetras tézes aizstavesanai.

Petijjuma aptvertais laika periods

P&tijums aptver laika periodu no 1991. gada Iidz 2010. gadam. 1991. gada Latvija atgist
neatkaribu un lidz ar to rodas labvéliga vide sabiedrisko attiecibu attistibai. P&tijums tiek
pabeigts ar 2010. gadu, kad veiktas intervijas ar komunikacijas/sabiedrisko attiecibu praktikiem
un augstskolu sabiedrisko attiecibu studiju kursu docétajiem.

Lai sniegtu ieskatu sabiedrisko attiecibu priek§veésturé un pamatotu, kap&c sabiedriskas

attiecibas nav Istenotas agrak, nedaudz raksturots arT laiks pirms valsts neatkaribas atgtiSanas.

Promocijas darba rezultatu aprobacija
Pétijuma rezultati ir ieklauti 13 zinatniskajos rakstos, kas publicéti starptautiski
recenz€tos zinatniskos izdevumos, un prezentéti 15 starptautiskas zinatniskas konferences
Latvija, Lietuva, Slovakija un Lielbritanija.
I. Zinatniskas publikacijas starptautiskos recenzetos izdevumos
1. Piare, I. (2008). Augstskolu sabiedriskas attiecibas: daudzveidiba un problematika.
Sabiedriba un kultira : rakstu krajums, XI. Liepaja : Liepajas Universitate, 318.—
324. Ipp. ISSN 1407-6918
2. Pare, 1. (2009). Sabiedriskas attiecibas un marketings: attiecibu modeli. Sabiedriba
un kultira : rakstu krajums, XII. Liepaja : Liepajas Universitate, 397.—405. lpp. ISSN
1407-6918
3. Pare, 1. (2010). Globalizacija un sabiedriskas attiecibas Latvija. Sabiedriba un
kultira : rakstu krajums, XIII. Liepaja : Liepajas Universitate, 231.—240. Ipp. ISSN
1407-6918
4. Pure, 1. (2010). Pre-history of Public Relations Development in Latvia. Global
Economy: Challenges and Perspectives. Proceeding of reviewed articles of
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10.

11.

12.

international Scientific Conference : 11" international conference. Delhi, Nitra
[kompaktdisks] ISBN 978-80-552—0386—7

Pare, 1. (2010). Public Relations as Management Function at Universities.
Regionines studijos, Nr. 5. Vytauta Magnus University, 2010, pp. 109-119. ISSN
2029-2074 Piecejams interneta CEEOL datu bazg: http://www.ceeol.com

Pire, I. (2010). RadosSas personibas attistiba sabiedrisko attiecibu studijas Latvijas
augstskolas. Sabiedriba, Integracija, Izglittha : starptautiskds zinatniskas
konferences materiali. 2010. gada 19.-20. februaris. Rézekne : RA Izdevnieciba,
109.-117. lpp. ISSN 1691-5887

Piire, I. (2010). Sabiedriskas attiecibas Latvija 21. gadsimta sakuma: organizacijas
menedzments un/vai marketinga atbalsta funkcija. Latgales Tautsaimniecibas
pétijumi : socialo zinatpu Zurnals, Nr. 1(2). Rézekne : RA Izdevnieciba, 301.-314.
Ipp. ISSN 16915828 Pieejams starptautiskaja zinatnisko izdevumu datu bazeé Index
Copernicus: http://journals.indexcopernicus.com/passport.php?id=5304

Piire, 1. (2010). Sabiedrisko attiecibu attistiba Latvija: priek§veésture un pirmsakumu
periods. Cilvéeks, sabiedriba, valsts miisdienu mainigajos ekonomiskajos apstakjos :
Biznesa augstskolas Turiba konferencu rakstu krajums. [kompaktdisks] ISSN 1691—
6069 Pieejams starptautiskaja  zinatnisko izdevumu datu baze EBSCO:
http://web.ebscohost.com.

Pure, 1. (2010). Sabiedrisko attiecibu attistiba Latvija: sakuma periods. Sabiedriba un
kultiira : rakstu krajums, XIII. Liepaja : Liepajas Universitate, 2010, 222.-230. Ipp.
ISSN 14076918

Pire, 1. (2010). Sabiedriskas attiecibas un propaganda — demokratiskas un/vai
totalitaras valsts pazime: prakse Latvija. Daugavpils Universitates 52. starptautiskas
zindatniskas konferences zipojumi par pétijjumiem, 290.—296. Ipp.
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Schmidt, C. M., Dimants, A., Lehtonen, J., Nielsen, M. (Hrsg.). Bd. Wiesbaden :
Springer Fachmedien, S. 125-135.

II. Referati starptautiskajas zinatniskajas konferences

1.

Inga Piire. Augstskolu sabiedriskas attiecibas: daudzveidiba un problematika.
Liepajas Pedagogijas akadémijas (tagad Liepajas Universitate — LiepU) XI
starptautiska zinatniska konferencé Sabiedriba un kultira: Sociald partneriba un
dialogs (2008. gada 24.-25. aprili Liepaja).

Inga Pure. Sabiedriskas attiecibas un marketings: attiecibu modeli. LiepU XII
starptautiska zinatniska konferenc€ Sabiedriba un kultira: Citadiba un mazakuma
intereses (2009. gada 23.-24. aprili Liepaja).

Inga Pure. Higher Educational Establishment Public Relations: Place, Functions and
Target Audience Groups. Vytautas Magnus University starptautiska zinatniska
konference The Baltic as an intersection of civilizational identities (2009. gada 11.—
14. junija Kauna, Lietuva).

Inga Pire. Kreativas individualitates veidosanas sabiedrisko attiecibu studijas
Latvijas augstskolas. Rigas Pedagogijas un izglitibas vadibas augstskolas XIV
starptautiska zinatniska konferencé Kreativitate individualitates dzives gaitd
(2009. gada 6.—7. novembri Riga).

Inga Piire. Sabiedrisko attiecibu attisttba Latvija: priekSvesture un pirmsakumu
periods. Biznesa augstskolas Turiba Xl starptautiska zinatniska konference Cilveks,
sabiedriba, valsts miisdienu mainigajos ekonomiskajos apstakjos (2010. gada 26.
marta Riga).

Inga Piire. Sabiedriskds attiecibas un propaganda — demokratiskas un/vai totalitaras
valsts pazime: prakse Latvija. Daugavpils Universitates 52. starptautiska zinatniska
konference (2010. gada 14.—17. aprili Daugavpili).

Inga Pure. Sabiedriskas attiecibas Latvija 21. gadsimta sakumd: organizdcijas
menedzments un/vai marketinga atbalsta funkcija. R&zeknes Augstskolas
starptautiska zinatniska konference Tautsaimniecibas attistibas problémas un

risingjumi (2010. gada 15. aprili Rézekng).
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10.

11.

12.

13.

14.

15.

Inga Pire. Sabiedrisko attiecibu attistiba Latvija: sakuma periods. LiepU XIII
starptautiska zinatniska konference Sabiedriba un kultira: haoss un harmonija
(2010. gada 29.-30. aprili Liepaja).

Inga Piire. Globalizacija un sabiedriskas attiecibas Latvija. LiepU XIII starptautiska
zinatniska konference Sabiedriba un kultira: haoss un harmonija (2010. gada 29.—
30. aprili Liepaja).

Inga Piure. Pre-history of Public Relations Development in Latvia. Slovak University
of Agriculture (Nitra, Slovak) un Delhi School of Professional Studies and Research
(Delhi, India) 11. starptautiska zinatniska konference Global Economy: Challenges
and Perspectives (2010. gada 26.—28. maija Nitra, Slovakija).

Inga Pire. Public Relations in Latvia at Beginning of 21st Century: Problems and
Solutions. Eiropas biznesa komunikacijas ekspertu tikla EUKO 10. gadskartgja
konference EUKO 2010. Lokalie aspekti Eiropas biznesa komunikacija (2010. gada
20.-22. augusta Riga). [Kopreferats ar Baibu Abelnieci].

Inga Pure. Sabiedrisko attiecibu izglittba Latvijas augstskolas. LiepU XIV
starptautiska zinatniska konference Sabiedriba un kultira: RobeZas un jauni
apvarspi (2011. gada 19.-20. maija Liepaja).

Inga Pure. Development of Public Relations in Latvia: Pre-history and Periods of
Development. Starptautiska zinatniska konference The International History of
Inga Piire. Sabiedrisko attiecibu attistiba Latvija: profesionalizacijas periods. BAT
XIII starptautiska zinatniska konference Ilgtspéjiga uznéméjdarbiba mainigajos
ekonomiskajos apstakjos (2012. gada 30. marta Riga).

Inga Piure. Sabiedrisko attiecibu attistibu ietekméjusie faktori Latvija (2001-2010).
LiepU XV starptautiska zinatniska konference Sabiedriba un kultira: Mainigais un

nemainigais cikliskuma (2012. gada 17.—18. maija Liepaja).

III. Citi aprobacijas veidi un pieredze

2008., 2010. un 2011. gada vadita LiepU starptautiskas zinatniskas konferences

Sabiedriba un kultiira darba sekcija par komunikaciju un sabiedriskajam attiecibam.

Aktiva lidzdarbiba augstskolu studiju programmu istenoSana.

No 2004. gada — lektores darbs LiepU; tiek doc&ti sabiedrisko attiecibu studiju kursi

bakalaura un magistra Iimepa studiju programmas (studiju kursi Sabiedriskas attiecibas,

Sabiedrisko attiectbu pamati, Sabiedrisko attiectbu metodes, Sabiedrisko attiecibu strategija,
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Sabiedrisko attiecibu teorija un vesture), ka ari vaditi un recenzéti studiju, bakalaura un magistra
darbi.

Balstoties uz pétijuma gitajam atzinam, izstradata LiepU profesionala bakalaura studiju
programma ,,Komunikacijas vadiba” (licencéta 2009. gada, akreditéta 2011. gada) un veikta ta
administréSana (studiju programmas direktore).

Vairak neka 10 gadu praktiska darba pieredze sabiedrisko attiecibu joma. No 1999. gada
junija Iidz 2009. gadam jilijam un no 2012. gada janvara lidz 2013. gada janvarim — darbs
LiepU (ieprick§ — Liepajas Pedagogijas akadémija) Sabiedrisko attiecibu dala (iepriekS —
Informacijas un sabiedrisko attiecibu dala), iepemamais amats — vaditaja. Tas ir devis iesp&ju
petijuma rezultatd giitas atzinas aprob@ praks€é un giito praktiska darba pieredzi iestradat

promocijas petijuma.
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I1. PROMOCIJAS DARBA SATURA KONSPEKTIVS IZKLASTS

1. SABIEDRISKO ATTIECIBU KONCEPCIJU DAUDZVEIDIBA

1.1. Sabiedrisko attiecibu izpratne dazadu paradigmu un pieeju konteksta

Nav vienas universalas sabiedrisko attiecibu definicijas, uz kuru balstitos visi sabiedrisko
attiecibu zinatnieki, docétaji, praktiki u.c. Ka apstiprina sabiedrisko attiecibu pétnieki,
sabiedrisko attiecibu izpratne ir dazada. Kopigas, universali izmantojamas teorétiskas platformas
trikums bitiski sarezg1 ne tikai sabiedrisko attiecibu p&tniecibu, bet ari praktisko darbu.

ASV sabiedrisko attiecibu profesori Dzeimss Grunigs (James E. Grunig) un Larisa
Gruniga (Larissa Grunig) sabiedrisko attiecibu izpratné S$kir divas paradigmas: simboliski
skaidrojoso (symbolic-interpretive) paradigmu un stratégiska menedzmenta jeb uzvedibas
(strategic management or behavioural) paradigmu. Simboliski skaidrojoSo paradigmu
Dz. Grunigs dévé ari par tradicionalo (traditional) paradigmu. Ka norada Dz. Grunigs un
L. Gruniga, Sie divi galvenie domaSanas veidi ir pastavejusi un Vel joprojam pastav gan
sabiedrisko attiecibu prakse, gan arT akadémiskaja sfera. Lai arT sabiedrisko attiecibu iedalijums
divas paradigmas ir vienkarSots, tomer, ka uzskata Dz. Gunigs, So atSkirigo domasanas veidu
identificésana palidz labak saprast diskusijas starp disciplinas parstavjiem. Ta ka ari Latvija
dazadi tiek interpretétas sabiedriskas attiecibas, notiek diskusijas un stridi, kas Tsti ir sabiedriskas
attiecibas; $aja nodala tiek skaidroti un analizéti Sie divi atSkirigie domasanas veidi, lai talak

darba analitiski raksturotu sabiedrisko attiecibu attistibu un konceptualo dazadibu Latvija.

Tradicionala jeb simboliski skaidrojos$a paradigma

Tradicionalas jeb simboliski skaidrojosas paradigmas parstavji sabiedriskas attiecibas
saprot ka zinoSanas, publicitates, inform&Sanas un mediju attiecibu funkciju. Praktiki, kuri doma
§is paradigmas robezas, sava darba uzsvaru liek uz publikacijam, zinam, komunikacijas
kampanam un kontaktu veidoSanu ar masu medijiem. Sabiedriskajam attiecibam lielakoties tiek
pieskirta taktiska nozime. Tradicionalas paradigmas parstavji tic, ka sp&j kontrolét vestijumus
sabiedribai, sp€j ietekmét sabiedribas attiecksmi un uzvedibu, sp&j parliecinat sabiedribu mainit
viedokli ar asimetriskas komunikacijas palidzibu. Komunikacija tiek planota, lai veicinatu
organizacijas intereses, nepemot vai ar1 nedaudz pemot véra publiku viedokli. Cilveku
smadzenés tiek radits tads priekSstats par organizaciju, kas pasarga to no apkartgjas vides un lauj
tai uzvesties sev vélama veida.

Isak sakot, sabiedriskas attiecibas tiek izprastas ka vienvirziena asimetriska komunikacija

vienpus€ja labuma giiSanai.

15



Tradicionalaja paradigma sabiedriskas attiecibas biezi tiek skaidrotas ka marketinga
komunikacijas funkcija, kas atbalsta marketingu ar publikacijam masu medijos, vai arl
sabiedriskas attiecibas tiek kombingtas ar reklamu integrétas marketinga komunikacijas
programma. So uzskatu liela méra parstav marketinga teorctiki un praktiki. Marketinga cilveki
sabiedriskas attiecibas izprot ka publikaciju ievietoSanu bez maksas masu medijos, lai atbalstitu
produktu virzisanu tirgti un klientiem sniegtos pakalpojumus.

Lai arT tradicionalaja paradigma sabiedriskajam attiecibam lielakoties tiek pieskirta
taktiska loma, tomé&r dazkart tas tiek defin€tas ka menedzmenta funkcija, lietojot tadus jédzienus
ka imidza menedzments, reputdcijas menedzments, brenda [zimola] menedzments un uztveres jeb
izpratnes menedzments. Skaidrojot sabiedriskas attiecibas ka t€la (reputacijas) menedzmentu,
prick$plana tiek izvirzits t€ls (reputacija), nevis attiecibas. Reputaciju var veidot dazadiem
lidzekliem, attiecibas — ne.

Tradicionalas paradigmas parstavji nesaskata T1paSas atSkiribas starp jedzieniem
sabiedriskas attiectbas un propaganda.

Promocijas darba tiek secinats, ka tradicionalaja paradigma var S$kirt tris pieejas
sabiedriskajam attiecibam:

e komunikacijas pieeju sabiedriskajam attiectbam — sabiedriskas attiecibas tiek
stenotas taktiska limeni ka komunikacijas funkcija ar mérki nodro$inat informacijas
plismu starp organizaciju un tas publikam; komunikacijas raksturs nav ierobezots
(tiek pielauta neétiskas komunikacijas, propagandu saturoSu elementu un
manipulacijas izmantoSana);

e marketinga pieeju sabiedriskajam attiectbam - sabiedriskas attiecibas tiek
istenotas taktiska ltment ka marketinga atbalsta funkcija ar mérki veicinat produktu
pardoSanu; komunikacijas raksturs nav ierobeZots (tieck pielauta neétiskas
komunikacijas, propagandu saturoSu elementu un manipulacijas izmantoSana);

e reputacijas menedZmenta pieeju sabiedriskajam attiectbam - sabiedriskas
attiecibas tiek Tstenotas stratégiska Iimeni ka viena no menedzmenta funkcijam ar
meérki veidot organizacijas t€lu (reputaciju) varas poziciju noturéSanai, organizacijas
intereSu virziSanai un aizstavéSanai, vienpus€ja labumu giiSanai; komunikacijas
raksturs nav ierobezots (tiek pielauta ne€tiskas komunikacijas, propagandu saturoSu

elementu un manipulacijas izmantoSana).

Stratégiska menedZmenta jeb uzvedibas paradigma
AtSkirigs ir stratégiska menedzmenta jeb uzvedibas paradigmas parstavju (Dz. Gruniga,

vina kolégu un studentu) viedoklis. Vini uzskata, ka sabiedrisko attiecibu vaditajiem ir japiedalas
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stratégisku 1émumu piepemsana, ta palidzot vadit organizacijas uzvedibu un attiecibas ar tas
publikam. Sis paradigmas parstavji liek uzsvaru uz daudzveidigu divvirzienu komunikaciju, lai
nodroSinatu dialogu starp organizaciju un tas publikdm pirms [@mumu pienemsSanas un pé&c tas.
S1 paradigma neizslédz tradicionalas sabiedrisko attiecibu darbibas — tadas ka mediju attiecibas
un informacijas izplatiSanu —, bet drizak paplaSina tas, ietverot tajas izp€ti un klausiSanos.
Paradigmas parstavji uzskata, ka sabiedriskas attiecibas sniedz labumu organizacijam, palidzot
tam pienemt l€mumus, attistit politiku, nodroSinat pakalpojumus un rikoties veida, kas ir
pienemams icinteresétajam publikam, tadejadi palielinot organizaciju ienakumus, samazinot
izmaksas un riskus.

Rezumgjot zinatniskas literatliras analize iegiitas atzinas, jasecina, ka ir saskatama iespgja
papildu trim iepriek§ formulétajam tradicionalas paradigmas pieejam nosaukt vél vienu pieeju,
t.i., attiecibu menedZmenta pieeju sabiedriskajam attiectbam — sabiedriskas attiecibas ka
menedzmenta funkcija, kuras mérkis ir savstarp€ji izprotoSas un atbalstosas attiecibas.

Promocijas darba koncepcija parstav un atbalsta attieclbu menedZzmenta pieeju
sabiedriskajam attiectbam. Balstoties uz $o pieeju un Dz. Gruniga un vina komandas
izvirzitajiem visparéjiem sabiedrisko attiecibu principiem, formul&jami pieci idealu sabiedrisko
attiecibu kriteriji:

e sabiedriskas attiecibas ir viena no organizacijas menedZmenta funkcijam;

e sabiedriskas attiecibas ir apzinati veikta darbiba ar merki izveidot, saglabat un
uzlabot savstarp&ji izprotoSas un atbalstoSas attiecibas, rezultats — pozitivs
organizacijas t€ls (reputacija);

e sabiedriskas attiecibas ir darbs ar noteiktam iek$&jam un ar&am organizacijas
publikam;

e sabiedriskas attiecibas ir planots, ilgtermina versts process;

e sabiedriskajas attiecibas tiek izmantota €tiska divvirzienu komunikacija.

Apvienojot Sos kriterijus, sabiedrisko attiecibu definicija ir Sada: ,,Sabiedriskas attiecibas
ir viena no organizacijas menedZmenta funkcijam; apzinati veikts, planots, ilgtermina versts
process ar mérki izveidot, saglabat un uzlabot savstarp€ji izprotosas un atbalstoSas attiecibas ar
iek$€jam un argjam organizacijas publikam, istenojot &€tisku divvirzienu komunikaciju, lai
rezultata raditu pozitivu organizacijas t€lu (reputaciju).”

Saja definicija akcents tiek likts uz attiecibu veido$anu, saglabasanu un uzlabo$anu.
Logiskas sekas $ai darbibai — pozitivs organizacijas téls (reputacija), kas nav paSmérkis, bet gan
likumsakarigs rezultats paveiktajam.

Balstoties uz pieciem nosauktajiem sabiedrisko attiecibu kritérijiem un formuléto
definiciju, promocijas darba 3. dala tiek apliikots, no kura laika Latvija tiek praktizetas
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sabiedriskas attiecibas, tiek daliti atseviski attistibas periodi un secinats, kura no ¢etram pieejam
katra laika perioda doming. Savukart pétijuma 4. dala tiek pétita sabiedrisko attiecibu izpratnes
dazadiba Latvija, tick analiz8ta sabiedrisko attiecibu jeédziena izpratnes dazadiba un pieeju

daudzveidiba sabiedriskajam attiecibam Latvijas augstskolas.

1.2. Sabiedrisko attiecibu izpratni ietekmejosie faktori

Nenoliedzami, ka sabiedrisko attiecibu izpratni ietekmé tam tuvas disciplinas, pieméram,
marketings, sociologija, zurnalistika, psihologija utt. Sabiedriskas attiecibas biezi pat tiek jauktas
ar citam disciplinam, visbiezak ar marketingu, reklamu un zurnalistiku. Ta ka ieprieks tika
secinats, ka sabiedrisko attiecibu teorija un praks€ var noskirt marketinga pieeju sabiedriskajam
attiecibam, $aja nodala tiek pétits, ka un kapec sabiedrisko attiecibu izpratni ietekmé& marketinga
teorija un prakse, tiek skaidrots, kas abam disciplinam ir kopigs un kas atskirigs, kadi var biit to
attiectbu modeli.

Ka norada sabiedrisko attiecibu pétnieki, sabiedrisko attiecibu izpratni neapSaubami
ietekmeé ar1 izglitiba, tapec S$aja nodala tiek pétita un analiz€ta pieeju daudzveidiba

sabiedriskajam attiecibam dazadu valstu augstskolas.

Marketinga teorijas un prakses ietekme uz sabiedrisko attiecibu izpratni

Marketings lidzigi ka sabiedriskas attiecibas ir relativi jauna disciplina, kas izveidota
20. gadsimta un attistfjusies paraléli sabiedriskajam attiecibam. Ka norada Lenkasiras Centra
Universitates (University of Central Lancashire) Anglija vecaka lektore Dzilija DZekensiizija
(Julia Jahansoozi), sabiedrisko attiecibu un marketinga disciplinas ir attistijusas paraléli, akli un
izol€ti viena no otras, un rezultata sabiedriskas attiecibas ir cietusas, jo marketings, neparzinot
sabiedrisko attiecibu nozari, ir paplaSindjis savas robeZas un iek]avis sabiedrisko attiecibu teoriju
un praksi marketinga intelektualaja sféra. Ari ASV marketinga un komunikacijas profesors
Dzeims Hattons (James G. Hutton) raksta, ka marketinga literatira un p&tnieciba ir agresivi
ienémusi teritoriju, kas tradicionali ir uzskatita par sabiedrisko attiecibu darbibas lauku,
parveidojot sevi par sabiedriskajam attiectbam.

