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как в большей степени Product Placement рассчитан на формирования имиджа, на рассказе об 
определенных характеристик товара или услуги. В большей степени Product Placement рассчитан на 
стабильные компании, которые планируют работать на этом рынке долгое время или производить 
долгое время рекламируемый товар. В законодательстве понятие Product Placement отсутствует и 
легко может считаться запрещенной скрытой рекламой, то есть фактически нелегальным бизнесом, в 
итоге эта функция является незаконной. С каждым днём становится всё сложнее и сложнее привлечь 
внимание к рекламе. Традиционная реклама в СМИ теряет своё влияние на потребителя и становится 
менее эффективной. Сейчас многие рекламисты озадачены проблемой повышения эффективности 
рекламы. Разгорается кризис традиционных форм рекламных коммуникаций. У потребителей 
рекламы выработался особый «иммунитет» против навязчивой рекламы. Как только на телевидении 
начинается реклама, многие телезрители переключают каналы или вовсе уходят заниматься другими, 
более важными делами. Поэтому, рекламистам приходится быть всё более изобретательными и 
находить новые, более эффективные формы рекламных коммуникаций. Product Placement -
нестандартное и эффективное решение в сфере рекламных коммуникаций, которое имеет 
неограниченный потенциал и возможности для привлечения аудитории к товару, услуге. Парадигма 
"развлечение-реклама" не прекращает своего победного шествия. В наши дни Product Placement 
превратился в коммерциализируемую культуру, которая приобрела огромную популярность. К этому 
рекламному приему теперь прибегают маркетологи и журналисты, писатели и создатели 
компьютерных игр, звезды шоу-бизнеса, политики и, конечно же - режиссеры и продюсеры. 
Скрытую рекламу замечают в фильме около 80% зрителей. При этом около 70% заявили, что такая 
реклама их не раздражает. Примерно столько же зрителей смогли восстановить по памяти сюжет, 
связанный с тем или иным брэндом. Так как Product Placement вошел в нашу жизнь и, несомненно, 
будет присутствовать в ней и дальше. Есть большая вероятность, что ввиду увеличения потока 
рекламы и возможностей для потребителя избегать этого потока, рекламодатели все больше станут 
использовать Product Placement и прочие коммуникации, позволяющие достигать контакта с 
аудиторией. 

В завершение стоит отметить, что учитывая динамику развития Product Placement в мире, мы 
можем с большой вероятностью предположить, что при сохранении существующей динамики 
развития экономики страны и покупательной способности населения латеральные каналы 
коммуникаций, к коим можно отнести и продакт-коммуникации, которые будут развиваться, 
приобретая все более разнообразные формы. 

Такое разнообразие позволит обеспечивать адекватную коммуникацию с целевыми группами, 
учитывая особенности их стиля жизни с мировосприятием, минимизирую отторжение рекламных 
сообщений и вовлекая в дружественную среду бренда. 

Shyngyssova N.T. 
Professor of the department of UNESCO, International journalism 

and Public Relations, 
Tassilova A. 

PhD of School of Journalism 

T H E PUBLIC DIPLOMACY IN A SYSTEM OF T H E 
WORLD COMMUNACATION T H E OPINION OF PD 

Today, diplomacy can not be unnoticed. There by the complex forms of governance in attracting new 
groups, such as international organizations, multinational companies and international non-governmental 
organizations. According to researchers in traditional diplomacy it comes to relationships of representatives 
of the state and other actors the same time, public diplomacy is attempting to reach the civilian population 
and informal groups, organizations and individuals in another country. However, the two concepts in the 
form of traditional and public diplomacy should be linked to current political situation were fairly resolved. 
Despite this, the fact remains that the exact public diplomacy comes from traditional diplomacy and basically 
represents its further development. 

