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NEW TRENDS AND METHODS OF WORLD PUBLIC DIPLOMACY

Abstract

For the world that has entered the XXI century, public diplomacy has a special place. There is no doubt
that public diplomacy is characterized by the development of a world-class state, comparing the level of
information in our country and leading states. Public diplomacy is a relatively new phenomenon in the field
of foreign policy relations as a set of measures aimed at studying and informing foreign audiences, as well
as establishing contacts with broad segments of the population in different countries.

The superpowers of the world, aiming to become global leaders, rushed to develop all the institutional
tools of "soft power". In 1972, the American researcher J. Fisher says: "it is a mistake to believe that your
foreign-diplomat colleagues understand your country's policies. It should be understood by the masses who
influence the Ministry of Foreign AffairsThe developed advanced countries of the world began to think
about promoting their national interests in a different way. Thus, it became clear that information expansion
and popularization of cultural values are the most effective means.

Public diplomacy is a combination of films, printed publications, cultural exchanges and television and
radio broadcasts that are made to make a positive impression on foreign citizens, financed from the state
budget. The role of public diplomacy as a means of international communication is growing.

In this article, current issues of public diplomacy are identified and the direction of development is
analyzed. The stages of formation and development of Public Diplomacy in Kazakhstan and abroad are
systematized, activities, evolution, priority directions are determined. Ways of improvement in accordance
with global changes are analyzed.
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QJEMJIIK KOFAMJIBIK TUITIJIOMATUSIHBIH "KAHA TPEHJATEPI MEH
QIIC-TOCLIIEPT

Anoamna
XXI racpipra ask OackaH oieM YIINIH KOFaMBIK JWIUIOMATHSHBIH OpHBI epekire. KoramIbiK
MUTIIOMATHS OJIEMIIK JCHTeHIeri MEMIICKET NaMyblHaH CHIaTr Oepe OTBHIPHIN, eIiMi3eri akmapar
JIEHTeHIH CaNbICTBIPHIN, KOMIOACIIHl MEMJICKETTEp  KaTapblHa  UIECTipeTiHl maychi3. Koramaplk
JUTUIOMATHS CANaChIH 3€pPTTEY HBICAHBIHA ajlda OTBHIPBII, MEMIICKETTIK JCHTCHIEeri  XalbIKapasbIK
KYpHAJUCTHKA CallaChIHBIH JlaMy JeHTeiiH Oaramayra Oomampl. KoFaMIBIK TUTIIIOMATHS IIETEIIIK
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ayJUTOPHUSUIAP/IBl 3epliesieyre JkoHe xabaprap eTyre, COHAal-ak, 9PTYpIl eIIeplieri XalbIKThIH KEH
ToNTapbIMEH OalIaHBIC OPHATYFA OAFBITTAIIFAH NIapaiap KHUBIHTHIFBI PETIHJE CHIPTKBI CAasCH KAaTHIHACTAP
CaJTACHIHJIAFbl CAJIBICTBIPMAIBI KaHa KYOBUIBIC OOJIBIIT TaOBLIA B

JKahaunpik keribacuibl OOMybl MaKCaT TYTKaH SJIEMHIH alllaybIT MEMIICKETTEPI «KYMCAK KYIITIH»
OapiplK WHCTHTYIHMOHAIAR KYpPalIapblH JAMBITyFa AachIKTHL. 1972 KbIIBl aMEepUKaHABIK 3epTTEYIIi
Jx.@umep Opmmait aeiimi: «Cizmepaid IMETENOIK-TATUIOMAT OPINTECTEPiHI3 CI3MIH EMHI3MIH cascaThiH
Tycineai aen ceHy Kate. OHbl CBIPTKBI icTEp MUHUCTPIIITIHE 9cep €TETiH OyKapa KayblM TYCiHY KEpeK».
BypBIHFBI yaKbITTa JIEMJIIK JieprKaBajiap XalbIKapallbIK JICHTel/Ie KOIIOACIIBI OOJIBII, BIKITA €Ty YIIIH KYII
KOJIIAaHBINT KeJice, KeHIHHEeH SApONBIK Kapylap maiga OolFaHHaH COH KYIITEN BIKMAl €Ty MYMKIHIri
OoceHmeni. OJNEMHIH JaMbIFaH O3BIK €epl ©31HIH VITTHIK MYJJICCIH OacKaiia *OJMEH HacHXaTTaymabl
oitnacteipa O0actaabl. CeurTim, akmapaTThIK SKCIIAHCUS MEH MOJCHU KYHIBUIBIKTAPIIEI AOPINTEY €H THIMIL
KYpas eKeHi TYCIHIKTi O0JIIbI.