Runa ir par abu disciplinu vienlaicigu pievérSanos attiecibu menedzmentam. Kamér
1984. gada ASV profesore M. A. Fergusona cinas par attiecibu perspektivu sabiedriskajas
attiecibas, izvirzot viedokli, ka sabiedrisko attiecibu p€tniecibas un prakses pamata ir jabut
organizacijas attiecibam ar tas publikam, ASV marketinga profesors Leonards L. Berijs
(Leonard L. Berry) ir radijis jédzienu attiecibu marketings (relationalship marketing).

Sabiedrisko attiecibu pakapenisku parnemsanu 80. un 90. gados ir uzsakusi ari reklamas
industrija, nolemjot ieklaut sabiedriskas attiecibas sava plasaja piedavajuma. Rodas jédziens
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integrétas marketinga komunikacijas (integrated marketing communication). Integréto
marketinga komunikaciju jeb integréto komunikaciju ,,kustibu” noliiks ir apvienot marketingu,
reklamu un sabiedriskas attiecibas ar merki nodrosinat vestjumu konsekvenci un apvienot
sadalito atbildibu par klientiem. Uzskatams tomér, ka, nemot véra marketinga, reklamas,
sabiedrisko attiecibu plasas funkcijas, tos nevar apvienot un nosaukt ar vienu jédzienu. Integrétas
komunikacijas var apvienot visus iesp&jamos komunikacijas veidus ar sabiedribu (reklamu,
pardosanas veicinasanu, personisko pardosSanu, tieSo marketingu, marketinga sabiedriskas
attiecibas), bet ne marketingu un sabiedriskas attiecibas. Apvienojot disciplinas, tieck zaudéta to
pamatbiitiba, un faktiski tiek stradats tikai ar komunikacijas nodroSinasanu. Lai Tstenotu
veiksmigu komunikaciju un uzturétu labas attiecibas ar visam organizacijas publikam, augstaka
Iimena vadibas parraudziba sabiedrisko attiecibu un marketinga vaditajiem javeido vienota
integrétas komunikacijas stratégija.

Jauzskata, ka organizacijam, kas vélas sasniegt savus mérkus, ir nepiecieSams istenot gan
sabiedrisko attiecibu, gan marketinga funkcijas. Katrai no tam ir savi, bet savstarpgji papildinosi
mérki, butiska loma organizacijas pastavé$ana un attistiba, attiecibu veidosana un uzturé$ana ar
publikam. Atstajot novarta vienu no funkcijam, organizacija nespgj efektivi istenot ari otru
funkciju. Ideala varianta organizacijam jaierada vienlidz svariga loma gan sabiedriskajam
attiecibam, gan marketingam.

Sabiedrisko attiecibu un marketinga disciplinu p&tniekiem, augstskolu macibspekiem un
praktikiem japaplaSina savs redzesloks un jaiedzilinas ari otras disciplinas butiba. Tas atrisinas
savstarpgjos konfliktus un paveérs iesp&ju cieSakai sadarbibai, kas ir vitali nepiecieSama abu
disciplinu teorijas un prakses attistibai.

Biitiska nozime sabiedrisko attiecibu izpratnes veidoSana ir augstskolam, to piedavatajam
studiju programmam, tapéc nakamaja nodala tiek pétits, ka augstskolas isteno sabiedrisko

attiecibu studijas, kada ir to pieeja sabiedriskajam attiecibam.

Pieeju daudzveidiba sabiedriskajam attiecibam dazadu valstu augstskolas

Izglitibas iestadém, 1pasi augstskolam, ir liela nozime sabiedrisko attiecibu izpratnes
veidoSana. Augstskolas sniedz studentiem pamatzinasanas, kuras vélak tiek lietotas praks€ vai art
kuras ir pamats turpmakajam studijam un pé€tniecibai.

Par to, kada profila augstskolam/departamentiem ir jaisteno sabiedrisko attiecibu studijas
un kadam ir jabut sabiedrisko attiecibu studiju programmu saturam, viedokli dalas. Viedoklu
dazadiba atspogulojas studiju programmu saturu daudzveidiba un studiju procesa organizacija.
Sabiedriskas attiecibas studé gan komunikacijas, gan ekonomikas, gan vadibzinatnes studiju

virzienos. Tas norada uz dazadam pieejam sabiedriskajam attiectbam. Saja nodala tiek pétits,
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kadas zinatnu nozar€s tiek izglitoti sabiedrisko attiecibu studenti ASV, Lielbritanijas, Vacijas,
Zviedrijas, Krievijas u. c. valstu augstskolas.

Apliikotajas pasaules valstis (ASV, Lielbritanija, Vacija, Zviedrija, Krievija u. C.)
sabiedriskas attiecibas lielakoties piedava komunikacijas (zurnalistikas) un/vai marketinga un
biznesa departamenti. Sis fakts kavé, nevis veicina sabiedrisko attiecibu profesionalizaciju. Tie,
kas sabiedriskas attiecibas ir stud@usi biznesa augstskolas, sabiedriskas attiecibas uztver ka
marketinga elementu (marketinga pieeja sabiedriskajam attiecibam), savukart tie, kas apguvusi
sabiedriskas attiecibas Zurnalistikas virziena, tas saprot ka komunikaciju vai vél Saurak — ka
attiecibas ar masu medijiem (komunikacijas pieeja sabiedriskajam attiecibam). Sabiedriskas
attiecibas ir jamaca starpdisciplinari — studijas ir jaieklauj ne tikai sabiedrisko attiecibu teorija un
prakse, bet ari komunikacijas, marketinga, biznesa, zurnalistikas, kulttiras, psihologijas u. C.
studiju kursi. Ideala varianta sabiedrisko attiecibu studijam biitu jabiit atseviSka departamenta
parzina, kas nodroSinatu starpdisciplinaru attiecibu menedZmenta pieeju sabiedriskajam

attiecibam.

1.3. Sabiedrisko attiecibu attistiba un izpratnes dazadiba arvalstis

Lai labak izprastu sabiedrisko attiecibu sakotnes un attistibas iemeslus Latvija un varétu
salidzinat to attistibu ar citu valstu pieredzi, $aja darba nodala ir pétita sabiedrisko attiecibu
attistiba dazadas pasaules valstis, Ipasu uzmanibu pieversot attistibas periodizacijai. Tiek pétitas
tas valstis, kuras lielaka vai mazaka meéra ir var€juSas ietekmét Latvijas sabiedrisko attiecibu
attistibu un izpratnes veidoSanos par sabiedriskajam attiecibam.

Ta ka sabiedrisko attiecibu pirmsakumi galvenokart tiek saistiti ar ASV, Saja nodala tiek
pétits, ka sabiedriskas attiecibas ir attistijuSas Saja valsti, lai varétu salidzinat un izdarit
secindjumus, vai ar1 Latvija ir izgajusi [idzigus attistibas periodus. Tiek pétita arT sabiedrisko
attiecibu prakses rasanas un attistiba Rietumeiropas valstis (Vacija, Zviedrija, Apvienotaja
Karaliste), lai izzinatu $is pasaules dalas sabiedrisko attiecibu prakses atSkirigas iezimes un
saprastu, vai tas ir attiecinamas uz praksi Latvija. Saja nodala tiek apkopoti un analizéti ari
l1dzSingjie petijumi par sabiedriskajam attiecibam Centraleiropas un Austrumeiropas valstis. Ta
ka Latvija daudzus gadus bija ciesi saistita ar Krieviju, TpaSa uzmaniba tiek pieversta sabiedrisko
attiecibu attistibai tieSi Saja valsti, lai konstatetu, vai un ka kaiminu lielvalsts ir ietekm&jusi
sabiedrisko attiecibu praksi Latvija.

Izpetot ASV un Rietumeiropas valstu sabiedrisko attiecibu attistibas dalfjumu periodos,
tiem raksturigo un tris anglosakSu valstu praksé atklatos sabiedriskajam attiecibam lidzigo
darbibu attistibas modelus, jasecina, ka organizaciju komunikacija/attiecibu veidoSana ar
sabiedribu laika gaita mainas — no propagandas un manipuléSanas ar informaciju varas pozicijas
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noturéSanai, organizacijas intereSu virziSanai, aizstavés$anai, vienpus€ja labumu gasanai u. tml.
uz divvirzienu komunikaciju attiecibu veidoSanai, savstarp&jas sapratnes radiSanai Starp
organizaciju un ar to saistito sabiedribu.

Lai arT sabiedrisko attiecibu prakses pirmsakumi ir mekl&jami ASV, ari tas sabiedrisko
attiecibu vésture ir neilga. Musdienu sabiedrisko attiecibu attistiba aizsakusies tikai pagajusa
gadsimta pirmajos gadu desmitos. Sabiedrisko attiecibu p&tnieki atzist, ka Rietumeiropas valstis
(Vacija, Zviedrija u. c.) péc Otra Pasaules kara ir parpémusas ASV sabiedrisko attiecibu praksi.
Neraugoties uz to, pé€tnieki saskata gan vienadas (menedzmenta, operativa), gan atSkirigas
sabiedrisko attiecibu funkcijas/lomas (refleksiva, izglitojosa) min&to valstu prakse.

Analizgjot sabiedriskas attiecibas Centraleiropas un Austrumeiropas valstis, var izdarit
vairakus secinajumus. Pirmkart, [idztekus vésturiski bezprecedenta parejas pieredzei no centrali
planotas uz tirgus ekonomiku min&tajas valstis pirmo reizi sabiedrisko attiecibu vésturé tas
strat€gijas un instrumenti ir tikusi lietoti, lai veicinatu mierigu pareju no vienas politiski
ekonomiskas sist€mas uz citu. Lidz ar to var runat par parejas sabiedriskajam attiecibam. Otrkart,
bijusas sist€émas mantojums, kas atspogulojas domasanas veida, ekonomikas struktiira un resursu
izvietoSanas mehanisma, ir radijis ierobezojumu kombinaciju sabiedrisko attiecibu vispargjo
principu lietoSanai, tapec vajadzigs laiks, lai postsocialisma valstis pielagotu rietumniecisku
sabiedrisko attiecibu teoriju un praksi. Parejas perioda sakuma Centraleiropas un Austrumeiropas
valstis spécigi jiitama padomju ideologijas un propagandas ietekme uz komunikacijas praksi.
Komunikacijas prakse 90. gadu sakuma postsocialisma valstis lidzinas ASV komunikacijas
praksei 19. gadsimta un Rietumeiropas valstu praksei 20. gadsimta sakuma — tiek lietota

propaganda, ar informaciju tiek manipuléts.

2. PETIJUMA METODOLOGIJA UN ORGANIZACIJA

Lai rastu atbildes uz pétijjuma jautajumiem, balstoties uz zinatniskas literaturas studijam,
ir veikts empirisks pétijums, kura izmantotas $adas datu ieguves metodes:

e ckspertu aptaujas (vienreizgjas, padzilinatas, dalgji strukturétas intervijas) — lai iegtitu
datus par sabiedrisko attiecibu attisttbu Latvija un noskaidrotu, ka sabiedriskas
attiecibas tiek interpret€tas paslaik (2010. gada);

e dokumentu izpéte — lai parbauditu un iegiitu papildu informaciju par sabiedrisko
attiecibu attistitbu Latvija un informaciju par Latvijas augstskolu piedavajumu
sabiedrisko attiecibu joma.

Lai analizétu un interpretetu iegiitos datus, izmantota kvalitativa kontentanalize.
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Ekspertu aptauja ir TpaSs aptaujas veids, jo taja par respondentiem izvélas ekspertus, t. i.,
konkrétas jomas (nozares) specialistus, kuri noverté paradibu vai procesu. Ekspertu aptaujas
biutiba ir pétamas problémas sarezgitu aspektu atklasana un novertéSana, kas paaugstina
ieglistamas informacijas un izdaramo secinagjumu ticamibu. Viens no veidiem, ka istenot
ekspertu aptaujas, ir intervija.

Lai iegiitu ekspertus, biezi tiek lietota t. s. sniega bumbas metode, kura viens pé&tijuma
dalibnieks identificé un iesaka citu. Sis process biezi sakas ar personigajiem kontaktiem.
Intervétas peronas péc tam iesaka iesp&jamos nakamos respondentus.

Ar1 Saja pétijuma ir izmantota ,,sniega bumbas” metode. Par pirmajiem respondentiem
tika izveleti augstskolu sabiedrisko attiecibu jomas doc€taji, kuri ieteica nakamos iesp&jamos
respondentus.

»dniega bumbas” metodei ir savs trukums, proti, ticamiba — nevar palauties tikai uz viena
respondenta ieteikumiem. Tap&c promocijas darba ir izmantotas vairakas ,,sniega bumbas”, t. i.,
katrs nakamais respondents ir izvélets pec vairaku ieprieks intervéto respondentu ieteikumiem.

Eksperti pétijumam ir atlasiti, pemot véra sadus kriterijus:

e cksperta kompetences Itmenis; tas noteikts péc viena no diviem krit€rijiem:

o eksperts — augstskolas doc&tajs sabiedrisko attiecibu joma,

o eksperts — viens no pirmajiem sabiedrisko attiecibu jomas aizsacgjiem Latvija
(vairums So ekspertu aktivi darbojas sabiedrisko attiecibu joma ar1 $1 pétijuma
laika);

e ckspertu savstarpgjais novertéjums, paSnovertejums.

Saja pétijuma ir piedalijusies 30 respondenti. Pé&c apméram 15 intervijam jauna
informacija klat ir nakusi minimali, respondentu stastitais drizak ir apstiprindjis ieprieks
intervéto respondentu atbildés sniegto informaciju.

11 respondenti ir sabiedrisko attiecibu studiju kursu docétaji augstskolas (9 no tiem ir ar1
praktiska pieredze sabiedrisko attiecibu joma), 19 respondenti ir sabiedrisko
attiecibu/komunikacijas jomas praktiki — sabiedrisko attiecibu agentiiru TpaSnieki, valdes
priek§sédetaji, projektu vaditaji, konsultanti, organizaciju struktiirvienibu vaditaji u. C.

Respondenti gan no akadémiskas, gan praktiskas vides lauj analizét sabiedrisko attiecibu
izpratni un attistibu daudz dzilak, neka tas biitu, ja respondenti parstavetu tikai vienu no darbibas
jomam.

Ekspertu aptauja tika istenota, izmantojot vienreiz&ju, padzilinatu, dal&ji strukturétu
interviju, tiekoties ar respondentiem vienu reizi. Interviju vidgjais garums — 90 miniites. Visas
intervijas, iznemot tris, ir notikuSas klatien€ respondentu izv€leta vieta — Riga. Divas intervijas ir
veiktas, izmantojot interneta tehnologiju iesp&jas (Skype) attaluma dgl. Viena gadijuma atbildes
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uz jautajumiem ir sniegtas rakstveida, jo ta respondentam Skita €rtak. Visas aptaujas, iznemot
rakstveida sniegto, ir ierakstitas diktofona.

Pirms interviju veikSanas tika izstradata aptauja, kas sastav no 2 dalam. Intervijas
jautajumi ir tapusSi, balstoties uz teor&tiskas literatiiras analizi, un tie izstradati ta, lai rastu
atbildes uz pétijuma jautajumiem. Pirmaja dala ir jautajumi, kas skar sabiedrisko attiecibu
priekSveésturi un attistibu Latvija. Otraja dala ir jautajumi, kas palidz noskaidrot pasa respondenta
izpratni par sabiedrisko attiecibu jédzienu un atklaj vipa viedokli par sabiedrisko attiecibu
nozimi Latvija miisdienas. Aptauju veido 44 jautajumi. Intervijas veiktas laika no 2010. gada
janvara lidz 2010. gada aprilim.

Lai parbauditu un preciz€tu no respondentiem iegito informaciju (piem&ram, par
sabiedrisko attiecibu agentiiru izveides laiku, preciziem agentiiru nosaukumiem), papildus
izmantoti interneta pieejamie resursi, pieméram, Lursoft datu baze, sabiedrisko attiecibu
agentliru majaslapas.

Lai iegtitu datus par Latvijas augstskolu piedavajumu sabiedrisko attiecibu joma, ir veikta
Augstakas izglitibas kvalitates novert€Sanas centra majaslapa pieejamo sabiedrisko attiecibu
studiju programmu akreditacijas dokumentu kopu izp&te. Iegutie dati ir atspoguloti promocijas
darba, tabula ,Latvijas augstskolu sabiedrisko attiecibu (SA) jomas pamatlimena studiju
programmu salidzinajums”.

Apkopota informacija izmantota, lai noteiktu katras augstskolas pieeju sabiedriskajam
attiecibam.

Lai analiz€tu un interpretetu iegiitos datus, ir izmantota kvalitativa kontentanalize.

3. SABIEDRISKO ATTIECIBU ATTISTIBAS PRIEKSVESTURE UN
PERIODIZACIJA LATVIJA

3.1. Sabiedrisko attiecibu attistibas priekSveésture Latvija

Respondentu viedoklis, kad Latvija ir sakts istenot sabiedriskas attiecibas, dalas. Vairums
respondentu uzskata, ka par sabiedrisko attiecibu sakotni Latvija var runat tikai kop$ valsts
neatkaribas atgtiSanas. Tomer ne visi respondenti tam piekrit un min, ka sabiedriskas attiecibas ir
istenotas arT laika, kad Latvija ir Latvija ir Padomju Socialistisko Republiku Savienibas (PSRS)
sastava, un pat agrak.

Saja nodala tiek pétits, vai pirms valsts neatkaribas atgiianas 1991. gada Latvija ir vai
nav 1stenota sabiedrisko attiecibu prakse. Lai giitu atbildi uz So jautajumu, tiek analizéti véstures
materiali, kas raksturo laiku, kad Latvija ir ieklauta PSRS totalitaras varas sisteéma (1945-1991),

ka arf tiek atklats respondentu viedoklis $aja jautajuma. Saja nodala pétits, vai arT Latvija, lidzigi
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ka citas parejas valstis, sabiedriskas attiecibas ir izmantotas ka instruments parmainu
veicinasanai. ST nodala palidz labak saprast ari sabiedrisko attiecibu attistibas specifiku péc
neatkaribas atgtiSanas.

Rezultata tiek secinats, ka LPSR laika (1945-1991) sabiedriskas attiecibas musdienu
izpratn€ nepastavéja. Padomju okupacijas laika var saskatit atseviSkas sabiedrisko attiecibu
ieztmes, atseviSku sabiedrisko attiecibu metozu un instrumentu lietojumu, tomér, nemot veéra
situaciju valstl, kad sabiedribas viedoklis netick nemts vera, kad tiek uzspiesta padomju
ideologija, domasanas veids, istenibas interpretacija, propaganda, nevar runat par attiecibu
veidoSanu ar sabiedribu — sabiedriskajam attiecibam. Prakse Latvija apliecina citu valstu
sabiedrisko attiecibu pétnieku atzinu — varmaciga rezima netiek veidotas attiecibas ar sabiedribu,
sabiedrisko attiecibu klatbiitne ir demokratiskas valsts pazime.

Par sabiedrisko attiecibu attistibas priekSvésturi Latvija var runat kop$§ pirmajiem
sabiedrisko domu veidoSanas aizmetniem Tre$as Atmodas laika 1idz valsts neatkaribas atgtiSanai
(1987-1991). Saja laika perioda, protams, jédziens sabiedriskds attiecibas ir sve$s un netiek
lietots. Tas ir laiks, kad cilvéki sak uzdrikstéties paust savu viedokli, par masu medijiem
pamazam ziid kontrole. Lai veidotu sabiedrisko domu, dazadas sabiedriskas organizacijas
(Helsinki-86, VAK, LTF, LNNK, Interfronte u.c.) organiz¢ ipaSus pasakumus — demonstracijas,
mitinus u. c., piesaistot lielas tautas masas un pieverSot arvalstu masu mediju uzmanibu. Tiek
lietotas ar1 tadas sabiedrisko attiecibu metodes ka darbs ar masu medijiem jeb publicitates
veidoSana (zinu sniegSana, preses konferenCu organizé€Sana, piedaliSanas televizijas un radio
raidijumos u. c.), informativo materialu veidoSana un izplatiSana, lob&Sana, sabiedribas viedokla
1zzinasana u. C.

Balstoties uz sabiedrisko attiecibu tradicionalo paradigmu, var teikt, ka Tresas Atmodas
laika var runat par komunikacijas pieeju sabiedriskajam attiecibam. Savukart, nemot véra
1.1. nodalas beigas izvirzitos sabiedrisko attiecibu kritérijus, jasecina, ka Tresas Atmodas laika
Latvija vél nevar runat par sabiedrisko attiecibu praksi stratégiska menedzmenta paradigmas
konteksta. Neskatoties uz to, ka sabiedriba klust atvérta, valsts parvaldes u. c. organizacijas vél ir
slegtas komunikacijai ar sabiedribu, tas neisteno apzinatu sabiedrisko attiecibu praksi ar merki
izveidot, saglabat un uzlabot savstarpgji izprotoSas un atbalstoSas attiecibas ar iek$€jam un
argjam organizacijas publikam.

1991. gada Latvija atgiist neatkaribu, un nevar noliegt, ka te liela loma ir atsevisku
sabiedrisko attiecibu metozu, instrumentu izmantojumam. Tie ir izradijuSies noderigi tam, lai

nodrosinatu mierigu pareju no vienas sociali politiskas un ekonomiskas sistémas uz citu.
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3.2. Sabiedrisko attiectbu attistibas periodizacija Latvija

Balstoties uz zinatniskaja literatiira par sabiedriskajam attiecibam giitajam atzinam,
Latvijas véstures faktiem, interneta resursu (datu bazu u. c.) analizi, ka ari respondentu viedokli,
promocijas pétijuma secinams, ka sabiedrisko attiecibu attistiba p&c Latvijas neatkaribas
atgtiSanas var noskirt $adus attistibas periodus:

1) sakuma periodu (1991-1994),

2) institucionalizacijas periodu (1995-2000),

3) profesionalizacijas periodu (2001-...).