Public diplomacy is becoming increasingly important in world politics as one of the effective tools, the 
use of which contributes to the formation of "soft power" in international relations. The term "public 
diplomacy" implies a technology aimed at building long-term relationships, protecting the interests of 
national foreign policy and a better understanding of the values of their own state institutions abroad. Public 
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diplomacy has a relatively long been regarded as one of the major foreign policy instruments, but the 
semantic content of the concept is still ambiguous. 

In the changed in the last decade of the geopolitical picture of the world under the influence of diverse 
global processes, the subject of public diplomacy as an important additional tool to achieve foreign policy 
goals of the state acquires special importance. In today's world, a huge increase in the number of "players" 
involved in international communication. In these circumstances, public diplomacy has become an important 
foreign policy resources, one of the most dynamic areas of world politics. 

In fact, public diplomacy - a tool for long-term action rarely lets achieve desirable in certain situations, 
but to create a favorable climate for foreign policy in general. Under public diplomacy meant different things 
at times, and it is not possible to develop a comprehensive balanced strategy. Public diplomacy is mainly 
aimed at a mass audience. It proceeds from the assumption that public opinion can have a significant 
influence on their governments and political systems. Any kind of public diplomacy aimed at a specific 
audience, this audience uses the appropriate language and imagery. 

In 2005, the world started to understand the concept of "public diplomacy" ("Public Diplomacy"). The 
First, let's tell what diplomacy is a foreign policy goal and abroad to carry out the tasks of the state of the 
country in the context of the protection of the interests of the state is known to be the official government 
bodies and special services. Many researchers gave a lot of concepts about public diplomacy "Foreign 
Relations of Science", "The Art of Negotiating". 

The definition of the term public diplomacy first identified in 1966 by Edward Gullion. Later this topic 
in detail studied American political scientist, professor at Harvard University, author of the concept of "soft 
power" Joseph S. Nye. According to his assessment, public diplomacy - one of the most effective methods 
of capacity building of American "soft power". Central role in its implementation belongs to information 
resources and control information flows. Public diplomacy is not just another advertising campaign, it 
provides for, among other things, establishing long-term relationships that create an enabling environment 
for public policy. 

J. Nye distinguishes three dimensions of public diplomacy, on which the contribution of direct 
government information to long-term cultural relationships. 

The first and most necessary measures - a daily communication to which the explanation of the essence 
of solutions in domestic and foreign policy. By this measurement also provides training to combat the crisis. 
I f there is a vacuum of information after an event to fil l his haste others. 

The second dimension - a strategic communication, which implies a focused discussion of the most 
important US political order, much like a political or advertising campaign. 

The third dimension of public diplomacy is the development of strong relationships with key individuals 
over many years or even decades with the help of scholarships, exchange programs, training, seminars, 
conferences and access to media channels. These programs develop what the American journalist Edward R. 
Murrow once called the crucial "last step", i.e. personal communication with high confidence by the close 
relationship [1]. 

Also Public Diplomacy implemented mainly through the mass media and communication, as well as 
through a variety of cultural, educational, sporting and other events, educational exchanges are implemented 
in full or partial state support in the country and abroad. This, above all, information programs, comments 
and explanations concerning the most important decisions in the field of domestic and foreign policy and 
intended to create a favorable public opinion and a positive image of the country abroad. 

To give a more precise definition of public diplomacy is necessary to answer the question "What is 
public diplomacy?" through more in-depth analysis of its component elements, for example who is an actor 
in communication, for what purpose, how to target groups, and by what public diplomacy tools implemented. 
The term actor outlines the actors who are either a natural person (individual actors) or collective (complex 
actor). Consequently, the structure of public diplomacy actor comprehensive enough. Public diplomacy is to 
the combined characteristics of the various individual and complex actors. These different actors should 
influence their respective social subsystems, institutional structures, together accounting for their specific 
interests. Their contribution to public diplomacy is not always corresponds to their established organizations. 
The instrumental aspect of public diplomacy is fundamentally important in the following aspects. In order to 
reach their target audiences, actors of public diplomacy not only have to carefully choose their strategy, but 
also appropriately should choose its tools. 