KoraMIIbIK JHUITIOMaTHST — MEMJICKET OFOJDKCTIHCH KapKbUIAHJBIPBUIATHIH INETENI a3aMarTapbiHa
JKaFbIMIBI 9cep KAIABIPY YIIiH TYCIpUIeTiH KuHO(pWIBMIEp, Oacma >kapusuIaHbIMAAPhl, MOICHH alMacy
JKOHE TelleapHallap MEH pajuo XaOaplapiblH >KUBIHTHIFBLSIFHH PyXaHU aKMapaTrThlK KOHTCHT 3ipiey
apKbUTBI MAaKCATThl JKYMBIC JKYPridy. XallbIKapalblK KOMMYHHUKAIMS KYpallbl PETIHIC KOFAMJIbIK
JUTUIOMATHSIHBIH, pouti apThin keneni. Ce0edi, KoFaMIBIK AUTIIIOMATUSHBIH JKOFAphIIa aTall 6TKEeH eKiHIII
acmeKTici — OeHOITIILIIK TeH TYPaKTHUIBIK MTPHHINII KO3re KOPiHOSHTIH aKIapaTThIK COFBIC 3aMaHBIH/IA
KalTa KapacThIPBLTYHI THIC.

By makanaga KOFaMIBIK JUIUIOMATUSHBIH Ka3ipri TaHJarbl ©3eKTi Macenenepi alKbIHAAJbBII, AaMy
OarbIThl capanTananbl. KoFaMablK TUINIOMATUSHBIH Ka3akCTaHHBIH KOHE HICTEICT] KAJIBINTACy, AaMy
Ke3eH1epi )KYHeIeHiI, KbI3METi, BOJOLUACHL, 0aChIM OarbITTaphl aKpIHAANaAb!. JKahauapik e3repicrepre
call KeTUIIIPY JKOJIaphl Tal1aHaIbl.

KiaT ce3aep:koFaMabIK AUIIOMATHS, €71 MMUJDKI, IIUPPIIBIK MEMJICKET, QJIEMIIK <OKYMCAK KYIID.
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HOBBIE HAITPABJIEHUSA U METO/IbI MUPOBOM IYBJIMYHOM TUIIJIOMATHA

AnHomayus

s mupa, Berynusiiero B XXI Bek, ocoboe Mecto 3annMaet myOnuynas qumioMmaTrs. Heocopumo,
yto OOIIecTBeHHas IUIUIOMATHs, NpUAaBas XapakTep Pa3BUTHIO TOCYJIapCcTBa MHPOBOTO YPOBHS,
COIIOCTABIIACT YPOBEHb MH(POPMALIUK B CTPaHE U CTAaBUT €€ B YHCJIO TOCyAapcTB-muAepoB. B3ss chepy
nyOJIMYHOM AMIUIOMATUH B (OPMY HCCIEOBAHUS, MOXKHO OLICHUTH YPOBEHb Pa3BUTHA MEXIYHapOJHON
KYPHAJIMCTUKH Ha TOCyJapcTBeHHOM YypoBHe. [lyOnmuHasi maumuiomMatus Kak COBOKYITHOCTH Mep,
HanpaBJICHHBIX Ha M3Y4YeHHE W WHPOPMHPOBAHHE 3apyOe)KHOW ayAWTOPHH, a TAaKKe Ha yCTAaHOBJICHHUE
CBA3EH C MHMPOKUM KPYroM HAacCEJICHUs B Pa3HbIX CTpaHaX, SBISIETCS OTHOCUTEIBHO HOBBIM SIBICHHEM B
chepe BHEUTHETIOMUTHIECKUX OTHOIIEHHH.