Promocijas darba katrs periods tiek raksturots un analiz€ts detaliz&ti, tiek atspogulots
katram periodam raksturigakais, tiek salidzinati un analiz€ti respondentu viedokli. Intervijas
iegiitie fakti ir parbauditi, izmantojot normativos aktus vai interneta datu bazes (piem&ram,
Lursoft). Rezultata tiek secinats, kura no piecjam sabiedriskajam attiecibam dominé katra

perioda.

Sabiedrisko attiecibu sakuma periods Latvija (1991-1994)

Laika periodu no 1991. gada lidz 1994. gadam var saukt par sabiedrisko attiecibu sakuma
periodu. Tas ir laiks, kad darbu sak pirmie organizaciju preses sekretari, public relations [netiek
tulkots] praktiki.

Saja perioda var saskatit atseviskus paralélus attistibas virzienus: masveida preses
sekretaru piepemsSana darba, public relations amata ievieSana atseviskas organizacijas,
sabiedrisko attiecibu metoZzu izmantojums politiku un partiju téla veidosana, agentiiru veidosana,
kas papildu citiem pakalpojumiem piedava istenot art atseviskas sabiedrisko attiecibu metodes.

Kopuma izdarot secinajumus par sakuma periodu, var teikt, ka straujas parmainas, kas
noris péc Latvijas neatkaribas atgiiSanas, rada nepiecieSamibu komunicét ar sabiedribu, informét,
skaidrot, veidot izpratni, panakt akceptu plasa sabiedriba. Rodas labvéliga augsne sabiedrisko
attiecibu ienakSanai Latvija. Bet, ta ka vél reti kurs izprot sabiedrisko attiecibu nepiecieSamibu
un nozimigo lomu parmainu procesos, sabiedriskas attiecibas praksé tiek iedzivinatas sameéra
1éni.

90. gadu sakuma pamata tiek stradats pie publicitates nodroSinaSanas, tiek istenota
vienvirziena komunikacija, kuras raksturs nav ierobezots. Dz. Gruniga un T. Hanta vardiem
rundjot, $aja laika perioda tiek istenotas ,,sabiedriskajam attiecibam Iidzigas aktivitates”. Doming
komunikacijas pieeja sabiedriskajam attiectbam. Lidzigi — ar publicitates veidoSanas darbibam —

ir aizsakusies ar1 citu pétito valstu sabiedrisko attiecibu attistiba.
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Sabiedrisko attiecibu institucionalizacijas periods (1995 —2000)

Institucionalizacija periods sabiedrisko attiecibu attisttba Latvija sakas ar pirmo
sabiedrisko attiecibu agentiiru nodibinasanu 1995. gada un pirmo strukttrvienibu izveidi valsts
institicijas 1996. gada; tas ilgst lidz 2000. gadam. Saja laika perioda Vidzemes Augstskola (VA)
izveido pirmo sabiedrisko attiecibu studiju programmu Latvija. Tas paraugam seko citas Latvijas
augstskolas. Daudzveidigaka kliist partiju un politiku komunikacija ar veletajiem. Sabiedriskas

attiecibas Latvija strauji attistas.

Mainoties ekonomiskajai situacijai Latvija (no centralas planosanas uz tirgus
ekonomiku), valsti ienak arzemju uzpémumi. Tie pieprasa sabiedrisko attiecibu agentiiru
pakalpojumus. Uzn@mumu parstavji uzruna bijuSos zurnalistus, kas var€tu mainit l1dzSingjo
nodarboSanos pret vél neiepazito sabiedrisko attiecibu jomu. Nepaiet ilgs laiks, kad Latvija tiek
nodibinatas pirmas sabiedrisko attiecibu agenttiras (pirma sabiedrisko attiecibu kompanija LR
Uzpémumu registra registréta 1995. gada 28. marta. Ta ir sabiedriba ar ierobezotu atbildibu
Consensus PR).

Rezumgjot pétijuma datus var secinat, ka pirmas sabiedrisko attiecibu agentiiras tiek
izveidotas pé€c Latvija ienakoSo arvalstu kompaniju pieprasijuma. Pamata tiek apkalpotas
biznesa, nevis politiskas organizacijas. Sabiedriskas attiecibas liela méra tiek izmantotas
produktu virzisanai tirgl. Ta ka pirmie agentiiru dibinataji ir Zurnalisti, sabiedrisko attiecibu
agentliru galvenais pakalpojums ir publicitates nodroSinasana masu medijos. Otrs darbibas
virziens ir lob&$ana. Arzemju kompanijas, lai ienaktu Latvijas tirgh, talka aicina sabiedrisko
attiecibu agentiiras ar mérki panakt labvéligas izmainas normativajos aktos. Ari Sai zina liels
akcents tiek likts uz publikacijam masu medijos. Saja laika perioda agentiru darba pamata
dominé marketinga pieeja sabiedriskajam attiecibam, ka ar1 atseviSskas darbibas liecina par

komunikacijas pieeju sabiedriskajam attiecibam.

1996. gada 1. janvari Latvijas Banka darbu sak Sabiedrisko attiecibu parvalde, kuru var
uzskatit par pirmo sabiedrisko attiecibu struktiirvienibu valsts institiicija Latvija.

Apkopojot un analiz€jot pétijuma gaita ieglitos datus, var secinat, ka Latvijas Bankas
sabiedrisko attiecibu darbinieki ne tikai veicinajusi un attistijusi bankas sabiedriskas attiecibas,
bet, dazadu organizaciju parstavjiem organiz&jot tikSanas ar arvalstu doc€tajiem, ir devusi
nozimigu ieguldijumu ar1 Latvijas sabiedrisko attiecibu attistiba kopuma. Pozitivi vert€jams
fakts, ka jau 1996. gada, izveidojot pirmo sabiedrisko attiecibu struktiirvienibu Latvija, tai tiek
iteradita nozimiga vieta organizacijas struktiira — tieSa paklautiba augstaka limena vaditajam.
Tomér pirmajos gados v&l nevar runat par sabiedriskajam attiecibam stratégiska liment, tas tiek
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istenotas taktiska ItTmeni. Raksturotas bankas darbibas pamata liecina par komunikacijas pieeju
sabiedriskajam aktivitatém. Banka ir arT viena no pirmajam, kas aizsak asimetriska divvirzienu

komunikacijas modela lietosanu darba ar sabiedribu Latvija

90. gadu vidi Latvija profesionalaka klist ari politiku komunikacija ar véletajiem
priek§vélésanu laika, tomér $aja laika perioda nevar runat par strauju politisko sabiedrisko
attiecibu attisttbu. Pamazam tiek saprasts, ka sabiedribas viedoklis ir jaizpéta, javeido dialogs ar
veletajiem, jatiekas klatieng, lai apliecinatu, ka velétaju viedoklis ir svarigs, atbildétu uz veéletaju
jautagjumiem un noverstu neskaidribas. Tomér v&l joprojam liela meéra tiek izmantots
vienvirziena publicitates veidoSanas modelis. Ar sabiedribu tiek komunicéts, izmantojot
propagandas elementus un parsvara apmaksatu reklamu. Skatoties no tradicionalas paradigmas
skata punkta, var teikt, ka politiskajas sabiedriskajas attiecibas $aja laika perioda saskatama
reputacijas menedZmenta pieeja sabiedriskajam attiecibam — sabiedriskas attiecibas tiek Tstenotas
stratégiska limeni ar mérki veidot partiju/atsevisku politiku t€lu (reputaciju) varas poziciju
noturgsanai, savu intereSu virzisanai un aizstavésanai, vienpus€ja labumu gtisanai; komunikacijas
raksturs nav ierobezots (tiek pielauta negtiskas komunikacijas, propagandas saturoSu elementu

un manipulacijas izmantoSana).

Pirma augstskola, kas piedava studijas sabiedrisko attiecibu joma Latvija, ka jau teikts
ieprieks, ir Vidzemes Augstskola (dibinata 1996. gada). Izpétot, kas varétu bit interesants
sabiedribai un taja pasa laika nepiecieSams, tiek nolemts veidot 2. Iimena profesionalas
augstakas izglitibas studiju programmu ,,Psihologija un sabiedriskas attiecibas” (uz akreditacijas
laiku nosaukums tiek mainits: ,, Komunikacija un sabiedriskas attiecibas”). ST studiju programma
ir pirma studiju programma sabiedrisko attiecibu joma Latvija. Jau no paSiem pirmsakumiem
sabiedriskas attiecibas tiek macitas ka atseviSka disciplina, nevis ka marketinga apakskategorija.
Studiju programma tiek ietverti gan komunikacijas, gan vadibas un ekonomikas, gan
specializacijas kursi sabiedriskajas attiecibas. Pieeja sabiedriskajam attiecibam ka atseviSkai
disciplinai norada uz profesionalu sabiedrisko attiecibu izpratni. Sai zipa studiju programmas
veidotaji un macibspéki ir soli prieksa tam, kas tolaik reali notiek Latvijas prakse.

1997. gada tiek izstradata Latvijas Universitates (LU) profesionala bakalaura studiju
programma ,,Komunikacijas zinatne”, kura viens no virzieniem ir sabiedriskajas attiecibas.
Sekojot VA un LU piem&ram, driz arT citas augstskolas sak piedavat sabiedrisko attiecibu studiju
programmas.

Latvija studiju programmas, salidzinot ar Rietumeiropas valstim, tiek izveidotas apme&ram

20 gadus velak, bet, salidzinot ar Centraleiropas un Austrumeiropas postsocialisma valstim —
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gandriz vienlaicigi. Lidz ar to var secinat, ka laika, kad Latvija tiek izveidotas pirmas studiju
programmas, Eiropa augstaka izglitiba sabiedrisko attiecibu joma ir tikai tas attistibas

sakumstadija.

Sabiedrisko attiecibu profesionalizacijas periods (2001-...)

Neskatoties uz to, ka turpinas sabiedrisko attiecibu institucionalizacija, ar 2001. gadu, kad
tiek nodibinatas sabiedrisko attiecibu asociacijas, sabiedrisko attiecibu attistiba var noskirt jaunu
attistibas periodu — profesionalizacijas periodu. Saja laika sabiedriskas attiecibas kldist par
profesiju. Sabiedriskas attiecibas turpina attistities, tas klust arvien profesionalakas, taja pasa
laika nozar€ veél arvien ir vérojamas nopietnas problémas, kuras japarvar, lai varétu apgalvot, ka
sabiedrisko attiecibu prakse Latvija kopuma ir profesionala, t.i., ta atbilst promocijas darba
sakuma izvirzitajiem 5 sabiedrisko attiecibu kritérijiem. Lidz tam v&l jaaug un japilnveidojas.

Laiks no 2001. gada ievérojamu sabiedrisko attiecibu notikumu/darbibu zipa ir saméra
bagats un daudzveidigs. Par §1 perioda ievérojamakajiem notikumiem, kas sekm&jusi sabiedrisko
attiectbu attistibu, var minét divu sabiedrisko attiecibu asociaciju nodibinasanu, sabiedrisko
attiecibu gada balvas iedibinaSanu, pirmo gramatu (par sabiedriskajam attiecibam) izdoSanu
latvieSu valoda, sabiedrisko attiecibu profesiju ieklausanu Profesiju klasifikatora un sabiedrisko
attiecibu standartu izstradi un apstiprinasanu, ka ari magistra limena sabiedrisko attiecibu studiju
programmu izveidi, doktora [imena studiju programmu izveidi komunikacijas zinatng u. C.

Izzinot un apkopojot respondentu viedokli, veicot dazadu informacijas avotu (dokumentu,
interneta portalu, rakstu u.c.) analizi, var secinat, ka galvenie faktori, kas ietekm&jusi
sabiedrisko attiecibu profesionalizaciju ir tirdzniecibas barjeru likvideéSana, informacijas un
komunikacijas tehnologiju attistiba, finansu un ekonomiska krize Latvija 2008. gada, politiskas
vides nesakartotiba u. C.

Viens no sabiedrisko attiecibu profesionalizaciju ietekméjoSiem faktoriem ir tirdzniecibas
barjeru likvidéSana starp pasaules valstim — Latvija arvien vairak ienak arvalstu uznémumi, kas
pieprasa sabiedrisko attiecibu agentiiru pakalpojumus. Lai istenotu vienotu sabiedrisko attiecibu
kampanu, arvalstu kompanijas, ienakot Latvija, v€las, lai tam sniedz pakalpojumus jau zinami un
atzinigi noverteti sadarbibas partneri. Lidz ar to Latvijas sabiedrisko attiecibu agentiiras iesaistas
starptautiskajos tiklos, tadejadi macoties un parpemot citu valstu pieredzi. Sodien Latvija
vairakas agentliras strada sadarbiba ar liclajam starptautiskajam agentiram, pieméram,
A. W. Olsen & Partners, Hauska & Partner, Nords Porter Novelli. Starptautiska tikla sadarbibas
partnera statuss sniedz Latvijas agentiiram iesp&ju sadarboties ar tikla partneragentiiram daudzas
pasaules valstis, adaptét un realizét plasa méroga kampanas, giit starptautisku pieredzi un

pilnveidoties.
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Tomer, ka norada ilggad€js sabiedrisko attiecibu praktikis K. Rozenvalds, adaptétas
kampanas vél neliecina par sabiedrisko attiecibu augsto attistibas Iimeni Latvija. AdaptéSana
neprasa lielu makslu, tomer savs pluss §im procesam ir — ilgstosi adaptgjot citu valstu kampanas,
Latvijas sabiedrisko attiecibu praktiki sak saprast, ko un ka darit. Sadarbiba ar arvalstim arT ir
viens no iemesliem dazadam pieejam sabiedrisko attiecibu izpratné Latvija.

Sabiedrisko attiecibu praksi Latvija ir ietekm&jusi ar informacijas un komunikacijas
tehnologiju attistiba. Uz to norada arf visi p&tijuma respondenti.

Ka liecina Latvijas Interneta asociacijas majaslapa publicétie dati, interneta lietotaju
skaits Latvija katru gadu strauji pieaug. Interneta lietotaju skaits Latvija profesionalizacijas
perioda sakuma, 2001. gada, ir mazs — 7 % Latvijas iedzivotaju, tomér katru gadu lietotaju skaits
strauji pieaug, 2010. gada sasniedzot 70 % Latvijas iedzivotaju.

Strauji augoSais interneta lietotaju skaits paver iesp&ju izmantot jaunus komunikacijas
kanalus informacijas izplatiSanai un/vai atgriezeniskas saites nodroSinaSanai ar argjam un/vai
iek$€jam publikam (interneta zinu portali, organizaciju majaslapas interneta un intraneta, socialie
masu mediji, e-pasts u. c.). Tomér, ka liecina promocijas darba apliikotie p&tijumi, organizacijas
vel nav novert&jusas interneta sniegtas iesp&jas organizacijas mérku sasniegsanai.

IKT attistiba liek arT organizacijam pieverst arvien lielaku uzmanibu ieks€jas vides
sakartoSanai, komunikacijas nodrosinasanai. Organizacijas vadibai ir jarékinds ar interneta
raditajam iesp&jam — socialie mediji (forumi, blogi utt.) darbiniekiem lauj bez lieliem piiliniem
arpus organizacijas izplatit no vadibas atSkirigu viedokli un neapmierinatibu. Tas var radit
zaud€jumus organizacijai. Tapéc sabiedrisko attiecibu praktikiem ir ne tikai janoverte
komunikacijas plisma un informacija tradicionalajos masu medijos, bet ari japarzina
ietekmigakie interneta informacijas avoti: zinu portali, to komentari, forumi, blogi utt., lai laicigi
noverstu neapmierinatibas célonus. Svarigi ir arT izglitot organizacijas darbiniekus, skaidrojot,
kapéc darbinieku interes€s nav vélams izplatit negativu informaciju arpus organizacijas. Ka
norada respondenti, sabiedrisko attiecibu darba tomér vél joprojam ir liels akcents uz argjam,
nevis iek§gjam publikam.

2004. gada Latvija iestajas ES. Tomer, ka norada respondenti, tiesi daliba ES (ja neskaita
iesp&ju Tstenot verienigas kampanas) nav 1pasi ietekm&jusi sabiedrisko attiecibu jomas attistibu
Latvija. Lidz ar to dalibas ietekme uz sabiedrisko attiecibu praksi Latvija plasak darba netiek
atspogulota un analizéta.

2008. gada nogalé, sakoties ekonomikas un finanSu krizei Latvija, sabiedriskajas
attiecibas notiek tads ka lizuma punkts. Respondenti norada, ka strauja izaugsme kvantitativo
raditaju aspekta apstajas — sabiedrisko attiecibu pasakumiem tiek samazinats budzets, tiek atlaisti

saméra daudzi sabiedrisko attiecibu darbinieki, parstaj darboties mazas sabiedrisko attiecibu
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agentiiras. Tomér, izvertéjot notiekoSo, jasecina, ka ka finanSu un ekonomikas krize ir
neapSaubami ietekm@&jusi sabiedrisko attiecibu attistibu Latvija. Sabiedriskas attiecibas tas
ietekmé ir kluvuSas profesionalakas, radoSakas un vairak novertetas. Krize ir attirijusi
sabiedrisko attiecibu vidi no neprofesionaliem darbiniekiem, kas sabiedriskas attiecibas ir
istenojusi taktiska Itmeni, [idz ar to nav pieradijusi sabiedrisko attiecibu lietderibu. Tas dod
ceribu, ka sabiedriba izpratne par sabiedriskajam attiecibam ka profesiju laika gaita mainisies un
nozares prestizs uzlabosies. Mediju piedavatie t€la veidoSanas pakalpojumi un reklamas agentiiru
darbibas paplaSinasana, piedavajot publicitates veidoSanu, sabiedrisko attiecibu agentiram ir
likusi attistities un mekI&t jaunus risinajumus. Lidz ar to agentiiras vairak sak pievérsties
konsultaciju biznesam. Sabiedrisko attiecibu darba arvien vairak ienak socialie mediji un tiesa
komunikacija. Tap&c uzskatams, ka krize neiezZime jaunu periodu sabiedrisko attiecibu joma, bet
dod stimulu talakai profesionalizacijai. Tas ietekme& samazinas komunikacijas pieeja un
marketinga pieeja sabiedriskajam attiectbam un arvien vairak sabiedriskas attiecibas tiek
istenotas ka stratégiska menedzmenta funkcija.

Politiskas vides nesakartotiba (partiju apvienibu SkelSanas p&c v&leéSanam, 1ss valdibas
darba termins, zema iedzivotaju lidzdaliba un uzticiba politiskajam partijam un valdibai), ir
kav@jusi, nevis veicinajusi sabiedrisko attiecibu attistibu Latvija. Ka norada respondenti, politika
vel joprojam tiek izmantota propaganda un manipulacija. Nevar noliegt, ka politiskas
komunikacijas kampanas kliist arvien daudzveidigakas un arvien vairak tiek Tstenota divvirzienu
(asimetriska, nevis simetriska) komunikacija ar vélétajiem — daudz lielaku lomu spél€ politiskas
debates masu medijos un ar vélétajiem klatieng, arvien vairak tiek komunicéts socialajos
medijos, tomér politiska komunikacija joprojam ir kampanveidiga, nevis ilgtermina.

Kopuma par profesionalitates periodu var secinat, ka Saja laika sabiedriskas attiecibas ir
turpinajuSas strauji attistities, tomér So periodu V&l neraksturo simetriskas divvirzienu
komunikacijas dominante. Ka liecina respondentu sniegtas informacijas analize, attiecibu
veidoSanas un saglabaSanas nepiecieSamibu, socialas atbildibas misiju visvairak apzinas lielie
biznesa uznémumi — sabiedrisko attiecibu prakses aizsac€ji Latvija. Politika vél joprojam liela
méra tiek izmantota propaganda un manipulacija.

Saja perioda krizes ietekmé samazinas komunikacijas pieeja un marketinga pieeja
sabiedriskajam attiecibam un arvien vairak sabiedriskas attiecibas tiek Tstenotas ka stratégiska
menedzmenta funkcija. Praksé verojama reputacijas menedZmenta pieeja sabiedriskajam

attiecibam. Ir saskatamas iezimes attiecibu menedZmenta pieejai sabiedriskajam attiecibam.
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4. SABIEDRISKO ATTIECIBU IZPRATNES DAZADIBA LATVIJA

4.1. Pieeju dazadiba sabiedriskajam attiectbam

Respondentu viedoklu analize apliecina, ka Latvija ir dazada izpratne, kas ir sabiedriskas
attiecibas, tapeéc $aja nodala tiek noskaidrots, ka Latvija tiek izprasts jedziens sabiedriskas
attiecibas, vai var noteikt atSkirigas pieejas sabiedriskajam attiecibam un vai Latvija praktizétas
sabiedriskas attiecibas atbilst promocijas darba sakuma izvirzitajiem pieciem sabiedrisko
attiecibu krit€rijiem.

Domas dalas par to, kas un kad ir ieviesis Latvija oficiali apstiprinato anglu valodas
termina public relations tulkojumu latvieSu valoda — ‘sabiedriskas attiecibas’, tapéc $aja nodala
tieck ari pétita §1 termina izcelsme. Tiek apkopots respondentu viedoklis, vai apzimé&jums

sabiedriskas attiecibas ir pats pieméerotakais attiecigas disciplinas/nozares nosaukums.

Latvijas sabiedrisko attiecibu izpratnes un prakses atbilstiba sabiedrisko attiectbu
kriterijiem

Saja apaks$nodala tiek pétita Latvijas sabiedrisko attiecibu izpratnes un prakses atbilstiba
pieciem idealu sabiedrisko attiecibu kriterijiem.

Viens no idealu sabiedrisko attiecibu krit€rijiem nosaka, ka sabiedriskas attiecibas ir
viena no organizacijas menedzmenta funkcijam. Saja zina respondentu viedoklis dalas.

Apkopojot respondentu viedoklus, nevar izdarit viennozimigu secinajumu. Dala
organizaciju sabiedriskas attiecibas ienem stratégisku lomu un tiek Tstenotas ka menedzmenta
funkcija, tomér vairuma gadijumu tas ta nav — sabiedriskas attiecibas tiek istenotas taktiska
lIimeni, sabiedriskas attiecibas ir ka sinonims vardam komunikacija — sabiedrisko attiecibu
praktiki strada, lai nodro§inatu informacijas plismu. Sai sakara var runat par komunikacijas
pieeju sabiedriskajam attiectbam.