Followers of the new public diplomacy believe that not only exclusively government officials associated 
with this phenomenon in practice. Along with the state-controlled embassies and national cultural institutions 
have a large number of non-governmental organizations that are at a distance from the political constraints 
can do their job. These institutions have a multiplicative potential embassies distribute the desired picture 
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example, in the area of globalization, the environment and wildlife, free movement either in the field of 
workers' rights. More communication agencies specialize in the field of public diplomacy that can influence 
your creative to make a significant contribution to the development. 

The place and role of public diplomacy based on the main directions of modern international relations, 
challenges in the era of globalization and transnational cooperation, which, in turn, affect the modification 
and transformation of diplomatic relations. 

They are: 
- Transformation of foreign policy in the globalization process, which leads to the emergence of new 

types of diplomacy, the new format of relations; 
- The leading role of the media and its impact on developments in the foreign policy of states, the 

quality of alerts and the extent of its interest in the process of informing the international community about 
the political intentions, actions and general foreign policy of the country; 

- the role of power in international relations, the role of non-governmental organizations, civil protest 
movements, individual actors in the life of the state; 

- transformation of the structure of international organizations, their competences in relation to the 
country's sovereignty is, a common approach to the resolution of disputes concerning international law; 

In conclusion, it is important to note that public diplomacy is not a substitute for traditional diplomacy, 
and helps prepare fertile ground for the implementation of diverse official events in the field of foreign 
policy cooperation. Public diplomacy is a humanitarian dimension of foreign policy and is a key element of 
the new paradigm of international relations, aimed at solving urgent task of providing cultural and 
civilizational compatibility of the modern world with the aim of liberalization and harmonization of relations 
in the world. 
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«KMLAB» ОЦУ-ЗЕРТТЕУ ЗЕРТХАНАСЫ БАЗАСЫНДА ГЫЛЫМ, 
Б1Л1М БЕРУ ЖЭНЕ БИЗНЕС ИНТЕГРАЦИЯСЫ 

Г. С^лтанбаева, 
саяси гылымдарыныц докторы, профессор, 

«КМ1аЪ» Коника Минолта озыц технологиялар 
оку-зерттеу зертханасы менгерушШ 

Элемдш топ-университтердеп гылым-бшм беру-енддрк уштаганы yiraeciMi зерттеу университе-
тшщ негки болып табылады. Зерттеу университет! гылым мен бинм уйлескенде гана куатты да 
элеуета кушке айналады. Зерттеу университет! жана технологиялык. база жэне мемлекеттщ 
бюджетше куятын каржыльщ агынныц басты каржы кез1. Заманауи зерттеу университетшде гылыми-
зерттеу жэне эз1рлемел1к ецдеулерд1 мемлекегак крлдау кун санап артып келедь Университетпк 
зерттеулер ез елшщ элемнщ озьщ технологиялы дамыган елдер1 катарына енуше ыкпал ететш 
элеуетп куш саналады. Элем жаЬандасып, гылыми ортак кещстштер курылып, агартудыц жалпы-
адамзаттык кундылыктары камтылган орта калыптасу урдкшде Казакстанныц е з орны, саясаты 
болуы тшстш - дэуйрдщ талабы, замананыц салмагы. Казактыц ел ретшде, Казакстанныц мемлекет 
ретшде орнын айкындауда да бугшгшщ емес, ертецп болашактыц улесш еншшеп беретш -
академияльщ саясат. 

Тэуелс1з, дербес экономикалык курылым ретшде зерттеу университет! ел!м!здщ экономикалык, 
элеуметок жагынан дамуына ыкпал етерл!к, инновациялык жобалар енд1р!ске жол тартатын, бш1м, 
гылым жэне ещцрютщ шогырланган тупказыгы болады. Сол ушш де каржыландырудыц ец басты 
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