Dazi no respondentiem uzskata, ka sabiedriskas attiecibas ir marketinga atbalsta funkcija.
Sads skatfjums uz sabiedriskajam attiecibam saSaurina to darbibas lauku, un rezultata tiek
Istenotas vienigi marketinga sabiedriskas attiecibas, kas ir tikai viens no sabiedrisko attiecibu
darbibas virzieniem. Respondentu viedoklis norada uz v&l vienu pieeju sabiedriskajam
attiecibam Latvija — marketinga pieeju sabiedriskajam attiecibam.

Lielaka dala respondentu izprot, kas ir sabiedriskas attiecibas un kas ir marketings, un
kadas attiecibas var pastavét starp $Tm divam funkcijam. Sie respondenti sabiedriskas attiecibas
izprot ka menedZzmenta funkcija. Savukart, ka rada pétijjuma rezultati, praks€ sabiedriskas
attiecibas ka menedzmenta funkcija tiek Tstenotas minimali. Praksé domin€ komunikacijas pieeja
un marketinga pieeja sabiedriskajam attiecibam. Ta ka pétijuma respondenti ienem statusu, kas
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paver iesp€jas savas zinasanas nodot talak un savu viedokli paust citiem, ir ceriba, ka Latvija
sabiedrisko attiecibu izpratne laika gaitd mainisies un pilnveidosies, un praksé sabiedriskas
attiecibas tiks Tstenotas ka strat€giski svariga menedzmenta funkcija.

Divu sabiedrisko attiecibu kritériju apvienojums nosaka — idealu sabiedrisko attiecibu
meérkis ir izveidot, saglabat un uzlabot savstarpg&ji izprotosas un atbalstoSas attiecibas, rezultata
radot pozitivu organizacijas t€lu (reputaciju). Art $aja jautajuma ir vérojama viedoklu dazadiba.

Domas dalas par sabiedrisko attiecibu meérki. Ka merkis tiek mingts gan pozitivs
organizacijas t€ls (reputacija), gan attiecibas, gan informacijas pliismas, komunikacijas
nodroS$inasana.

Apkopojot respondentu viedoklus, var secinat, ka Latvija pamazam veidojas izpratne par
to, ka sabiedrisko attiectbu mérkis ir izveidot, saglabat un uzlabot savstarp&ji izprotoSas un
atbalstoSas attiecibas, tomér respondentu atbildes liecina, ka tas ir vairak teorétiska Itmeni —
respondenti zina, ka teorija ir $ads apgalvojums, bet vinu atbildes kopuma nepauz Sadu
parliecibu. Prakse ka sabiedrisko attiecibu merkis tiek noteikta komunikacijas vispariga
nodrosinasana vai komunikacijas nodroSinasana marketinga atbalstam, kas velreiz apliecina, ka
Latvija dominé komunikacijas pieeja un marketinga pieeja sabiedriskajam attiecibam.

Dazkart ka sabiedrisko attiecibu mérkis tiek min&ts pozitivs organizacijas t€ls
(reputacija), nevis, ka noradits dotajos kriterijos, ka t€ls (reputacija) ir rezultats. Iesp&jams, ka Sai
zina netiek izprasta bitiska nianse — ja priekSplana izvirza t€lu (reputaciju), netiek noteikts, ar
kadiem lidzekliem mérkis tiek sasniegts. Ja priekSplana ir attiecibas, tas norada uz procesa &tisko
dabu, savstarpgjo labumu. Pozitivs téls (reputacija) ir logiskas sekas attiecibam. Pie ta nav ipasi
vairs jastrada — savstarp&ji atbalstoSu attiecibu rezultata pozitivs te€ls (reputacija) veidojas
automatiski. T€la (reputacijas) izvirziSana par mérki norada uz reputacijas menedZmenta pieeju
sabiedriskajam attiecibam.

Ka nakamais idealu sabiedrisko attiecibu kritérijs ir ,,sabiedriskas attiecibas ir darbs ar
noteiktam iek§€jam un argjam organizacijas publikam”. Tas nozimé - skaidri noteikt
ieinteresétas puses organizacijas darbiba un stradat ar tam, nevis ar sabiedribu kopuma.

Interviju laika visi respondenti norada, ka parsvara praksé tiek komunicéts ar argjam,
nevis iekS§€jam organizacijas mérkauditorijam. ArT kopuma var secinat, ka sabiedrisko attiecibu
praks€ Latvija lielakoties notiek darbs ar argjam publikam, ieks$€jas publikas tiek atstatas
novarta. Labi pieméri darbam ar iek$€jam un argjam publikam ir arzemju kompaniju filiales
Latvija. Darbs ar argjam publikam norada uz komunikacijas un reputacijas menedzmenta pieeju
sabiedriskajam attiecibam, nevis uz attiecibu menedzmenta pieeju.

Idealas sabiedriskas attiecibas ir planots, ilgtermina versts process. Latvijas praksé ne

vienmer ta ir. Kopuma var secinat, ka respondenti saprot, ka sabiedriskas attiecibas ir ilgtermina
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versts process, bet reali praksé problémas pastav. To apstiprina arT fakts, ka Latvija sabiedriskas
attiecibas liela méra tiek istenotas taktiska, nevis stratégiska liment, kas norada uz komunikacijas
un marketinga pieeju sabiedriskajam attiectbam.

Kriterijiem, kas norada, ka sabiedriskajas attiecibas tiek izmantota &tiska divvirzienu
komunikacija, Latvijas sabiedrisko attiecibu prakse pamata neatbilst. Dominé neétiska
vienvirziena komunikacija. Ka jau iepriek§ secinats, Sai zina lidzigi ka citas postsocialisma
valstis biitiska nozime ir pagatnes atstatajam mantojumam uz cilvéku domasanu un ricibu.

Lai arT prakse neatbilst izvirzitajiem kritérijiem, tome&r respondentu teor&tiska izpratne,
kas ir sabiedriskas attiecibas, kopuma atbilst izvirzitajiem krit€rijiem. Lielaka dala respondentu
sabiedriskas attiecibas uzskata par menedzmenta funkciju, dala respondentu ka sabiedrisko
attiecibu merki min attiecibas, visi respondenti norada uz nepiecieSamibu stradat gan ar argjam,
gan iek$€jam publikam. Respondenti saprot, ka sabiedriskas attiecibas japlano ilgtermina un
darba biitu jaizmanto &tiska divvirzienu komunikacija.

Balstoties uz zinatniskas literatiiras analizi, kura ir noteiktas Cetras pieejas sabiedriskajam
attiectbam, jasecina, ka ar1 Latvijas sabiedrisko attiecibu praks€ un jeédziena izpratné var skirt
Cetras pieejas sabiedriskajam attiecibam. Pamata dominé komunikacijas pieeja un marketinga
pieeja sabiedriskajam attiecibam. Ir v@rojama ari reputacijas menedzmenta pieeja un attiecibu
menedZzmenta pieeja sabiedriskajam attiecibam.

Pieeju dazadibu sabiedriskajam attiecibam liela mera ir ietekm&usi ASV un Krievijas
sabiedrisko attiecibu teorija un prakse. Pastarpinati — ar1 Lielbritanijas, Vacijas un Zviedrijas.
Pastarpinati, jo So valstu sabiedrisko attiecibu izpratni un praksi, ka liecina teorétiskas literatiiras
analize promocijas darba 1. dala, liela meéra ir ietekmé&juSas ASV sabiedrisko attiecibu
koncepcijas.

ASV sabiedrisko attiecibu izpratni un praksi Latvija ir ietekm&juSas divejadi. lepazistot
sabiedrisko attiecibu stratégiska menedzmenta paradigmas pétnieku darbus, Latvija pamazam
tiek adaptéta §1 paradigma un attiecibu menedzmenta pieeja sabiedriskajam attiecibam. ST
izpratne Latvija nav Vel plasi izplatita. Savukart, studejot ASV marketinga teoriju, kur
sabiedriskas attiecibas tiek definétas ka marketinga atbalsta funkcija, Latvija tiek adaptéts
uzskats, ka sabiedriskas attiecibas ir tikai un vienigi marketinga atbalsta funkcija. ST izpratne
Latvija liela méra doming, jo marketinga teorija un prakse Latvija ir iepazita agrak neka
sabiedriskas attiecibas. Pirmas gramatas latvieSu valoda marketinga joma iznak jau 20. gadsimta
90. gadu sakuma, savukart sabiedrisko attiecibu joma — tikai 2002. gada. Sis pieejas dominanci
Latvija apstiprina ar1 Latvijas augstskolu sabiedrisko attiecibu studiju programmu saturs.

Sabiedrisko attiecibu attistibu Latvija ir ietekm&jusi ar1 valsts pagatnes (komunikacijas

kultiiras PSRS rezima laika) atstatas pedas cilvéku domasana un riciba, ka ar1 kaiminu lielvalsts
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Krievijas sabiedrisko attiecibu teorija un prakse. Ar So valsti Latvijai ir kopiga pagatne un vél
joprojam ciesa saistiba. letekmi veicina ari tas, ka gandriz 28 % Latvijas iedzivotaju ir krievu
tautibas cilveki un liela dala latvieSu labi parzina krievu valodu, 1idz ar to studé krievu valoda
izdoto literatiiru u. c. informacijas avotus, uz ko norada ari respondenti. Minétas ietekmes
rezultata ir parnemta prakse neierobezot informacijas raksturu — ta ir izplatita prakse Latvija, kas
verojama komunikacijas, marketinga un reputacijas menedzmenta pieejai.

Komunikacijas pieeja sabiedriskajam attiecbam ir veidojusies vésturiski. Sadi
sabiedriskas attiecibas ir praktizé€tas ASV u. c. valstis sabiedrisko attiecibu attistibas sakuma
periodos, un vél joprojam ta ir izplatita prakse. Sadi praktizétas sabiedriskas attiecibas nav
attisttjusas lidzi laikam un sasniegusas nakamo attistibas stadiju, kad tas tiek Tstenotas stratégiska
Iimeni ka viena no menedzmenta funkcijam. Latvija komunikacijas pieeja sabiedriskajam
attiecibam ir plasi izplatita un biezi izpauzas ka vienvirziena komunikacija ar masu mediju
starpniecibu. So praksi liela méra ir veicinajis fakts, ka pirmie sabiedrisko attiecibu praktiki
Latvija ir bijusie zurnalisti, kas parzina mediju specifiku. Ir gruti noteikt, no ka Latvija ir
adapt&jusi So pieeju sabiedriskajam attiecibam. lesp&jams, ST pieeja lidzigi ka citas valstis ir
nepiecieSamibas radita — bija nepiecieSama publicitate un, ka macgja, ta to nodrosSinaja, ne no
viena konkréti neparnemot So praksi. Uz to norada ar1 respondenti — pirmie §is jomas aizsacégji

Latvija.

4.2. Sabiedrisko attiecibu izglitibas dazadiba Latvijas augstskolas

Ta ka i1zglitiba ir viens no izpratni veidojosiem faktoriem, $aja nodala tiek salidzinatas un
analizétas Latvijas augstskolu piedavatas sabiedrisko attiecibu studiju programmas, lai
noskaidrotu, ka Latvija tiek istenotas studijas sabiedrisko attiecibu joma un kuras valsts praksi
Latvija ir adapt&jusi. Tiek noteikta(-as) katras augstskolas pieeja(-as) sabiedriskajam attiecibam.
Ir izzinats un apkopots ar1 respondentu viedoklis par augstskolu piedavajumu un absolventu
gatavibu darba tirgum.

Apkopojot Latvijas augstskolu studiju programmu piedavajumu sabiedrisko attiecibu
joma, jasecina, ka tas ir loti plaSs un daudzveidigs.

Latvijas augstskolas profesionala un akadémiska bakalaura studiju programmu absolventi
legist atSkirigus bakalaura gradus - sabiedribas vadiba, komunikacija, tirgzinibas,
komunikacijas vadiba. Gradu specifikas dazadiba norada uz atSkirigo sabiedrisko attiecibu
izpratni, ka arT uz nesakartotibu Latvijas izglitibas sistéma.

Respondenta neapmierinatiba ar augstskolu absolventu sagatavotibu darba tirgum,
pirmkart, liecina par to, ka sabiedrisko attiecibu studijam piemérotakas ir profesionalas studiju
programmas, kas nodroSina prakses iesp&jas, otrkart, atklaj Latvijas sabiedrisko attiecibu
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divéjado dabu — sabiedriskas attiecibas izglitibas sisttma kopuma ir soli prieksa sabiedriskajam
attiecibam prakse. Studenti apgiist pasaulé atzitas sabiedrisko attiecibu koncepcijas un vispargjos
principus, tomér, nonakot darba tirgli, studenti sastopas ar realitati, kur §ie principi ne vienmer ir
iedzivinati.

Izvertejot augstskolu studiju programmu saturu, kopuma var secinat, ka ir augstskolas
(BAT, VA, LiepU), kas studiju programmas ir veidojuSas starpdisciplinari — tajas var apgit
daudzveidigus studiju kursus (komunikacijas, vadibas, ekonomikas, politikas, sociologijas,
psihologijas u. c.). Salidzinot ar arvalstim, var saskatit Iidzibu ar Vacijas un atsevisku ASV
augstskolu studiju programmam. Ir augstskolas (RSEBA, BSA, SPPA), kas Iidzigi ka
augstskolas Lielbritanija un dala Krievijas lielaku uzsvaru liek uz reklamas un marketinga
studiju kursiem. Savukart, LU, RSU un LKA studiju programmas, kas pamata piedava dazada
veida komunikacijas, Zurnalistikas un specializacijas kursus sabiedriskajas attiecibas, ir veidotas
lidzigi ka Zviedrijas, dala Krievijas un ASV augstskolu studiju programmu.

Latvijas augstskolas dazadi interpreté sabiedriskas attiecibas. Var noskirt komunikacijas
pieeju, marketinga pieeju, reputacijas menedzmenta pieeju un attiecibu menedZmenta pieeju
sabiedriskajam attiecibam. Uz pieeju daudzveidibu norada sabiedrisko attiecibu studiju
programmu saturs, nosaukums un pieSkiramais grads. [zvertgjot iegiitos datus, jasecina, ka liela
méra dominé komunikacijas pieeja un marketinga pieeja sabiedriskajam attiecibam, vismazak —

attiectbu menedzmenta pieeja.
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I11. SECINAJUMI UN TEZES AIZSTAVESANAI

Secinajumi

Balstoties uz zinatniskas literatiiras analiz€ gutajam atzinam, promocijas pétijuma ir

izpétita un izanaliz&ta sabiedrisko attiecibu attistiba un izpratnes dazadibu Latvija (1991-2010),

ka rezultata izdarami vairaki secinajumi.

1.

Tradicionalas jeb simboliski skaidrojo$as paradigmas un stratégiska menedzmenta jeb

uzvedibas paradigmas parstavju viedokli par to, kas ir sabiedriskas attiecibas, atSkiras.

Tradicionalas paradigmas piekrit€ji sabiedriskas attiecibas skata no domin&josa spéka

pozicijam, tiek akcent€ta organizacijas vara par sabiedribu, vienpus€ja labuma giiSana,

komunikacijas rakstura neierobeZotiba, savukart stratégiska menedzmenta paradigmas
parstavji akcenté strat€gisku attiecibu menedzmentu, savstarp&jas sapratnes radiSanu,
uzturéSanu un uzlabosanu, izmantojot &tisku divvirzienu komunikaciju.

Tradicionalas paradigmas un stratégiska menedzmenta paradigmas konteksta sabiedriskajam

attiecibam var noskirt ¢etras pieejas:

e komunikacijas pieeja sabiedriskajam attiecibam,

e marketinga piceja sabiedriskajam attiectbam,

e reputacijas menedZzmenta pieeja sabiedriskajam attiecibam,

e attiecibu menedZmenta pieeja sabiedriskajam attiecibam.

Balstoties uz attiecibu menedzmenta pieeju sabiedriskajam attiecibam, var formulét piecus

idealu sabiedrisko attiecibu kritérijus:

e sabiedriskas attiecibas ir viena no organizacijas menedZmenta funkcijam;

e sabiedriskas attiecibas ir apzinati veikta darbiba ar mérki izveidot, saglabat un uzlabot
savstarp&ji izprotoSas un atbalstoSas attiecibas, ka rezultata tiek izveidots pozitivs
organizacijas tels (reputacija);

e sabiedriskas attiecibas ir darbs ar noteiktam iek$€jam un ar€jam organizacijas publikam,;

e sabiedriskas attiecibas ir planots, ilgtermina versts process;

e sabiedriskajas attiecibas tiek izmantota €tiska divvirzienu komunikacija.

Apvienojot Sos kritérijus, sabiedriskas attiecibas var defin€ $adi: ,,Sabiedriskas attiecibas ir

viena no organizacijas menedZzmenta funkcijam; apzinati veikts, planots, ilgtermina versts

process ar mérki izveidot, saglabat un uzlabot savstarpgji izprotoSas un atbalstosas attiecibas
ar iek§€jam un argjam organizacijas publikam, 1stenojot €tisku divvirzienu komunikaciju, lai

rezultata raditu pozitivu organizacijas t€lu (reputaciju).”
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Sabiedrisko attiecibu attistibu ietekmé marketings un ta attistiba. Marketinga teorija
sabiedriskas attiecibas defin€ ka vienu no ta elementiem, nevis ka menedzmenta funkciju.
Tas rada nesapratni, kas Tsti ir sabiedriskas attiecibas, un tie, kas neiedzilinas abu disciplinu
butiba, paliek pie viedokla, ka sabiedriskas attiecibas ir viens no marketinga elementiem.
Lidz ar to sabiedriskajam attiecibam organizacijas tiek ieradita tikai taktiska loma, kas
nelauj realizet tas pamatfunkcijas.

Sabiedrisko attiecibu attistibu ietekmé arT augstskolu studiju programmu piedavajums.
Aplikotajas pasaules valstis (ASV, Lielbritanija, Vacija, Zviedrija, Krievija u. c.)
sabiedriskas attiecibas lielakoties piedava komunikacijas (zurnalistikas) un/vai marketinga
un biznesa departamenti. Sis fakts kavé, nevis veicina sabiedrisko attiecibu
profesionalizaciju. Tie, kas sabiedriskas attiecibas ir stud&jusi biznesa augstskolas, tas uztver
par marketinga elementu (marketinga pieeja sabiedriskajam attiecibam), savukart, tie, kas
apguvusi sabiedriskas attiecibas zurnalistikas specialitate, tas saprot ka komunikaciju vai vél
Saurak — ka attiecibas ar masu medijiem (komunikacijas pieeja sabiedriskajam attiecibam).
Sabiedrisko attiectbu attistibas vesturi ir petfjusi gan tradicionalas jeb simboliski
skaidrojosas paradigmas, gan stratégiska menedzmenta jeb uzvedibas paradigmas parstaviji,
kuru viedoklis, kas ir sabiedriskas attiecibas, atSkiras. Lidz ar to apgalvojumi, kad
sabiedriskas attiecibas saktas praktizet, atklaj p€tnieku uzskatu dazadibu. Vieni norada, ka
ieprieks praktizetas sabiedriskajam attiecibam Iidzigas darbibas (uzsverot, ka tas nav bijusas
sabiedriskas attiecibas miisdienu izpratn€), citi parada sabiedrisko attiecibu attistibas celu no
vienvirziena propagandiskas publicitates veidosanas lidz savstarp&jas sapratnes veidoSanai.
Izpetot ASV un Rietumeiropas valstu sabiedrisko attiecibu attistibas dalijumu periodos, tiem
raksturigo, ka ar1 tris anglosakSu valstu praksé atklatos sabiedriskajam attiecibam lidzigo
darbibu attistibas modelus, jasecina, ka organizaciju komunikacija/attiecibu veidoSana ar
sabiedribu laika gaita ir mainijusies — no propagandas un manipuléSanas ar informaciju
varas pozicijas noturéSanai, organizacijas intereSu virziSanai, aizstaveéSanai, vienpusgja
labumu giiSanai u. tml. uz divvirzienu komunikaciju attiecibu veidoSanai, savstarpgjas
sapratnes radiSanai starp organizaciju un ar to saistito sabiedribu.

Lai arT sabiedrisko attiecibu prakses pirmsakumi ir meklgjami ASV, ar1 tas sabiedrisko
attiecibu vesture ir neilga. Miusdienu sabiedrisko attiecibu attistiba aizsakusies tikai
20. gadsimta pirmajos gadu desmitos. Sabiedrisko attiecibu p&tnieki atzist, ka Rietumeiropas
valstis (Vacija, Zviedrija u. c.) pec Otra Pasaules kara ir parnémusas ASV sabiedrisko
attiecibu praksi. Neskatoties uz to, pétnieki saskata gan vienadas (menedZmenta, operativa),
gan atSkirigas (refleksiva, izglitojosa) sabiedrisko attiecibu funkcijas/lomas minéto valstu

praksg.
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10.

11.

Analiz€jot sabiedriskas attiecibas Centraleiropas un Austrumeiropas valstis, var izdarit
vairakus secinajumus. Pirmkart, Iidztekus ve&sturiski bezprecedenta parejas pieredzei no
centrali planotas uz tirgus ekonomiku mingtajas valstis pirmo reizi sabiedrisko attiecibu
veésturg tas strat€gijas un instrumenti ir lietoti, lai veicinatu mierigu pareju no vienas politiski
ekonomiskas sist€mas uz citu. Lidz ar to var runat par parejas sabiedriskajam attiecibam.
Otrkart, bijusas sist€tmas mantojums, kas atspogulojas domasanas veida, ekonomikas
struktira un resursu izvietoSanas mehanisma, ir radijis ierobezojumu kombinaciju
sabiedrisko attiecibu vispargjo principu lietoSanai, tapec ir vajadzigs laiks, lai postsocialisma
valstis pielagotu Rietumu sabiedrisko attiecibu teoriju un praksi. Parejas perioda sakuma
Centraleiropas un Austrumeiropas valstis spécigi jitama Padomju Savienibas ideologijas un
propagandas ietekme uz komunikacijas praksi. Komunikacijas prakse 90. gadu sakuma
postsocialisma valstis lidzinas ASV komunikacijas praksei 19. gadsimta un Rietumeiropas
valstu praksei 20. gadsimta sakuma — tiek lietota propaganda, ar informaciju tiek manipuléts.
PSRS laika Latvija (1945-1991) sabiedriskas attiecibas musdienu izpratné nepastavéja.
Padomju okupacijas laika var saskatit atseviskas sabiedrisko attiecibu iezimes, atsevisku
sabiedrisko attiecibu metozu, instrumentu lietojumu, tomér, nemot véra situaciju valsti, kad
sabiedribas viedoklis netiek nemts véra, kad tiek uzspiesta padomju ideologija, domasanas
veids, Tstenibas interpretacija, propaganda, nevar runat par attiecibu veidosanu ar sabiedribu,
tatad nevar runat par sabiedriskajam attiecibam. Prakse Latvija apliecina citu valstu
sabiedrisko attiecibu pé€tnieku atzipu — varmaciga rezima netiek veidotas attiecibas ar
sabiedribu, sabiedrisko attiecibu klatbtitne ir demokratiskas valsts pazime.

Par sabiedrisko attiecibu attistibas priekSvésturi Latvija var runat kop§ pirmajiem
sabiedrisko domu veidoSanas pasakumiem TreSas Atmodas laika lidz valsts neatkaribas
atgtisanai (1987-1991). Saja laika perioda, protams, jedziens sabiedriskds attiecibas ir svess
un netiek lietots. Tas ir laiks, kad cilveki sak uzdriksteties paust savu viedokli, par masu
medijiem pamazam ziid kontrole. Lai veidotu sabiedrisko domu, dazadas sabiedriskas
organizacijas (Helsinki-86, Vides aizsardzibas klubs, Latvijas Tautas fronte, Latvijas
Nacionalas neatkaribas kustiba, Darbalauzu internacionala fronte U.c.) organizé ipaSus
pasakumus — demonstracijas, mitigus u. c., piesaistot lielas tautas masas un pievérSot
arvalstu masu mediju uzmanibu. Tiek lietotas ar1 tadas sabiedrisko attiecibu metodes ka
darbs ar masu medijiem jeb publicitates veidoSana (zinu sniegSana, preses konferencu
organizé$ana, piedaliSanas televizijas un radio raidjjumos u. c.), informativo materialu
veidosana un izplatiSana, lob&Sana, sabiedribas viedokla izzinaSana u.c. Sabiedrisko
attiecibu metodes un instrumenti ir izradijuSies noderigi tam, lai nodro$inatu mierigu pareju
no vienas sociali politiskas un ekonomiskas sist€émas uz citu.
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12.

13.

14.

15.

Latvija sabiedriskas attiecibas ienak Iidz ar valsts neatkaribas atgtiSanu 1991. gada. Kops ta
laika ir pagajusi 20 gadi, un sabiedrisko attiecibu attistiba var noskirt tris periodus:

1) sakuma periods (1991-1994),

2) institucionalizacijas periods (1995-2000),

3) profesionalizacijas periods (2001-...).

Sakuma perioda (1991-1994) darbu sak pirmie preses sekretari un public relations (tolaik
jédziens netiek tulkots latviski) specialisti, kuri Tsteno vienvirziena komunikaciju ar masu
mediju starpniecibu. Paradas pirmie lobéSanas méginajumi. Sabiedrisko attiecibu praksé
domin€ komunikacijas pieeja sabiedriskajam attiecibam.

Institucionalizacijas perioda (1995-2000) tiek izveidotas pirmas sabiedrisko attiecibu
agentiras (1995. gada), pirmas struktiirvienibas organizacijas (1996. gada) un pirma studiju
programma Vidzemes Augstskola (1996. gada). Sabiedriskas attiecibas klust par patstavigu
darbibas jomu — sabiedrisko attiecibu pakalpojumi tiek atdaliti no reklamas. Sabiedrisko
attiecibu darbibam ir taktisks, nevis stratégisks raksturs. Organizacijas klust atvértakas
sabiedribai, tick méginats izzinat sabiedribas viedokli, tom&r par simetrisku divvirzienu
komunikaciju vel nevar runat, tikai par asimetrisku. Sabiedrisko attiecibu sniegtas iesp&jas
parsvara novérté arzemju kompanijas, kas Latvija ievie$ savas valsts pieredzi. Politiskaja
vide vel joprojam liela me&ra domingé propaganda un manipulacija. Industrializacijas perioda
organizaciju sabiedrisko attiecibu struktiirvienibu darba ir vérojama komunikdacijas pieeja
sabiedriskajam attiecibam, sabiedrisko attiecibu agentiiru darba doming marketinga pieeja
sabiedriskajam attiecibam, savukart politiskaja vidé — reputdcijas menedzmenta pieeja
sabiedriskajam attiectbam.

Profesionalizacijas perioda (2001-...) tiek nodibinatas sabiedrisko attiecibu asociacijas —
Latvijas Sabiedrisko attiecibu asociacija profesionajiem (2001. gada) un Latvijas
Sabiedrisko attiecibu kompaniju asociacija (2001. gada); ar 2002. gadu tiek izdotas
gramatas par sabiedriskajam attiecibam latvieSu valoda; sabiedriskas attiecibas klist par
oficialu profesiju Latvija — sabiedrisko attiecibu jomas profesijas tiek ieklautas Profesiju
klasifikatora (2003. gada) un Profesiju standarta (2003. gada); ar 2005. gadu augstskolas sak
piedavat studiju programmas magistra Iimeni; komunikacijas zinatnes doktora Iimena
studiju programmas top pirmie pétijumi sabiedrisko attiecibu joma. Saja perioda krizes
ietekmé& samazinas komunikacijas pieeja un marketinga pieeja sabiedriskajam attiecibam un
arvien vairak sabiedriskas attiecibas tiek Tstenotas ka strat€giska menedzmenta funkcija.
Praks€ verojama reputdcijas menedzmenta pieeja sabiedriskajam attiecibam. Ir saskatama

ar1 attiecibu menedzmenta pieeja sabiedriskajam attiecibam iezimes.
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16.

17.

18.

19.

20.

21.

Jeédziena public relations tulkojums latvieSu valoda — ‘sabiedriskas attiecibas’ pirmo reizi
tiek lietots 1995. gada avizé Nakts. To iztulko un latviesu valoda ievies Ieva Plaude-
Rélingere, A/S KOLONNA dibinataja un akcionare. Vardu salikums sabiedriskas attiecibas
nav pretruna ar izvirzitajiem sabiedrisko attiecibu kriterijiem, tapéc nav nepiecieSamibas pec
cita termina latvieSu valoda.

Sabiedrisko attiecibu prakse Latvija kopuma neatbilst izvirzitajiem pieciem idealu
sabiedrisko attiecibu kriterijiem. Praks€ sabiedriskas attiecibas ka menedzmenta funkcija
tieck istenotas minimali; ka sabiedrisko attiecibu meérkis tiek noteikta komunikacijas
vispariga nodroSinasana vai komunikacijas nodrosinasana marketinga atbalstam, dazkart ka
mérkis tiek izvirzits organizacijas t€ls (reputacija); lielakoties notiek darbs ar argjam
publikam, iek$gjas publikas tiek atstatas novarta; sabiedriskas attiecibas tiek Tstenotas t. s.
ugunsdzes€ju rezima, nevis ilgtermina; domin€ neétiska vienvirziena komunikacija.
Respondentu izpratne, kas ir sabiedriskas attiecibas, teor&tiski atbilst izvirzitajiem
kritérijiem. Lielaka dala respondentu sabiedriskas attiecibas uzskata par menedzmenta
funkciju, dala respondentu ka sabiedrisko attiecibu mérki min attiecibas, visi respondenti
norada uz nepiecieSamibu stradat gan ar argjam, gan iekSgjam publikam. Respondenti
saprot, ka sabiedriskas attiecibas japlano ilgtermina un darba biitu jaizmanto &tiska
divvirzienu komunikacija.

Latvijas sabiedrisko attiecibu praksé un jédziena izpratn€ var noskirt Cetras pieejas
sabiedriskajam attiecibam. Pamata domin€ komunikacijas pieeja sabiedriskajam attiecibam
un marketinga pieeja sabiedriskajam attiecibam. Ir vérojama ari reputacijas menedZmenta
pieeja un attiecibu menedZmenta pieeja sabiedriskajam attiecibam. Pieeju dazadibu
sabiedriskajam attiecibam liela méra ir ietekmé&juSas ASV un Krievijas sabiedrisko attiecibu
teorija un prakse. Pastarpinati ari Lielbritanijas, Vacijas un Zviedrijas, jo So valstu
sabiedrisko attiecibu izpratni un praksi, ka iepriek§ mingéts, liela méra ir ietekmejuSas ASV
sabiedrisko attiecibu koncepcijas.

Latvijas augstskolu studiju programmu piedavajums sabiedrisko attiecibu joma ir loti plass
un daudzveidigs. Latvijas augstskolas profesionala un akadémiska bakalaura studiju
programmu absolventi ieglst atSkiriga nosaukuma bakalaura gradus — sabiedribas vadiba,
komunikacija, tirgzinibas, komunikacijas vadiba. Gradu dazadiba norada uz atSkirigo
sabiedrisko attiecibu izpratni, ka arT uz nesakartotibu Latvijas izglitibas sistema.
Respondentu neapmierinatiba ar augstskolu absolventu sagatavotibu darba tirgum, pirmkart,
liecina par to, ka sabiedrisko attiecibu studijam piemé&rotakas ir profesionalas studiju
programmas, kas nodroSina prakses iesp€jas, otrkart, atklaj Latvijas sabiedrisko attiecibu
divéjado dabu - sabiedriskas attiecibas izglitibas sisttma kopuma ir soli prieksa
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22.

23.

sabiedriskajam attiecibam praks€. Studenti apgiist pasaul€é atzitas sabiedrisko attiecibu
koncepcijas un vispargjos principus, tomér, nonakot darba tirgl, vini sastopas ar realitati,
kur Sie principi ne vienmer ir iedzivinati.

Izvertejot augstskolu studiju programmu saturu, kopuma var secinat, ka ir augstskolas
(Biznesa augstskola Turiba, Vidzemes augstskola, Liepajas Universitate), kuras studiju
programmas ir veidotas starpdisciplinaras — tajas var apgit daudzveidigus studiju kursus
(komunikacijas, vadibas, ekonomikas, politikas, sociologijas, psihologijas u. c.). Salidzinot
ar arvalstim, var saskatit Iidzibu ar Vacijas un atsevisku ASV augstskolu studiju
programmam. Ir augstskolas (Rigas Starptautiska ekonomikas un biznesa administracijas
augstskola, Baltijas Starptautiska akadémija, Starptautiska praktiskas psihologijas
augstskola), kas I1dzigi ka augstskolas Lielbritanija un dala Krievijas lielaku uzsvaru liek uz
reklamas un marketinga studiju kursiem. Savukart Latvijas Universitates, Rigas Stradina
universitates un Latvijas Kristigas akadémijas studiju programmas, kas pamata piedava
dazada veida komunikacijas, zurnalistikas un specializacijas kursus sabiedriskajas attiecibas,
ir veidotas Iidzigi ka Zviedrijas, dala Krievijas un ASV augstskolu studiju programmu.
Latvijas augstskolas dazadi interpreté sabiedriskas attiecibas. Var saskatit komunikacijas
pieeju sabiedriskajam attiecibam, marketinga pieeju sabiedriskajam attiecibam, reputacijas
menedzmenta pieeju sabiedriskajam attiectbam un attiecibu menedzmenta pieeju
sabiedriskajam attiecibam. Uz pieeju daudzveidibu norada sabiedrisko attiecibu studiju
programmu saturs, nosaukums un pieSkiramais grads. Izvertgjot iegtitos datus, jasecina, ka
liela méra dominé komunikacijas pieeja un marketinga pieeja sabiedriskajam attiecibam,

vismazak — attiecibu menedZmenta pieeja.

Tezes aizstaveSanai

1.

Sabiedrisko attiecibu teorija un praks€ var sabiedriskajam attiecibam var noskirt Cetras

pieejas:

o komunikdcijas pieeja sabiedriskajam attiectham — sabiedriskas attiecibas tiek istenotas
taktiska Itment ka komunikacijas funkcija ar mérki nodrosinat informacijas pliismu starp
organizaciju un tas publikam; komunikacijas raksturs nav ierobezots (tiek pielauta
ne€tiskas komunikacijas, propagandu saturoSu elementu un manipulacijas izmantosana);

e marketinga pieeja sabiedriskajam attiectbham — sabiedriskas attiecibas tiek Tstenotas
taktiska Itmeni ka marketinga atbalsta funkcija ar mérki veicinat produktu pardoSanu;
komunikacijas raksturs nav ierobezots (tiek pielauta ne€tiskas komunikacijas, propagandu

saturosu elementu un manipulacijas izmantoSana);
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e reputdcijas menedzmenta pieeja sabiedriskajam attiectbam — sabiedriskas attiecibas tiek
istenotas stratégiska limeni ka viena no menedZzmenta funkcijam ar mérki veidot
organizacijas telu (reputaciju) varas poziciju noturéSanai, organizacijas interesu virzisanai
un aizstavesanai, vienpus€ja labumu giisanai; komunikacijas raksturs nav ierobezots (tiek
pielauta neétiskas komunikacijas, propagandu saturoSu elementu un manipulacijas
izmantosSana);

e attiecitbu menedzmenta pieeja sabiedriskajam attiectbam — sabiedriskas attiecibas ka
menedzmenta funkcija, kuras mérkis ir savstarpgji izprotosas un atbalstoSas attiecibas.

Efektivas sabiedriskas attiecibas raksturo pieci kritériji:

e sabiedriskas attiecibas ir viena no organizacijas menedzmenta funkcijam;

e sabiedriskas attiecibas ir apzinati veikta darbiba ar meérki izveidot, saglabat un uzlabot
savstarpgji izprotoSas un atbalstoSas attiecibas, ka rezultats ir pozitivs organizacijas t€ls
(reputacija);

¢ sabiedriskas attiecibas ir darbs ar noteiktam ieks$€jam un arg€jam organizacijas publikam;

e sabiedriskas attiecibas ir planots, ilgtermina versts process;

¢ sabiedriskajas attiecibas tiek izmantota €tiska divvirzienu komunikacija.

Lidz ar to sabiedriskas attiecibas var definét §adi: ,,Sabiedriskas attiecibas ir viena no

organizacijas menedzmenta funkcijam; apzinati veikts, planots, ilgtermina versts process ar

merki izveidot, saglabat un uzlabot savstarp€ji izprotoSas un atbalstoSas attiecibas ar
iek§€jam un argjam organizacijas publikam, 1stenojot &tisku divvirzienu komunikaciju, lai
rezultata raditu pozitivu organizacijas t€lu (reputaciju).”

Sabiedrisko attiecibu attistiba Latvija péc valsts neatkaribas atgiiSanas var izdalit Sadus

attistibas periodus:

1) sakuma periods (1991-1994),
2) institucionalizacijas periods (1995-2000),
3) profesionalizacijas periods (2001-...).

Latvijas sabiedrisko attiecibu praksé un jeédziena izpratné var noSkirt Cetras pieejas

sabiedriskajam attiecibam. Pamata domin€ komunikacijas pieeja sabiedriskajam attiecibam

un marketinga pieeja sabiedriskajam attiecibam. Ir verojama ar1 reputacijas menedZmenta
pieeja un attieclbu menedzmenta pieeja sabiedriskajam attiecibam. Visas pieejas

atspogulojas arT Latvijas augstskolu sabiedrisko attiecibu studiju piedavajuma.
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|I. GENERAL DESCRIPTION OF PROMOTION PAPER

The description of research problem and its actuality grounds, the significance of
chosen theme in theory and practice

Public relations practice has come to Latvia recently. The first features of public
relations could be seen during the period of Third Awakening of Latvia in the 20th centure at the
end of 80s. It is the time when all Latvians could openly express their opinions, say what they
thought, and when the control over the mass media was going away. It is the time when freedom
fighters, in seeking to attract attention to changes in Latvia, were trying to cooperate with the
mass media of Western Europe and USA,; and the time when different actions were being made
to create public opinion.

Until the Third Awakening, public relations has not been put into practice in Latvia
because of the existing totalitarian regime, centralised planning and collectivism policies of the
national economy.

Creating new political power in the country and making economic reforms, some persons
(politicians, companies managers) and organisations (state institutions, enterprises and public
organizations) needed to create their image and reputation, deliberate public thoughts, create and
develop relations with the surrounding environment. Political organizations and foreign
enterprises got their first press secretaries, PR department managers (PR - abbreviation used
during that time) and, shortly after, public relations consultants, specialists, project managers and
structural units managers appeared.

Within the appearance of foreign companies in Latvia the demand in services of public
relations agencies has grown — first public relations agencies have been established (in 1995).
Structural units of public relations started their work in organizations (in 1996). At the same time
higher educational institutions, understanding the demand, started to offer studies in public
relations field (in 1996). It was the time of the first study programmes of public relations. Public
relations was rapidly developing and became more and more professional.

Nowadays, 20 years later since the time Latvia has implemented public relations, the
understanding of public relations is different. Public relations is mixed with other concepts, for
example, propaganda and marketing. Many organizations managers have lack of understanding
about public relations as the important fuction of management, beacuse of that public relations is
very often implemented on operative and tactical level, not on strategic one. It does not allow
public relations practitioners to work fully and reach the planned results.

Creation of understanding is troubled and delayed by the little quanity of theoretical

literature in Latvian language. There are not so many books about public relations field
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published in Latvian language. As the first one it is mentioned the book of Teika Lapsa
»Sabiedriskas attiecibas. Ievads teorija un prakse” (2002). The next one is the book of Sandra
Veinberga ,,Publiskas attiecibas. PR teorija un prakse” (2004). One year later the book of Andris
Petersons and Lolita Pavare , Korporativa sociala atbildiba. Jauns veids, ka nopelnit vairak”
(2005) was published. These three books about public relations field are the only ones written by
the Latvian authors which have been published till 2010.

There are not so many books translated into Latvian language. The first translated book
about public relations, which was published in Latvian language, is the book ,,Sabiedriskas
attiecibas” (2002) written by the USA researchers Scott M. Cutlip, Allen H. Center and Glen M.
Broom. Some other books followed the first one. These books are also used by public relations
students, practitioners and others. In addition to those ones the books on other languages are read
as well.

It is metioned fact that in Latvia exactly marketing, not public relations practice was
experienced first. Public relations has mostly and only been used as marketing supportive
function understanding with that free advertising, publicity in mass media and so on. The
following understanding was created, perhaps, by several books published in Latvian language.

The society in Latvia has also lack of understanding about the relations of public relations
and propaganda. This fact can be explained by the past of the country which is still influencing
people’s cosciousness and behaiviour. Inherited form Soviet Union propaganda makes troubles
for Latvia to practise, oriented on the relations, public relations practice. Propaganda organizers
name themselves as public relations practitioners.

Since Latvia has experienced public relations practice there more than 20 years have
passed. This period of time is huge and capacious enough to make a deep and fundamental
research of public relations development in Latvia, and determine the main tendencies and

problems of development in public relations field.

The aim of the research

Based on cognitions got during the scientific literature and empirical research is to
characterize and analyze the development and understanding diversity of public relations in
Latvia (1991-2010).

The research tasks

1. Deliberate and analyze different paradigms and approaches of public relations in the
context.

2. Describe and compare public relations development in USA, Western, Central and

Eastern Europe.
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3. Describe and analyze public relations development in Latvia according the periods of
its development.

4. Find out and analyze understanding of public relations in Latvia paying special
attention to one of the constructive factors of understanding — public relations
education in Latvian higher schools.

5. Work out conclusions and theses presented for defence.

The object of the research
Public Relations in Latvia in period from 1991 till 2010.

The subject of the research

Approach diversity of public relations in Latvia from 1991 to 2010.

The key Issues for research

1. What periods of public relations development, if at all, can be identified in Latvia
from 1991 till 2010?

2. What, if at all, is public relations understanding in Latvia?

3. What approaches of public relations, if at all, do Latvian higher schools represent?

The research basis
30 lecturers of public relations study courses of Higher Education Institutions in Latvia
and long-term public relations/communication practitioners of different organizations.

9 public relations study programmes of Higher Education Institutions in Latvia.

The novelty and practical significance of the research

The novelty of the promotion paper is the research of public relations development in
Latvia; determination of the time when public relations has been implemented in Latvia and
systematization of public relations devlopment according separate periods describing them,
analyzing and making conclusions. During the research the understanding of public relations and
approach diversity for public relations in Latvia have been found out.

Till now so extensive research of development and understanding diversity of public
relations on the level of promotion paper has not been made in Latvia before.

For several years there have been worked out Bachelor and Master Theses where the
attention was paid to the development of public relations, its role, functions etc. in separate
organizations or in some of national economy and other fields/brances, but the development of

public relations in Latvia on the scientific level has not been researched a lot.
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Former rsearches in the field of public relations show that public relations in Latvia
within the time has been developed from creation of publicity till mutual understanding,
however, for function of creating relations these researches do not give the complete sight of
public relations development in Latvia, that is why, how public relations reaserchers Baiba
Petersone and Lolita Stasane point out, it is necessary to pay more detailed attention to the
following question as it has been done in the promotion paper.

The analysis of scientific literature made in the theoretical part of promotion paper is the
material which can be used by practitioners of public relations field, lecturers of higher
educational insitutions, students and other intersted in for better understanding of public relations
essence, improvement of knowledge on separate paradigms of public relations, approaches and
theories, getting comparative theoretical material about the development of public relations in
different world countries as well.

The result of empirical research is a unique contribution for the research of the
development and understanding diversity of public relations in Latvia. This material can be used
at the lectures of higher educational institutions about the development of public relations in
Latvia and grounds for further researches as well.

Promotion paper can also be useful for the practical improvement of the public relations

practitioners.

The research methodology

According to the qaulification of the use of research the research is fundamental,
according to the qualification of used method - qualitative and non — experimental, on the other
hand according to the first question of the research — historical research, according to the second
and third question of the research — descriptive research. The empirical research, based on
studies of scientific literature, was carried out where the following methods for the data analysis
were used:

e experts questionnaires (single,extended, partly structured interviews);

e analysis of documents.

Qualitative content analysis was used to analyze and interpret obtained data.

The main sources of scientific literature used

The list of literature and sources used in promotion paper consists of 131 unit. Theoretical
grounds for the research are made by the works of very remarkable public relations researchers
— Giinter Bentele, Glen M. Broom, Stephen D. Bruning, Allen H. Center, Scott M. Cutlip, Alan
R. Freitag, James Grunig, Larissa Grunig, Jonh A.Ledingham, Jacquie L’Etang, Magda Pieczka,

Betteke van Ruler, Krishnamurthy Sriramesh, Ashli Quesinberry Stokes, Dejan Vercic etc.
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The following researches are especially pointed out: Larissa A. Grunig, James E. Grunig,
David M. Dozier. Excellent Public Relations and Effective Organizations: a Study of
Communication Management in Three Countries (2002); Betteke Van Ruler, Dejan Verci¢
(red.). Public Relations and Communication Management in Europe: a Nation by Nation
Introduction to Public Relations Theory and Practice(2004); Alan R. Freitag, Ashli Quesinberry
Stokes. Global Public Relations. Spanning Borders, Spanning Cultures (2009); Krishnamurthy
Sriramesh, Dejan Verci¢ (red.). The Global Public Relations Handbook: theory, research and
practice(2009); Jacquie L’Etang. Public relations: concepts, practice and critique (2010). These
researches are very significant because they perform fundamental sight into theory and practice

of public relations in different countries.

Size and structure

Promotion paper consists of introduction, 4 chapters, conclusions and theses for defense,
list of used scientific literature and sources, and supplements as well. Promotion paper contains
179 pages.

The first chapter of the research Concepts Diversity of Public Relations gives theoretical
description of the research and experience of foreign countries. Different paradigms and
approaches to public relations are characterized and analyzed there as well.

It gives definition of public relations which the following promotion paper is based on.
The chapter determines and analyzes the main factors which influence understanding of public
relations (marketing theory and practice, education diversity of public relations), looks into
public relations development and understanding of those countries which more or less have
influenced development and understanding of public relations in Latvia. The following chapter
characterizes the development of public relations in USA, Western (Great Britain, Germany,
Sweden), Central and Eastern Europe.

The second chapter of the research Methodology and Organization of the Research
describes methods of acquring data used in the following research, shows the data analysis. It
provides the information about respondents, their selection criteria and ways, interview
questions. The research stages have been separated in the same chapter as well.

The third chapter Pre-history of Public Relations Development and Division into Periods
in Latvia describes the time in Latvia when it was possible to start speaking about the
development of public relations practice. It gives the description and comparison of respondents
opinion about relations development/non-development with the society in Soviet Latvia. It also
pays attention to public relations features during the time of the Third Awakening. Then the third

chapter based on analysis of scientific literature, historical facts of Latvia, analysis of
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respondents opinion researches the time public relations started its practice in Latvia and
development of public relations is divided into separate periods. Each period is separately
described and analyzed.

The fourth chapter Understanding Diversity of Public Relations in Latvia gives
description, comparison and analysis of respondents insights of public relations and four separate
approaches to public relations in Latvia have been carried out. As education is one of the main
facts of insight development the following chapter compares and analyzes public relations study
programmes offered by different higher educational institutions in Latvia to find out how studies
of public relations in Latvia are being implemented and what countries experience and practice
Latvia has obtained. The public relations approach of every school has been defined.

At the end of the promotion paper there are made some conclusions appeared during the

research and there are given some theses for defense.

The period of time embraced in the research

Research embraces the period of time from 1991 to 2010. In 1991 Latvia regains
independence and because of that favourable environment for development of public relations
appears. The research is finished with 2010 when interviews with communication/public
relations practitioners and lecturers of Public Relations courses in Higher Educational
Institutions were carried out.

In order to look into the pre-history of public relations and explain why the public
relations was not implemented earlier the time before Latvian independence has been described

as well.

Results approbation of the promotion paper
The results of the research have been provided in 13 scientific articles published in
reviewed scientific issues and presented at 15 international scientific conferences in Latvia,
Lithuania, Slovakia and Great Britain.
I. Scientific publications in internationally reviewed scientific issues
1. Pire, I. (2008). Augstskolu sabiedriskas attiecibas: daudzveidiba un problematika.
Sabiedriba un kultira : rakstu krajums, XI. Liepaja : Liepajas Universitate, 318.—
324. Ipp. ISSN 1407-6918
2. Pare, I. (2009). Sabiedriskas attiecibas un marketings: attiecibu modeli. Sabiedriba
un kultira : rakstu krajums, XII. Liepaja : Liepajas Universitate, 397.-405. Ipp. ISSN
1407-6918
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10.

11.

Pire, 1. (2010). Globalizacija un sabiedriskas attiecibas Latvija. Sabiedriba un
kultira : rakstu krajums, XIII. Liepaja : Liepajas Universitate, 231.—240. Ipp. ISSN
1407-6918

Pare, 1. (2010). Pre-history of Public Relations Development in Latvia. Global
Economy: Challenges and Perspectives. Proceeding of reviewed articles of
international Scientific Conference : 11" international conference.Delhi, Nitra
[compact disk] ISBN 978-80-552—-0386—7

Pire, 1. (2010). Public Relations as Management Function at Universities.
Regionines studijos, Nr. 5. Vytauta Magnus University, 2010, pp. 109-119. ISSN
2029-2074 Available on the internet at CEEOL data base: http://www.ceeol.com
Pire, I. (2010). Radosas personibas attistiba sabiedrisko attiecibu studijas Latvijas
augstskolas. Sabiedriba, Integrdacija, Izglittha : starptautiskas zinatniskas
konferences materiali. 2010. gada 19.-20. februaris. Rézekne : RA Izdevnieciba,
109.-117. lpp. ISSN 1691-5887

Piire, I. (2010). Sabiedriskas attiecibas Latvija 21. gadsimta sakuma: organizacijas
menedZments un/vai marketinga atbalsta funkcija. Latgales Tautsaimniecibas
pétijumi : socialo zinatpu Zurnals, Nr. 1(2). Rézekne : RA Izdevnieciba, 301.-314.
Ipp. ISSN 1691-5828 Awvailable at the international scientific issue data base Index
Copernicus: http://journals.indexcopernicus.com/passport.php?id=5304

Pare, 1. (2010). Sabiedrisko attiecibu attistiba Latvija: priekSvesture un pirmsakumu
periods. Cilvéeks, sabiedriba, valsts miisdienu mainigajos ekonomiskajos apstakjos
Biznesa augstskolas Turiba konferencu rakstu krajums. [kompaktdisks] ISSN 1691—
6069 Available at the international scientific issue data base EBSCO:
http://web.ebscohost.com.

Pure, 1. (2010). Sabiedrisko attiecibu attistiba Latvija: sakuma periods. Sabiedriba un
kultira : rakstu krajums, XIII. Liepaja : Liepajas Universitate, 2010, 222.-230. Ipp.
ISSN 14076918

Pare, 1. (2010). Sabiedriskas attiecibas un propaganda — demokratiskas un/vai
totalitaras valsts pazime: prakse Latvija. Daugavpils Universitates 52. starptautiskas
zindatniskas konferences zinojumi par pétijumiem, 290.—296. Ipp.

Available at: http://www.dukonference.lv/index.php?menu=t

Piire, I. (2011). Development of Public Relations in Latvia: Prehistory and Periods of
Development. The proceeding of the international history of public relations
conference. Bornemouth, UK : Bournemouth University, pp. 240—-255.

Available at: http://blogs.bournemouth.ac.uk/historyofpr/proceedings/
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12. Piure, 1. (2012). Sabiedrisko attiecibu attistiba Latvija: Profesionalizacijas periods.

ligtspéjiga uznémejdarbiba mainigajos ekonomiskajos apstakjos . Biznesa
augstskolas Turiba konferencu rakstu krajums. Riga: SIA Biznesa augstskola
Turiba, 2012 [compact disk] ISSN 1691-6069

Available: http://aurora.turiba.lv/bti/Editor/Manuscript/Proceeding/Proceeding.pdf

13. Abelniece, B., Piire, I. (2013). Public Relations in Latvia at the Beginning of 21st

=

Century: Problems and Solutions. /I Kulturspezifik der europdischen
Wirtschaftskommunikation. Europdische Kulturen in der Wirtschaftskommunikation.
Schmidt, C. M., Dimants, A., Lehtonen, J., Nielsen, M. (Hrsg.). Bd. Wiesbaden :
Springer Fachmedien, S. 125-135.

. Presentations at international scientific conferences

Inga Piire. Augstskolu sabiedriskas attiecibas: daudzveidiba un problematika.
Liepajas Pedagogijas akadémijas (tagad Liepajas Universitate — LiepU) XiI
starptautiska zinatniska konferencé€ Sabiedriba un kultira: Socidald partneriba un
dialogs (2008. gada 24.-25. aprili Liepaja).

Inga Pure. Sabiedriskas attiectbas un marketings: attiecibu modeli. LiepU XII
starptautiska zinatniska konferenc€ Sabiedriba un kultira: Citadiba un mazakuma
intereses (2009. gada 23.-24. aprili Liepaja).

Inga Pire. Higher Educational Establishment Public Relations: Place, Functions and
Target Audience Groups. Vytautas Magnus University — at international scientific
conference The Baltic as an intersection of civilizational identities (11th — 14th of
June, 2009 Kaunas, Lithuania).

Inga Piire. Kreativas individualitates veidoSands sabiedrisko attiecibu studijas
Latvijas augstskolas. Rigas Pedagogijas un izglitibas vadibas augstskolas XIV
starptautiska zinatniska konferencé Kreativitate individualitdtes dzives gaitd
(2009. gada 6.—7. novembri Riga).

Inga Piire. Sabiedrisko attiecibu attistiba Latvija: prieksvesture un pirmsakumu
periods. Biznesa augstskolas Turiba XI starptautiska zinatniska konference Cilveks,
sabiedriba, valsts miisdienu mainigajos ekonomiskajos apstakjos (2010. gada
26. marta Riga).

Inga Pire. Sabiedriskas attiecibas un propaganda — demokratiskas un/vai totalitaras
valsts pazime: prakse Latvija. Daugavpils Universitates 52. starptautiska zinatniska

konference (2010. gada 14.—17. aprili Daugavpili).
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Inga Pure. Sabiedriskas attiecibas Latvija 21. gadsimta sakuma: organizacijas
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Inga Pare. Pre-history of Public Relations Development in Latvia. Slovak University
of Agriculture (Nitra, Slovak) un Delhi School of Professional Studies and Research
(Delhi, India) 11th international scientific conference Global Economy: Challenges
and Perspectives (26th — 28th of May, 2010 in Nitra, Slovakia).

Inga Pire. Public Relations in Latvia at Beginning of 21st Century: Problems and
Solutions. European business communication expert net EUKO - 10th annual
conference EUKO 2010. Local Aspects in European Business Communication (20th
—22nd of August, 2010 in Riga). [Report with Baiba Abelniece].

Inga Pure. Sabiedrisko attiecibu izglittba Latvijas augstskolas. LiepU XIV
starptautiska zinatniska konference Sabiedriba un kultira: RobeZas un jauni
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Development. International scientific conference The International History of Public
Relations (6th — 7th of June, 2011 in Bornemouth, United Kingdom).

Inga Piuire. Sabiedrisko attiecibu attistiba Latvija: profesionalizacijas periods. BAT
XIII starptautiska zinatniska konference Ilgtspéjiga uznéméjdarbiba mainigajos
ekonomiskajos apstakjos (2012. gada 30. marta Riga).

Inga Pure. Sabiedrisko attiecibu attistibu ietekméjusie faktori Latvija (2001-2010).
LiepU XV starptautiska zinatniska konference Sabiedriba un kultira: Mainigais un

nemainigais cikliskuma (2012. gada 17.—18. maija Liepaja).

I11. Other ways of approbation and experience

In 2008, 2010 and 2011 the work section about communication and public relations at the

scientific conference Society and culture in the University of Liepaja was led.

54



The active paritcipation and collaboration in study programme implementation of higher
educational insitution.

Since 2004 — the lecturer at LiepU; provided study courses of public relations at study
programmes of Bachelor and Mater level (study courses Public Relations, Public Relations
Basics, Public Relations Methods, Public Relations Strategy, Theory and History of Public
Relations), advised and reviewed annual papers, Bachelor and Master Theses as well.

LiepU professional Bachelor study programme ,,Communication Management” (licenced
in 2009, accredited in 2011), based on cognitions got during the research, has been worked out
and administered (study programme director).

The author has got more than 10 years of practical work experience in public relations
field. From June, 1999 till July, 2009 and from January, 2012 till January, 2013 — work at LiepU
(previously — Liepaja Pedagogical Academy) at Public Relations department (previously —
Information and Public Relations department), position — manager. It gave opportunity to
approbate cognitions got during the research in practice and use all experience got in practical

work in promotion research.
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I1. CONTENTS SUMMARY OF PROMOTION PAPER

1. CONCEPTS DIVERSITY OF PUBLIC RELATIONS
1.1. Understanding of public relations in the context of different paradigms

and approaches

There is no one universal definition of public relations which could be used as grounds by
all public relations scientists, lecturers, practitioners and others. According to the public relations
researchers understanding of public relations is different. The lack of common universally used
theoretical background makes essential complications not only for the research of public
relations, but for the practical work as well.

USA public relations professors James E. Grunig and Larissa Grunig separate two
paradigms in understanding of public relations: symbolic-interpretive paradigm and strategic
management or behavioural paradigm. Symbolic-interpretive paradigm is also named as
traditional paradigm by James E. Grunig. According to James E. Grunig and Larissa Grunig
these two main ways of thinking have existed and still exist in public relations practice and in
academic field as well. Although division of public relations into two paradigms is simplified,
however, as James E. Grunig considers, identification of these different ways of thinking helps to
understand discussions between representatives of different areas better. As society in Latvia
also interprets public relations differently, discussions and disputes happen on question of what
public relations really is, the following chapter explains and analyzes these two different ways of
thinking in order to characterize analitically, further in promotion paper, development and

conceptual diversity of public relations in Latvia.

Traditional or symbolic-interpretive paradigm

The representatives of traditional or symbolic-interpretive paradigm understand public
relations as relations function of news message, publicity, information and mediai. Practitioners,
who think in the frames of the following paradigm, in their work put accent on publications,
news, communication campaigns and creation of contacts with mass media. Therefore public
relations has mainly got tactical meaning. Representatives of traditional paradigm believe that
they are able to control messages for society, influence attitude and behaviour of society,
persuade the society to change their opinion with the help of asymmetrical communication.
Communication is planned in order to promote interests of organization not taking into

consideration or maybe taking a little into consideration the public opinion. In brains of people it
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is created such a conception about organization which protects it from surrounding environment
and allows it to behave in appropriate for this organization way.

To say shortly public relations is understood as one-way asymmetrical communication
for getting benefit unilaterally.

In traditional paradigm public relations is often explained as marketing communication
function which support marketing with publications in media or public relations is also combined
with advertisement in integrate marketing communication programme. The following opinion is
mainly represented by the marketing theoreticians and practitioners. Marketing people
understand public relations as free placement of publications into mass media in order to support
the promotion of product in the market and performance of services for clients.

Although tactical role has mainly been given to traditional paradigm, however,
sometimes it is defined as management function using such concept as image management,
reputation management, brand management and perception or understanding management.
Describing public relations as image (reputation) management the image(reputation) not
relations is put on the first place. Reputation can be created by different means, relations — not.
Representatives of traditional paradigm do not distinguish special differences between concepts
of public relations and propaganda.

In the following promotion paper it is concluded, that it is possible to distiguish three
approaches for pulic relations within the traditional paradigm:

e communication approach to public relations — public relations is implemented on
tactical level as the communication function with the aim to provide the flow of
information between organizations and their audiences; the character of
communication is not limited (it is permited to use non-ethical communication,
elements of propaganda and manipulation);

e marketing approach to public relations — public relations is implemented on
tactical level as the marketing supportive function with the aim to promote tha sale of
product; the character of communication is not limited (it is permited to use non-
ethical communication, elements of propaganda and manipulation);

e reputation management approach to public relations — public relations is
implemented on strategic level as one of the management functions with the aim to
create the image (reputation) of organization for keeping power position, promoting
its interests and protecting, getting benefit unilaterally; the character of
communication is not limited (it is permited to use non-ethical communication,

elements of propaganda and manipulation).
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Strategic management or behavioral paradigm

Opinion of reperentatives of strategic management or behavioral paradigm is different
(James E. Grunig, his colleagues and students). They consider that public relations managers
should participate in strategic decision making, by this way helping to manage the organization
behaviour and relations with its publics. The representatives of the following paradigm put the
accent on multiform two-way communication in order to provide dialogue between the
organizations and their publics before the decision making and after it as well. This paradigm
does not exclude the perfomance of traditional public relations such as media relations and the
information distribution, but it extends that more including the research and listening there.The
representatives of the paradigm consider that public relations performs benefit for the
organizations helping them in the decision making, the development of policy, the promotion of
services and acting by the way which is acceptable for the interested audiences, thereby
increasing organizations incomes and decreasing expences and risks.

Summarizing the cognitions got during the analysis of scientific literature it is possible to
conclude that there could be one more additional approach named to already three above defined
approaches of traditional paradigm, relationship management approach to public relations —
public relations as management function tha aim of which is mutual understanding and
supportive relations.

The conception of the promotion paper represents and supports approach of relationship
management to public relations. On the grounds of the following approach and defined general
principles of James E. Grunig and his team it is possible to carry out five ideal criteria of public
relations :

e public relations is one of the organization management functions;

e public relations is deliberately conducted activity with the aim to create maintaini
and improve mutually understanding and supportive relations, as the result creating
positive image (reputation) of organization;

e public relations is a work with determined internal and external publics of
organizations;

e public relations is a planned, continuous and deliberately conducted process;

e ethical two-way communication is used in public relations.

After these criteria combination the definition of public relations is following: ,,Public
relations is one of the organization management functions, a planned, continuous and
deliberately conducted process with an aim to create and maintain mutually understanding and
supportive realations with internal and external publics of an organization, realizing ethical two-

way communication as the result creating a positive image (reputation) of the organization.”
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The following definition puts accent on the creation of relations, its maintainance and
improvement. The logical result of the following activity is positive image (reputation) of the
organization which is not the aim itself but logical result of the accomplished task.

On the grounds of the five mentioned public relations criteria and its definition the third
chapter of the promotion paper looks through the time since which public relations has been
practiced in Latvia, separates different periods of its development and gives the conclusion about
which of the four approaches is dominating in every separated period. As well as the fourth
chapter researches the understanding diversity of public relations in Latvia, analyzes the concept
of the understanding diversity of public relations and approach diversity to public relations in

higher educational instituations of Latvia.

1.2. The main factors which influence understanding of public relations

It is undeniable that the understanding of public relations is influenced by close to it
branches, for example, marketing, sociology, journalism, psychology etc. Public relations is very
often mixed with other branches, more often with marketing, advertising and journalism. As it is
conluded before that there is marketing approach to public relations within the theory and
practice of public relations, the following chapter researches how and why marketing theory and
practice influence understanding of public relations, gives explanation what common and
different two branches have, what models of their relations could be.

As public relations researchers determine education undoubtedly influences
understanding of public relations, that is why the following chapter researches and analyzes
approach diversity for public relations in higher educational institutions of different countries.

The influence of marketing theory and practice on understanding of public relations

Marketing as well as public relations is relatively new branch which is fouded in the 20th
century and developed parallelly with public relations. According to the senior lecturer Julia
Jahansoozi from University of Central Lancashire in England the branches of public relations
and marketing have been developing parallelly, in blind and isolation from each other and as the
result public relations has suffered, because marketing without understanding of public relations
field has expanded its bounds and included public relations theory and practice into marketing
intelectual field. The USA marketing and communication professor James G. Hutton also writes
that marketing literature and the research have aggressively occupied the territory which is
traditionally considered as public relations field, changing itself into public relations.

The idea is about simultaneous turn of both branches to relations management. While in
1984 the USA professor M. A. Ferguson fights for relations prospects in public relations
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expressing the opinion that the grounds of public relations research and practice should be the
relations of organizations with thier publics, the USA marketing professor Leonard L. Berry has
created the concept relationalship marketing.

Advertising industry gradually started also to take over public relations in 80th and 90th
making the decision to include public relations into its wide offer. The concept of integrated
marketing communication has appeared. The ‘movement’purpose of integrated marketing
communication or integrated communication is to unite marketing, advertising and public
relations with the the aim to provide consistency of message and unite divided responsibility
over the clients. However, it is considered that taking into consideration wide functions of
marketing, advertising and public relations they cannot be united and named by one concept.
Integrated communication can unite all possible ways of communication with the society
(advertising, sale promotion, personal selling, direct marketing, marketing public relations). The
basic essence of branches can be lost if they are united, and then it is practically worked only
with providing the information. In order to implement the successful communication and
maintain good relations with all publics of the organization the highest rank managers of public
relations and marketing should develop the united strategy of integrated communication.

It should be considered that organizations which would like to reach their targets must
implement functions of public relations and marketing as well. Each of them has its own
mutually additional aims, essential role in existance and development of organization, creation of
relations and maintainance with publics. Neglecting one of the functions the organization cannot
effectively implement the second one. In ideal variant the organizations should equally show the
important role for public relations and marketing as well

The researchers of public relations and marketing, the lecturers of higher educational
institutions and the practitioners should expand their horizons and go deep also into the essence
of the second field as well. It will solve the mutual conflicts and give the posiibility for closer
cooperation what is vitally necessary for development of theory and practice of both branches.
The essential importance in creation of public relations understanding is given to higher
education insitutions, their offered study programmes, that is why the next chapter researches
how higher schools implement studies of public relations, what approach is used to public

relations.

Approach diversity to public relations in higher education institutions of different
countries
Education institutions, especially higher education institutions, have a very important role

in creation of understandin g of public relations. Higher education institutions provide students
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with knowledge which can be used in practice later on or used as a good background for further
studies or research.

There are different opinions and ideas about the type or profile of schools/departments
which should implement the studies in public relations or what content study programme in
public relations should have. The diversity of opinion is reflected in content variety of study
programmes and organization of study process. Public relations is studied at the branches of
communication, economics and management as well. It shows different approaches for public
relations. This chapter descibes the scientific branches which educate public relations stutdents at
the higher educational institutions of the USA, Great Britain, Germany, Sweden, Russia and
other countries.

In mentioned countries (USA, Great Britain, Germany, Sweden, Russia and other
countries) public relations is mainly offered by communication (journalism) and/or marketing
and business departments. This fact is an obstacle to slow professionalization of public relations.
These people, who have studied public relations at business higher schools, understand public
relations as element of marketing (marketing approach for public relations), on the other hand
these, who have studied public relations at the branch of journalism, understand it as
communication or much narrower — as relations with mass media (communication approach for
public relations). Public relations should be taught interdisciplinary — the studies should include
not only theory and practice of public relations but the study courses of communication,
marketing, business, journalism, culture, psychology and others as well. In ideal variant the
studies of public relations should be under the control of separate department which would

provide interdisciplinary relations of management approach for public relations.

1.3. Public relations development and understanding diversity in foreign

countries

To undrestand the reasons of the beginning and development of public relations in Latvia
and compare its development with the experience of other countries the following chapter
researches the development of public relations in different countries of the world paying special
attention to the division of development into periods. It researches these countries which could
have bigger or smaller influence on the development of Latvian public relations and creation of
understanding about public relations.

Since the beginning of public relations is mainly connected with the USA the following
chapter researches the ways of public relations development in this country in order to compare
and make the conclusions whether Latvia has gone through the same periods of development. It

also researches the practice origin and development of public relations in the countries of
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Western Europe (Germany, Sweden, United Kingdom) in order to find out different features of
public relations practice in the countries of this part of the world and understand wether they
refer to the pracice in Latvia as well. This chapter also summarizes and anlyzes former
researches about public relations in the countries of Central and Eastern Europe. Since Latvia has
been closely connected with Russia for many years the specail attention is paid to the
development of public relations exactly in this country in order to find out whether, as
neighbourhood big country, it has influnced practice of public relations in Latvia.

After the analysis of public relations division into periods of USA and Western Europe
countries, its descriptive features, the development models of similar to public relations acivity
discovered, in practice of three Anglo-Saxons countries, it is concluded that the development of
organizations communication/ relations with the society is changed within the time — from
propaganda to manipulation in order to keep the power positions with the help of information,
promote the organization interests, mainaintain, get unilateral benefit etc, to the development of
two-way communication, creation of mutual understanding between organizations and connected
with them society.

Although the beginning of public relations practice comes form the USA the history of
public relations there is also not so long. The development of modern public relations has just
started in the first ten years of the previuos century. Public relations reseachers approve that
countries of Western Europe (Germany, Sweden etc) after the World War 11 have adopted the
public relations practice of the USA. Without that the researchers see similar (management,
operative) and different (reflexive, educational) functions/roles of public relations in the practice
of the mentioned countries as well.

Analyzing public relations in the countries of Central and Eastern Europe it is possible to
make some conclusions. Firstly, parallelly historically unprecedented transition experience from
centrally planned to the market economy in the mentioned countries the first time in the history
of public relations thre are used its strategies and instruments, in order to provide peaseful
transition from politically economic system to another one. Secondly, the inheritance of the
former system which is reflected in the way of thinking, in the economic structure and resourses
placement mechanisms has created the restriction combination for the use of public relations
general principles, therefore it is necessary the time in order to adapt post socialism countries to
Western public relations theory and practice. In the beginning of the transition period the strong
influence of Soviet Union ideology and propaganda on communication practice is strongly
feelable in the countries of Central and Eastern Europe. Communication practice in the
beginning of post socialism period in the 90th is similar to the USA communication practice in
the beginning of the 19th century and the communication practice of Wetern Europe countries in
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the beginning of the 20th century — propaganda is used, it is manipulated with the help of

information.

2. METHODOLOGY AND ORGANIZATION OF THE RESEARCH

The empirical research, based on studies of scientific literature, is carried out where the
following methods for the data analysis have been used:
e experts questionnaires (single, extended, partly structered interviews) — to get the
data about thee development of public relations in Latvia and find out how public
relations is interpreted nowadays (in 2010);

e analysis of documents — to examine and get additional information about the
development of public relations in Latvia and information about the offer of Higher
Education Institutions in Latvia in public relations field

Qualitative content analysis is used to analyze and interpret obtained data.

The experts questionnaire is a special kind of questionnaire because the chosen
respondents are experts, specialists of definite filed (branch) who evaluate facts or process. The
essence of experts quastionnaire is the discovery and evaluation of complicated aspects of the
researched problem what increases the credibility of obtained information and carried out
conclusions. One of the ways how to carry out the experts questionnaires is interview.

In order to get the experts the (so called) method of snow balls is very often used, where
one of the research participants identifies and recommends the other one. This process is often
started from personal contacts. Then interviewed persons recommend the next potentia
respondents.

The following research contains the method of snow balls as well. The lecturers of Public
Relations courses in Higher Education Institutions have been the first experts who recommended
the next potential respondents.

There is one imperfection within the method of snow balls, namely, credibility — it is
impossible to rely on recommendations of only one respondent. Therefore several snow balls
have been used int the following promotion paper where every next respondent is chosen
according to the recommendations of several already interviewed respondents.

The experts for the research have been chosen according to the folowing criteria:

e the level of expert competence; it is determined by one of two criteria:

o expert — the lecturer of Public Relations courses in Higher Education Institution,
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o expert — one of the first public relations initiators in Latvia (the biggest part of
these experts have been actively working in the public relations field during the
time of the following research as well);

e mutual evaluation of experts, self-evaluation.

30 respondents have participated in the following research. After about 15 interviews the
new information is minimally obtained, respondents have approved answers of before
interviewed respondents more than perform a new one.

11 respondents are the lecturers of Public Relations courses in Higher Education
Institutions (9 of them have also got practical experience in the public relations field), 19
respondents are practitioners of public relations/communication field — the owners of public
relations agencies, board chairmen, project managers, consultants, managers of structural units in
the organizations and others.

Respondents of both academic and practical environment allow to analyze understanding
of public relations and its development much deeper than if it would be when respodents were
representing just one of the activity fields.

Experts questionnaire was implemented using single, extended, partly structured
interview meeting the respondents one time. The average length of the interview — 90 minutes.
All the interviews, except three ones, have happened meeting the respondents at the place chosen
by them in Riga. Two interviews have happened using internet technologies (Skype). One time
the answers are received in written form, because it was more convinient for the respondent. All
the questionnaires, except written one, are recorded by the dictophone

Before the interview the questionnaire has been carried out which consists of 2 parts.
Questions of the interview are based on analysis of scientific literature, and are carried out so
that it could be possible to get the answers to the research questions. The first part contains the
questions which concern the pre-history of public relations and its development in Latvia. The
second part contains questions which help to find out the respondents understanding of public
relations concept and discovers their opinion about the meaning of public relations in Latvia
nowadays. The questionnaire contains 44 questions. Interviews took place in the period of time
from January, 2010 till April, 2010.

In order to check and specify the obtained information got from the respondents (for
example, the time of establishement of the public relations agencies, the exact names of the
agencies) available internet resources have additionally been used, Lursoft data base, homepages
of the public relations agencies.

In order to get data about the offer of Latvian Higher Education Institutions in public

relations field the research of accreditation ducuments of public relations study programmes
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available at the homepage of Higher Education Quality Evaluation Centre is carried out.
Obtained data are reflected in the table ,,The comparison of basic level study programmes in
public relations field (PR) in Latvian Higher Education Institutions”.

Summarized information is used to identify approach to public relations of every Higher
Education Institution.

In the following research the qualitative content analysis is used to analyze and interpret
obtained data.

3. PRE - HISTORY OF PUBLIC RELATIONS DEVELOPMENT AND
DIVISION INTO PERIODS IN LATVIA

3.1. Pre-history of public relations development in Latvia

The opinion of respondents about the beginning of public relations implementation in
Latvia is different. The biggest part of the respondents consider that it is possible to speak about
the beginning of public relations in Latvia only since the independence of the country. However,
not all respondents agree with that and mention that public relations is also implemented in the
Soviet times and even earlier.

The following chapter researches whether the practice of public relations is implemented
or not in Latvia before its independence in 1991. In order to get the answer on the following
question historical materials are analyzed which describe the time when Latvia was joined to the
to the totalitarian power system of the Soviet Union (1945-1991), and the opinion of respondents
in the following question is discovered as well. The following chapter researches whether in
Latvia, the same as in other countries, public relations is used as the instrument for providing the
changes. This chapter helps to understand better the specific features of public relations
development after Latvia has got its independence.

As the result it is possible to say that during the time of the Soviet Union (1945-1991)
public relations, in modern understanding, did not exist. Within the time of Soviet occupation it
is possible to see separate public relations features, the use of separate public relations methods
and instruments, however, within the situation in the country, when the public opinion is not
taken into consideration, when soviet ideology, way of thinking , truth interpretation, propaganda
is imposed, it is impossible to speak about creation of relations with society — public relations.
Practice in Latvia approves the cognitions of public relations researchers from other countries —
in tyrant regime relations with the society can not be made, the presence of public relations is the
feature of democratic country.

It is possible to speak about pre-history of public relations development since the creation

of the first public opinion sprouts during the time of Third Awakening til the coutry
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independence (1987-1991). During that time, certainly, concept public relations is unknown and
not used. This is the time when people start to express their opinion, the control over mass media
is partly lost. In order to create public opinion different public organizations (Helsinki-86, VAK,
LTF, LNNK, Interfronte and others) organize special events — demonstrations, meetings and
others attracting big public masses and attention of mass media of foreign countries. There are
also used such public relations methods as work with mass media or development of publicity
(news performance, organization of press conferences, participation in TV and radio broadcasts
and so on), creation of informative materials and distribution, lobbying, understanding of public
opinion and so on.

On the grounds of traditional paradigm of public relations it is possible to say that during
the time of Third Awakening it is already possible to speak about communication approach for
public relations. On the other hand, taking into consideration public relations criteria set at the
end of the subchapter 1.1. it could be concluded that during the time of Third Awakening in
Latvia it is still impossible to speak about practice of public relations in the context of strategic
management paradigm. Despite the fact that public relations becomes more open, state
departments and other organizations are still closed for communication with the society, they do
not implement understanding practice of public relations with the aim to create, maintain and
improve mutually understanding and supportive relations with internal and external publics of
organization.

In 1991 Latvia regains independence and it is impossible to deny that the big role here is
given to the use of separate methods and instruments of public relations. These are performed
usefully for that to provide a quiet transition from one socially political and economic system to

another one.

3.2. Division of public relations development into periods in Latvia

On the grounds of the cognitions about public relations got from the scientific literature,
Latvian historical facts, the analysis of internet resources (data base) and respondents opinion as
well, the promotion research gives the conclusion that since Latvia has got independence in the
development of public relations the following periods of the development could be
distinguished:

1) beginning period (1991-1994),

2) institutionalization period (1995-2000),

3) professionalization period (2001-...).

In the promotion paper every period is described and detaily analyzed, it reflects the

descriptions of every period, respondents opinions have been compared and analyzed as well.
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Facts got during the interviews are checked using legislation and resolutions or internet data base
(for example, Lursoft). As the result it is identified which of the approaches for public relations

dominates in every period.

The beginning period of public relations in Latvia (1991-1994)

The period from 1991 till 1994 can be named as the beginning period of public relations
It is the time when the first press secretaries of the organizations, public relations practitioners
start their work.

Separate parallel ways of the development can be seen in the following period: the
employment of press secretaries in large quantities, the intorduction of public relations position
in some organizations, the use of public relations methods in creation of image of politicians and
parties, creation of agencies which, in addition to other services, offer to implement also separate
methods of public relation.

Summarizing the conclusions about the beginning period it is possible to say that rapid
changes which happen since Latvian independence has been regained, show the necessity to
communicate with the society, inform, explain, create the understanding, get the acceptance in
the society.

The favourable ground for public relations coming into Latvia appears. But, since very
seldom somebody understands the necessity of public relations and remarkable role of changes
processes, public relations is relatively slowly implemented into practice.

In the beginning of the 90th it is worked on the provision of publicity, one-way
communication is implemented, which character is not limited. According to the words of
J.Grunig and T. Hunt, public-relations-like activities are implemented in the following period.
Communication approach for public relations is dominating. It is the same with activities in
creation of publicity — it is the beginning of public relations development in the other researched

countries as well.

Institutionalization period of public relations (1995 —2000)

Institutionalization period of public relations development in Latvia starts with the
establishment of first public relations agencies in 1995 and formation of the first structural units
in the state organizations in 1996; it lasts till 2000. Within the following period Higher School of
Vidzeme carries out the first study programme of public relations in Latvia. It is like an example
for other Latvian Higher Education Institutions. The communication of the parties and politicians
with voters becomes more multiformed. Public relations is rapidly developing in Latvia that

time.
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Whithin the changes in economic situation in Latvia (from central planning to market
economy) the foreign companies get into the country. They ask for the services of public
relations agencies. Representatives of the organizations ask for that former journalists who could
change their previous work to unknown field of public relation. Some period later in Latvia the
first public relations agencies are established (the first public relations company registered in
Latvian Enterprise register on 28th March, 1995). It is the company with limited liability
Consensus PR).

Summarizing the data of the research it can be said that the first public relations agencies
are established according to the demand of foreign companies in Latvia that time. The agencies
mainly serve the business, not political organizations. Public relations has mainly been used for
product promotion. Since the first founders of agencies are journalists the main service of public
relations is providing publicity in mass media. The second kind of services is lobbying. Foreign
companies to get into Latvian market invite for assistance public relations agencies with the aim
to get the favourable changes in legislation and resolutions. In the following case the
publications in mass media get quite a big importance. In that period of time marketing approach
for public relations is manily dominating in the work of agencies, some separate activities

approve the use of communication approach for public relations as well.

On 1st January, 1996 in Bank of Latvian the Public relations depatrment starts its work
which could be considered as the first structural unit of public relations in the state organization
in Latvia.

Summarizing and analyzing the data got in the research it is possible to conclude that
public relations workers of Bank of Latvia supported and developed public relations of the bank,
and, organizing meetings for different organizations representatives with foreign lecturers,
generally put a very important investment into development of public relations in Latvia.
Positevely evaluated fact is that, as already in 1996, establishing the first structural unit of public
relations in Latvia it has got the remarkable place in the structure of organization — direct
subbordination to the higher rank manager. However, in the first years it is stil impossible to
speak about public relations on strategic level. Described activities of the bank mainly approve
the use of communication approach for public activities. Bank is also one of the first what starts

to use asymmetrical two-way communication model in its work with society in Latvia.

In the middle of the 90th in Latvia communication of politicians with voters during the
pre-elections time becomes more professional, however, during this period of time it is

impossible to speak about rapid development of political public relations. Gradually it is
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understood that public opinion should be researched, the dialogue with voters should be made, it
IS necessary to meet with the public, in order to approve that the opinion of voters is important,
to answer the voters questions and prevent missunderstanding. However, the model of one-way
publicity creation is sitll used. The society is communicated with using elements of propaganda
and mainly paid advertising. Looking from the point of traditional paradigm it is possible to say
that in political public relations that time the approach of reputation management for public
relations could be seen — public relations is implemented on the strategic level with the aim to
create the image(reputation) of the party/separate politicians to keep the position of power, to
promote and defend their interests, get benefit unilaterally; the description of communication is
is not limited (it is allowed to use non-ethical communication, elements of propaganda and

manipulation).

The first Higher Education Institution which offered studies in public relations field, how
it is already mentioned, is the Higher Education Institution of Vidzeme (established in 1996).
After the analysis of society interests and that time necessities it was decided to work out the 2nd
level of professional higher education the study programme ,,Psychology and Public relations”
(for the period of accreditation the name was changed: ,,Communication and Public Relations”.
The following study programme is the first study programme in the public relations field in
Latvia. Since the very beginning public relations is taught as the separate branch, not as
marketing subcategory. The study programme includes communication, management and
economics, and specialization courses in public relations as well. Approach to public relations as
the separate branch shows the professional understanding of public relations. In that case study
programme creators and teaching staff have a step forward to that what really happened that time
in Latvian practice

In 1997 the University of Latvia works out Professional Bachelor study programme
,Communication Science”, where one of the branches is public relations. Taking the Higher
Education Institution of Vidzeme and the University of Latvia as examples also other Higher
Education Institutions start to offer study programmes in public relations.

In Latvia study programmes, in comparison with the countries of Western Europe, are
worked out 20 years later, but, in comparison with post socialism countries of Central and
Eastern Europe, - almost at the same time. Then it is possible to conclude that, in the time, when
the first study programmes are worked out in Latvia, in Europe higher education in public

relations field is just in the begiining period of its development.
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Professionalization period of public relations (2001-...)

Despite the fact that institutionalization of public relations continue, with the year of
2001, when public relations aasociations are established, development of public relations can
separate a new development period — professionalization period. That time public relations
becomes a profession. Public relations continue to develop, it becomes more and more
professional, in the same time the branch is still having serious problems, which should be
solved in order to affirm that public relations practice in Latvia is, in total, professional, that it
corresponds to five public relations criteria determined in the beginning of the promotion paper.
It is still necessary to grow and improve so far.

The time from 2001 is remarkable with public relations events/activities and in that case
is relatively rich and multiformed. The most remarkable events of the following period, which
promoted the development of public relations, are the establishment of two public relations
associations, the establishement of Public Relations Awards, the publishement of the first book
(about public relations) in Latvian language, the inclusion of the public relations profession into
Professions Classificator, and public relations standards development and affirmation, the
development of Master level study programme of public relations, the development of Doctoral
level study programme in communication science as well etc.

After the respondents opinions have been obtained and analyzed, making the analysis of
some information soureses (documents, internet portal, articles etc) it is concluded that the main
factors which influence public relations professionalization are the liquidation of trade barriers,
the development of information and communication technologies, financial and economic crisis
in Latvia in 2008, disorder of political environment etc.

One of influential factors of public relations professionalization is the liquidation of trade
barriers between world countries — more and more foreign enterprises come into Latvia who
require the services of public relations agencies. In order to implement united public relations
campaign, foreign companies, coming into Latvia wish to have the services performed by known
and recognized cooperation partners. Therefore Latvian public relations agencies sre involved
into international networks, thereby learning and taking over experience of other countries.
Nowadays in Latvia several agencies work cooperating with big international agencies, for
example A. W. Olsen & Partners, Hauska & Partner, Nords Porter Novelli. In the international
network the status of cooperation partner performs the opportunity for Latvian agencies
cooperate with netwrok partner agencies in many countries of the world, adapt and implement
the campaigns, get international experience and improve themselves.

However, as the long practice public relations practitioner K. Rozenvalds points out, the
adapted campaigns do not approve yet the high level of development of public relations in
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Latvia. Adaptation does not require a big art, however, the following process has its own plus —
making lasting adaptation of other countries campaigns, Latvian public relations practitioners
start to understand what and how to do. Cooperation with foreign countries is also one of the
reasons of different approaches to public relations understanding in Latvia.

Public relations practice in Latvia is also influenced by the development of information
and communication technologies.

According to the data of Latvian Internet association published on its homepage, the
quantity of internet users in Latvia is growing with every year. The quantity of internet users in
in Latvia in the beginning of professionalization period, in 2001, is small — 7 % of Latvian
citizens, however, every year the quantity of users is rapidly growing. Latvijas iedzivotaju,in ,
2010 achieving 70 % Latvian citizens.

Rapid growith of internet users gives possibility to use new communication cannels for
the distribution of the information and/or reflexive links provision with externaland/or internal
publics (internet news portals, organizations homepages in internet and intranet, social mass
media, e-mail etc). However, according to the analyzed researches in promotion paper,
organizations have not evaluated the performed by the internet options for the implementation of
organizations targets.

In 2004 Latvia joined the EU. However, as respondets point out exatly joining the EU (if
it is not taken into consideration to implement the range of campaingns) does not influence the
development of public relations field in Latvia. Therefore its participation influence on the
development of relations practice is not reflected and analyzed.

At the end of 2008, the economic and financial crisis strarts in Latvia, public realtions has
the period of changes. Resprodents point out that rapid growth of qualitative factors have
stopped — the budget for public relations events is shorten, a lot of public relatins specialists are
redundant, small public relations agencies stop their activity. However, analyzing the next fact it
is concluded that financial and economic crisis undoubtedly have influenced the development of
public relations in Latvia. Beacuse of that influence public relations becomes more professional,
creative and more evaluated an recognized. Therefore the usefulness of public relations is not
confirmed. It gives hope that the understanding of public realtions as profession in the society
will be changed within the time and the branch prestige will be improved. The services of image
making offered by media and the expansion of work of advertising agencies, offering the
creation of publicity, have ordered public relations agencies to develop and search for the new
improvement. Therefore agencies start to pay more attention to business consultancy. Social
media and direct communication come into the work of public relations. Therefore it is

considered that crisis does not note the new period of public relations field, but gives stimulus
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for further profssionalization. Its influence decreases communication approach and marketing
approach to public relations and more often public relations is implemented as strategic
management function.

Disorder of the political environment (splitting of parties unions after the elections, short
period of governing time, low citizens participation and trust to political parties and goverment)
has delayed not improved the development of publc relations in Latvia. According to the
respondents propaganda and manipulation are still used in politics. It is impossible to deny that
political communication campaigns become more varied and more and more two-
way(asymmetrical, not symmetrical) communication is implemented with voters — political
debates with mass media and together with voters play much bigger role, it is more often
communicated in social media, however, political communication is still in the way of campaign,
not long-term.

In total, it is possible to conclude that in professionalization period public relations
continue to develop rapidly, however, symmetrical two-way communication dominant does not
describe the following period. According to the analysis of the information provided by the
respondents the big organizations — the beginners of public relations practice in Latvia,
understand more the necessity of relations development and maintainance, mission of social
respronsibility. Propaganda and manipulation are still used in politics.

In the following period crisis influence decreases communication approach and
marketing approach to public relations and more often public relations is implemented as
strategic management function. In practice reputation management approach to public relations

is observed. It is possible to see the features of relationship management to public relations.

4. UNDERSTANDING DIVERSITY OF PUBLIC RELATIONS IN LATVIA
4.1. Approach Diversity to public relations

The analysis of respondents insights confirms that understanding of public relations in
Latvia is different, that is why this chapter explains how the concept of public relations is
understood in Latvia, whether it is possible to determine different approaches to public relations
and whether practised public relations in Latvia corresponds to five public relations criteria
determined in the beginning of the following promotion paper.

Ideas are different about who and when has introduced in Latvia the official translation of
the term public relations into Latvian language — ‘sabiedriskas attiecibas’, that is why the
following chapter researches the origion of the term. The respondents opinions have been
analyzed concerning the question of the term ‘sabiedriskas attiecibas’ in Latvian language as the

most relevant one for the name of the following branch/field.
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Compliance of Latvian public relations understanding and practice to public relations
criteria

The following subdivision researches the compliance of Latvian public relations
understanding and practice to five ideal public relations criteria

One of the ideal public relations criteria determines that public relations is one of the
organization management functions. According to the following the respondents opinion is
different .

Summarising the respondents opinions the unequivocal conclusion cannot be made up. In
some organizations public relations takes a strategic role and is implemented as management
function, but in most cases it is not so — public relations is implemented on tactic level, public
relations is like synonym of word communication — public relations practitioners are working to
provide the flow of information. In that case it is possible to speak about communication
approach to public relations.

There are some respondents who consider that public relations is marketing supportive
function. The following understanding of public relations shortens its field of work, and as the
result the marketing public relations is implemented what is the only one of the public relations
working tendences. Respondents opinion identifies one more approach to public relations in
Latvia — marketing approach to public relations.

The biggest part of respondents understand what public relations is and what marketing is
and what relations can exist between these two functions. These respondents understand public
relations as management function. On the other hand as the results of the research show in
practice public relations as management function is minimum implemented. In practice
communication and marketing approaches for public relations are dominating.

As the respondents participated in research take status which gives possibility to deliver
their knowledge further and express their opinion for others there is a hope that understanding of
public relations in Latvia within the time will be changed and improved, and in practice public
relations will be implemented as strategically significant management function.

The combination of two public relations criteria determines — the aim of ideal public
relations is to create, maintain and improve mutually understanding and supportive relations as
the result creating a positive image (reputation) of the organization. It is also possible to see
remarkable diversity of opinion according the following question.

Ideas differ according to the aim of public relations. The aim mentioned is as positive
image (reputation) of the organization, relations, the flow of information, provision of

communication as well.
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Summarizing the opinions of respondents it is possible to conclude that in Latvia it is
created, step by step, the understanding that the aim of public relations is to create, maintain and
improve mutually understanding and supportive relations, however, the answers of respondents
show that it is more on the theoretical level — respondents know that theory has such a statement,
but their answers do not give the following conviction. In practice the general provision of
communication or the provision of communication for support of marketing is defined as the aim
of public relations what approves one time more that in Latvia communication approach and
marketing approach for public relations are dominating.

Sometimes positive image (reputation) is mentioned as the aim of public relations, not
how it is showed in the given criteria that image (reputation) is the result. Perhaps, that in the
following case the essential nuance is not understood — if the image (reputation), carried out in
the foreground, is not determined, then what means the aim is reached with. If in the foreground
it is relations, that indicates the ethical character of the process, mutual benefit. Positive image
(reputation) is the logical result for relations. It is not necessary to work on it anymore — in the
result of mutually supportive relations the positive image (reputation) of the organization is
created automatically. Setting image (reputation) as the aim points out to the approach of
reputation management for public relations.

The next criteria of public relations is ,,public relations is a work with definite internal
and external publics of an organization”. It means — to determine clearly the parts interested in
the organization performance and work with them, not with all society in general

During the interview all respondents point out that in practice it is mostly communicated
with external, not internal target audiences of the organization. In general it is possible to say
that in practice of public relations in Latvia the work with external publics mainly takes place,
internal publics are left aside. The branches of foreign companies in Latvia are good examples of
work with internal and external publics. The work with external publics points out to the
approach of communication and reputation management for public relations, not the approach of
relationship management.

Ideal pubic relations is a planned, continuous and deliberately conducted process. It is not
always in Latvian practice. In general it is possible to conclude that respondents understand that
public relations is a continuous and deliberately conducted process, but in reality thre are
problems in practice there. It is approved by the fact that in Latvia public relations is mostly
implemented on tactical, not strategic level, what points out to the communication and marketing

approach for public relations.
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Practice of public relations in Latvia does not basically correspond to the criteria what
sets the ethical two-way communication. Non-ethical two-way communication dominates. As it
is already concluded before, as in other post Soviet Union countries the essential meaning is
given to the inheritance of the past left on people’s thinking and behaviour.

Although practice does not correspond to the set criteria, however, theoretical
understanding of respondents about what public relations is, in general, corresponds to the set
criteria. The biggest part of respondents understand public relations as management function, the
part of respondents mention relations as the aim of public relations, all respondents approve the
necessity of work with external and internal publics as well. Respondents understand that public
relations should be planned continuously and ethical two-way communication should be used in
the following work.

On the grounds of the scientific literature analysis where four approaches for public
relations were carried out, it should be concluded that four approaches to public relations could
alos be carried out in Latvian public relations practice and concept understanding.
Communication approach and marketing approach for public relations are dominating. It is also
possible to meet reputation management approach and relationship management approach to
publicrelations.

Public relations theory and practice of the USA and Russia have mostly influenced the
diversity of approaches for public relations in Latvia.

USA influences the understanding and practice of public relations in Latvia in two ways.
After the analysis of the researchers works on public relations strategic management paradigm,
the following paradigm and relationship management approach to public relations are slowly
adapted in Latvia. The following understanding is not so widely expanded in Latvia. On the
other hand learning USA marketing theory where public relations is defined as marketing
supportive function, in Latvia there is adapted the understanding that public relations is the only
one marketing supportive function. The following understanding is mainly dominating in Latvia,
because marketing theory and practice is known early than public relations. The first books in
Latvian language in the marketing field are already published in the beginning of the 90th of the
20th century, on the other hand in public relations field — only in 2002. The dominance of the
following approach in Latvia is also confirmed by the public relations study programmes
contents of Latvian Higher Education Institutions.

The development of public relations in Latvia is also influenced by the past of the country
(communication culture during the Soviet Union regime) left the step in the people’s thinking
and acitons, and public relations theory and pratcice of the big neighbourhood country Russia as

well. Latvia has common past with this country and the connetion is still strong. Influence still
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exists because 28% of Latvian citizens are people of Russian nationality and a big part of
Latvians understand Russian lanuage, therefore it is possible to study literature and other sourses
published in Russian, the respondents do not deny the following fact. As the result of the
mentioned influence it is overtaken practice not to limit information character — it is expanded in
practice in Latvia, observed to communication, marketing and reputation management approach.

Communication aprroach to public relations is created historically. Such public relations
is pracised in the USA and other countries in the beginning periods of public relations
development , and this pracice is still used. Thus practised public relations is not developed
together with the time and is not achieved the next phase of its development, when it is
implemented on strategic level as one of the management functions. In Latvia communication
approach to public realtions is widely spread and often expressed as one-way communication
with mediation of mass media. The follwing practice is mainly supported by the fact that the first
public relations practitioners in Latvia are former journalists, who understand the media features.
It is difficult to point out whereand from what Latvia has adapted the following approach to
public relations. Perhaps, the following approach like in other countries is created because of the
necessity — the publicity was necessary and, how could, it was provided, without overtaking this
practice from anyone concretely. Respondents — the first beginners of this field in Latvia point

out this fact as well.

4.2. Diversity of public relations education in higher education institutions in

Latvia

As education is one of the factors of understanding development, the following chapter
gives the copmarison and analysis of the study programmes in public relations offered by
Latvian Higher Education Institutions, in order to find out how in Latvia studies in public
relations field are implemented and which country’s practice Latvia is adopted. It is determined
every Higher Education Institution approach to public relations. Respondents opinions about
offer of Higher Education Institutions and graduators readiness for labour market are found out
and also summarized. Summarizing the study programmes offer in public relations field of
Higher Education Institutions it is concluded that it is very big and varied.

Graduators of professional and academic Bachelor study programmes of Latvian Higher
Education Institutions acquires a different name of Bachelor’s Degree — in public management,
communication, marketing, communication management. The variety of degrees shows the
different understanding of public relations and the disorder in education system in Latvia.

Respondents dissatisfaction with the preparation of Higher Education Institutions

graduators to the labour market, firstly, shows that the professional study programmes are the
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most appropriate ones to public relations studies, which provide practice options, secondly,
discovers public relations two-way nature — public relations in education system, in total, is one
step forward than public relations in practice. Students acquire public relations conceptions and
general principles recognized in the world, however, at the labour market they meet the reality
when these principles are not always put into practice.

After the analysis of study programmes contents of Higher Education Institutions has
been made, in total, it is possible to conclude that there are Higher Education Institutions (School
of Business Administration Turiba, Higher School of Vidzeme, Liepaja University), where study
programmes are developed interdisciplinary — it is possible to acquire various study courses
(communication, management, economics, politics, sociology, psychology and others). Making
the comparison with foreign countries it is possible to see the similarity of the study programmes
of German and some USA Higher Education Institutions. There are Higher Education
Institutions (Riga International Higher School of Economics and Business Administration, Baltic
International Academy, International Higher School of Practical Psychology) which, like Higher
Education Institutions in Great Britain and some in Russia, pay biiger attention to advertising
and marketing study courses. On the other hand the study programmes of University of Latvia,
Riga Stradins University and Latvian Christian Academy, which mainly offer different kind of
communication, journalism and specialization courses in public relations, are similarly
developed to the study programmes of Swedish, some Russian and USA Higher Education
Institutions.

Latvian Higher Education Insitutions interepret public relations differently. It is possible to
distinguish communication approach to public relations, marketing approach to public relations,
reputation managemtne to public relations, and relationship management approach to public
relations. The approach diversity is showed by the contents of public relations study
programmes, the name and the given scientific degree. After the analysis of obtained data it
should be said that communication approach and marketing approach to public relations are

more dominating, relationship management approach — less dominating.
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I11. CONCLUSIONS AND THESES PRESENTED FOR DEFENCE

Conclusions

In the following promotion reseach the development and understanding diversity of

public relations in Latvia (1991-2010), based on cognitions got from the analysis of scientific

literature, have been researched and analyzed, as the result there are several conclusions being

made.

1.

The opinions of traditional or symbolic-interpretive paradigm and strategic management or
behavioral paradigm representatives about meaning of public relations is different.
Supporters of traditional paradigm look the public relations from the dominating power
position, it is emphasized the organization power over the society, unilateral getiing of
benefit, unlimitedness of communication desription, on the other hand representatives of
strategic management paradigm emphasize strategic relationship management, the creation
of mutual understanding, maintainance and improvement using ethical two-way
communication.

In the context of traditional paradigm and strategic management paradigm four approaches
for public relations can be separated:

e communication approach to public relations,

e marketing approach to public relations,

e reputation management approach to public relations,

e relationship management approach to public relations.

On the grounds of the following approach and defined general principles of James E. Grunig
and his team it is possible to carry out five ideal criteria of public relations:

e public relations is one of the organization management functions;

e public relations is deliberately conducted activity with the aim to create maintaini and
improve mutually understanding and supportive relations, as the result creating
positive image (reputation) of organization;

e public relations is a work with determined internal and external publics of
organizations;

e public relations is a planned, continuous and deliberately conducted process;

e ethical two-way communication is used in public relations.

After these criteria combination the definition of public relations is following: ,,Public
relations is one of the organization management functions, a planned, continuous and

deliberately conducted process with an aim to create and maintain mutually understanding
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and supportive realations with internal and external publics of an organization, realizing
ethical two-way communication as the result creating a positive image(reputation)of the
organization.”

The development of public relations is influenced by marketing and its development.
Marketing theory defines public relations as one of its elements, not as management
function. It creates incomprehension of what public relations is, and those who are not going
into the heart of both branches, keep their opinion that public relations is one of the
marketing elements. Therefore just the tactical role to public relations in the organizations is
approved, what does not allow to implement its main functions.

The development of public relations is also influenced by the offer of study programme in
Higher Education Institutions. In desribed countries (USA, Great Britain, Germany, Sweden,
Russia and other countries) public relations is mainly offered by communication(journalism)
and/or marketing and business departments. This fact is an obstacle to slow
professionalization of public relations. These people, who have studied public relations at
business higher schools, understand public relations as element of marketing (marketing
approach for public relations), on the other hand these, who have studied public relations at
the branch of journalism, understand it as communication or much narrower — as relations
with mass media (communication approach for public relations).

The history of public relations development is researched by the representatives of
traditional or symbolic-interpretive paradigm, strategic management or behavioral paradigm
as well, who have different opinion about what public relations is. Therefore their
statements, that public relations have started its practice, discover the opinion diversity of
the researchers. Some point out that the similar to public relations acivities have been
practiced before (pointing out that there was not public relations in nowadays
understanding), others show the way of the development of public relations from the
creation of one-way propaganda publictiy to the creation of mutual understanding.

After the analysis of public relations division into periods of USA and Western Europe
countries, its descriptive features, the development models of similar to public relations
acivity discovered, in practice of three Anglo-Saxons countries, it is concluded that the
development of organizations communication/ relations with the society is changed within
the time — from propaganda to manipulation in order to keep the power positions with the
help of information, promote the organization interests, mainaintain, get unilateral benefit
etc, to the development of two-way communication, creation of mutual understanding

between organizations and connected with them society.
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10.

11.

Although the beginning of public realtions practice is found in the USA alto its public
relations history is not long. Modern public relations development has started in the first
years of the 20th century. The public relations researchers recognize that the countries of
Western Europe (Germany, Sweden etc.) after the World War Il have adopted the USA
public relations practice. Despite of that the researchers point out similar (management,
operative) and different (reflexive, educational) public relations functions/roles in the
practice of mentioned countries.

Analyzing public relations in the countries of Central and Eastern Europe it is possible to
make some conclusions. Firstly, parallelly historically unprecedented transition experience
from centrally planned to the market economy in the mentioned countries the first time in
the history of public relations thre are used its strategies and instruments, in order to provide
peaseful transition from politically economic system to another one. Secondly, the
inheritance of the former system which is reflected in the way of thinking, in the economic
structure and resourses placement mechanisms has created the restriction combination for
the use of public relations general principles, therefore it is necessary the time in order to
adapt post socialism countries to Western public relations theory and practice. In the
beginning of the transition period the strong influence of Soviet Union ideology and
propaganda on communication practice is strongly feelable in the countries of Central and
Eastern Europe. Communication practice in the beginning of post socialism period in the
90th is similar to the USA communication practice in the beginning of the 19th century and
the communication practice of Wetern Europe countries in the beginning of the 20th century
— propaganda is used, it is manipulated with the help of information.

It is possible to say that during the time of the Soviet Union (1945-1991) public relations, in
modern understanding, did not exist. Within the time of Soviet occupation it is possible to
see separate public relations features, the use of separate public relations methods and
instruments, however, within the situation in the country, when the public opinion is not
taken into consideration, when soviet ideology, way of thinking, truth interpretation,
propaganda is imposed, it is impossible to speak about creation of relations with society —
public relations. Practice in Latvia approves the cognitions of public relations researchers
from other countries — in tyrant regime relations with the society can not be made, the
presence of public relations is the feature of democratic country.

It is possible to speak about pre-history of public relations development since the creation of
the first public opinion sprouts during the time of Third Awakening til the coutry
independence (1987-1991). During that time, certainly, concept public relations is unknown

and not used. This is the time when people start to express their opinion, the control over

80



12.

13.

14.

15.

mass media is partly lost. In order to create public opinion different public organizations
(Helsinki-86, VAK, LTF, LNNK, Interfronte and others) organize special events —
demonstrations, meetings and others attracting big public masses and attention of mass
media of foreign countries. There are also used such public relations methods as work with
mass media or development of publicity (news performance, organization of press
conferences, participation in TV and radio broadcasts and so on), creation of informative
materials and distribution, lobbying, understanding of public opinion and so on. Public
relations methods and instruments are useful in order to provide peaseful transition from one
socially political and economic system to another one.
Public relations comes to Latvia with the independence of the country regained 1991.
20 years are already passed since that time,and three periods of public relations development
can be seprated:

1) beginning period (1991-1994),

2) institutionalization period (1995-2000),

3) professionalization period (2001-...).
In the begiining period (1991-1994) the first press secretaries and public relations (the
concept has not been translated that time) specialists start their work, who implement one-
way communication with the mass media mediation. The first experience of lobbying
appears. Communication approach to public relations is dominating in public relations
practice.
In Institutionalization period (1995-2000) first public relations agencies (in 1995), the first
structural units pirmas of the organizations (in 1996) and the first study programmes in
Higher School of Vidzeme (in 1996) are established. Public relations becomes as
independent field — public relations services are separated form advertising. Public relations
activity has tactical not strategic description. Organizations become more open to society , it
is tried to understand public opinion, however, it still not possible to speak about
symmetrical two-way communication just about asymmetrical. The opportunities of public
relations services are mainly appreciated by foreign companies, which brings their
experience into Latvia. Propaganda and manipulations are still dominating in political
environment. In industrialization period communication approach to public relations is seen
in the work of public relations structural units of organizations, marketing approach to
public relations is dominating in the work of public relations agencies, on the other hand
reputation management approach to public relations — in the political environment
In Professionalization period (2001-...) the public relations associations are established —
the Latvian Association of Public Relations Professionals (in 2001) and Latvian Public
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16.

17.

18.

19.

Relations Association (in 2001); since 2002 the books about public relations are published
in Latvian language;public relations becomes as an official profession in Latvia — the
professions of public relations field are included into Professions Classificator (in 2003 )
and Professions standards (in 2003); since 2005 Higher Education Institutions start to offer
Master study programmes; in Doctor study programmes of communication science the first
researches in public relations field are started. In the following period because of the
economic crisis the influence of communication approach and marketing approach to public
relations is decreased, and public relations is more and more implemented as strategic
management function. Reputation management approach to public relations is seen in
practice.

The translation of the concept public relations in Latvian language — ‘sabiedriskas
attiecibas’ is used for the first time in the newspaper Nakts (Night in 1995). It is translated
and inroduced into Latvian by leva Plaude-Relingere To iztulko un latvie$u valoda ievies$
leva Plaude-Rélingere, S/IC KOLONNA founder and shareholder. The word combination
sabiedriskas attiecibas is not in contradiction with the determined public relations criteria
therefore it is not necessary to search for another term in Latvian language.

Public relations practice in Latvia, in total, does not correspond to the five carried ideal
public relations criteria. In pracitce public relations as management function is implemented
minimally; the general provision of communication or communication provision to
marketing support is defined as the aim of public relations, sometimes the organization
image (reputation) is defined as the aim as well; the work with external publics mainly
happens, internal publics are neglected; public relations is implemented in the so called
firemen regime, not in long — term; non-ethical one-way communication is dominating.
Respondents understanding what public relations is theoretically correspond to defined
criteria. The biggest part of respondents consider public relations as management function,
some part of the respondents mean relations as the aim of public relations, all respondents
point out the necessity to work with external and internal publics as well. Respondents
understand that public relations should be planned in long-term and ethical two-way
communication should be used in work.

There can be separated four approaches to public realtions in public relations practice and
concept understanding in Latvia. Communication approach to public relations and marketing
approach to public relations are dominating. Reputation management approach and
management approach to public relations can also be observed. The USA and Russian
public relations theory and practice have largely influenced the approach diversity to public
relations. Vicariously British, German and Swedish as well, because the understanding and

82



20.

21.

22.

23.

practice of public relations of these countries, as it is mentioned before, have largely been
influenced by the USA public relations conceptions.

The offer of study programmes in public relations field of Higher Education Institutions in
Latvia is very big and varied. Graduators of professional and academic Bachelor study
programmes of Latvian Higher Education Institutions acquires a different name of
Bachelor’s Degree — in public management, communication, marketing, communication
management. The variety of degrees shows the different understanding of public relations
and the disorder in education system in Latvia.

Respondents dissatisfaction with the preparation of Higher Education Institutions graduators
to the labour market, firstly, shows that the professional study programmes are the most
appropriate ones to public relations studies, which provide practice options, secondly,
discovers public relations two-way nature — public relations in education system, in total, is
one step forward than public relations in practice. Students acquire public relations
conceptions and general principles recognized in the world, however, at the labour market
they meet the reality when these principles are not always put into practice.

After the analysis of study programmes contents of Higher Education Institutions has beebn
made, in total, it is possible to conclude that there are Higher Education Institutions (School
of Business Administration Turiba, Higher School of Vidzeme, Liepaja University), where
study programmes are developed interdisciplinary — it is possible to acquire various study
courses (communication, management, economics, politics, sociology, psychology and
others). Making the comparison with foreign countries it is possible to see the similarity of
the study programmes of German and some USA Higher Education Institutions. There are
Higher Education Institutions (Riga International Higher School of Economics and Business
Administration, Baltic International Academy, International Higher School of Practical
Psychology) which, like Higher Education Institutions in Great Britain and some in Russia,
pay biiger attention to advertising and marketing study courses. On the other hand the study
programmes of University of Latvia, Riga Stradins University and Latvian Christian
Academy, which mainly offer different kind of communication, journalism and
specialization courses in public relations, are similarly developed to the study programmes
of Swedish, some Russian and USA Higher Education Institutions.

Latvian Higher Education Insitutions interepret public relations differently. It is possible to
distinguish communication approach to public relations, marketing approach to public
relations, reputation managemtne to public relations, and relationship management approach
to public relations. The approach diversity is showed by the contents of public relations
study programmes, the name and the given scientific degree. After the analysis of obtained
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data it should be said that communication approach and marketing approach to public

relations are more dominating, relationship management approach — less dominating.

Theses presented for defence

1. Four approaches of public relations theory and practice to public relations can be separated:

communication approach to public relations — public relations is implemented on tactical
level as the communication function with the aim to provide the flow of information
between organizations and their audiences; the character of communication is not limited
(it is permited to use non-ethical communication, elements of propaganda and
manipulation);

marketing approach to public relations — public relations is implemented on tactical
level as the marketing supportive function with the aim to promote tha sale of product;
the character of communication is not limited (it is permited to use non-ethical
communication, elements of propaganda and manipulation);

reputation management approach to public relations — public relations is implemented
on strategic level as one of the management functions with the aim to create the
image(reputation) of organization for keeping power position, promoting its interests and
protecting, getting benefit unilaterally; the character of communication is not limited (it is
permited to use non-ethical communication, elements of propaganda and manipulation);
relationship management approach to public relations — public relations as management

function the aim of which is mutaully understanding and supportive relations.

2. Effective public relations is described by five criteria:

public relations is one of the organization management functions;

public relations is deliberately conducted activity with the aim to create maintaini and
improve mutually understanding and supportive relations, as the result creating positive
image (reputation) of organization;

public relations is a work with determined internal and external publics of organizations;
public relations is a planned, continuous and deliberately conducted process.

ethical two-way communication is used in public relations.

Though the definition of public relations can be following: ,,Public relations is one of the

organization management functions, a planned, continuous and deliberately conducted

process with an aim to create and maintain mutually understanding and supportive realations

with internal and external publics of an organization, realizing ethical two-way

communication as the result creating a positive image(reputation)of the organization.”
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The development of public relations in Latvia since Latvian independence is regained can be
divided into the following development periods:

1) beginning period (1991-1994),

2) institutionalization period (1995-2000),

3) professionalization period (2001-...).
In practice of Latvian public relations and concept understanding there could be separated
four approaches to public relations. Communication approach to public relations and
marketing approach to public relations are mainly dominating. Reputation management
approach and relationship management approach to public relations are seen as well. All
approaches are also reflected in the offer of study programmes of public relations in Latvian

Higher Education Institutions.
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