CrpeMsicb CTaTh MHPOBBIM JIUJIEPOM, CBEpXJCPKaBbl MHpa TMOCHEIIIN pa3paboTaTth Bce
MHCTUTYIIMOHAJIb-HbIE HHCTPYMEHTHI "MArkoil cuisl”". B 1972 rogy amepukanckuil uccienosarenb Jx.
Oumep TOBOPHUT: "OMMOOYHO TMMOJIaraTth, YTO BaIlld KOJUIETH-WHOCTPAHIIBI-TUIUIOMATHl MOHUMAIOT
MOJIUTUKY Bamlel CTpaHbl. JTO CIIEAyeT MOHMMAaTh MaccaM, KOTOpbIe BIUSIOT Ha MMHHCTEPCTBO
WHOCTPAHHBIX JIeJD». B To BpeMs Kak B IPOILLIOM MUPOBBIE AE€PKaBbl ObUTH JIMepaMH Ha MEKAYHAPOJHOM
YPOBHE W HCIOJB30BAIM CHIy JJIs BIMSAHMS, IIOCIIE IOSBICHUS SJIEPHOTO OpYXKUS IIAHCHI Ha
HaCWJIBCTBEHHOE BIIMAHUE YMEHBIIMINCh. Pa3BHUTBIE NEpENOBBIE CTPAHBI MHpPA HAdalad IyMaTb O
IPOJBMXEHUN CBOMX HALIMOHAIBHBIX HHTEPECOB IO-ApyromMy. Takum o0pa3oM, CTajo SCHO, 4YTO
WHQOpPMalMOHHAss SKCHAHCUS M MOMyJSApH3alus KyJbTYPHBIX LEHHOCTEH SBISIOTCS Haumbolee
3¢ PEKTUBHBIMU HHCTPYMEHTAMH.
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[My6nu4Hass JAUTUIOMATHSI-3TO COBOKYIHOCTh KHHOQHUIBLMOB, NMEYATHBIX MYyOIWKAIMHA, KYJIBTYpHOTO
oOMeHa, TeJIeKaHaJIOB W pPaguoIepenad, KOTOpble CHHUMAIOTCS, YTOOBI MPOW3BECTH IOJOKHUTEIHHOE
BIICYATIICHHE HA WHOCTPAHHBIX TPAXKIaH, (PUHAHCUPYEMBIX W3 TOCYIapCTBEHHOro Orxkera. To ecTh
I[eJICHAIpaBlicHHas pabora 1o pa3paboTKe AYXOBHOrO HH(OPMAIMOHHOTO KOHTEHTa. Pacter poib
0O0IIIeCTBEHHOM JUINIOMATHN KaK HMHCTPYMEHTA MEKAYHAPOAHONH KOMMYHHKAIIMH. JTO CBA3aHO C TEM, UTO
BTOPO aCIeKT OOIIECTBEHHOM TUINIOMATHH, OTMEUEHHBIN BBIIIIE, 3aKITI0YAETCSA B TOM, YTO IIPUHIIAII MAPa
Y CTaOMIIBHOCTH JIOJDKEH OBITh MIEPECMOTPEH BO BPEMEHA HEBUAMMON HH(POPMAIIMOHHOMN BOWHBI.

B nmanHO# crathe OynoyT omperenieHbl aKTyallbHbIe MPOOIEMBI OOIIECTBEHHOW IWUIUIOMATHH Ha
CETOHAIIHUHN ACHb U IIPOaHATN3UPOBAHBI HAIIPABIICHUS Pa3BUTHs. CHCTEMAaTH3UPOBAHEI ATAITBI CTAHOBJIE-
HUSl, Pa3BUTHSA, JICATCIILHOCTH, DBOJIOIUYU, IPUOPUTECTHHIC HAMPABJICHUS OOLICCTBCHHOU JUILJIOMATHH B
Kazaxcrane u 3a py0exoM. AHATU3UPYIOTCS IMyTH COBEPIICHCTBOBAHUS B COOTBETCTBUU C III00ATBLHBIMU
W3MEHEHUSIMH.

KaroueBsle ciioBa: myOnuyHas JWIIOMATHS, MMHDK CTPaHbl, IU(PPOBOE TOCYIapCcTBO, MHUPOBAs
«MSTKasl CHIIay.

Introduction.

Many international scientists have authored multi-vector policies, economic policies, internal and
external security, public diplomacy, and research and scientific theses on Kazakhstan's education system,
economy, and corruption. Kazakhstan appears to be of interest to foreign scientists. The country is well-
known in the West due to its association with the Soviet government. An international information
committee is part of the Ministry of Foreign Affairs. The International Information Committee is trying to
build and strengthen Kazakhstan's accurate image abroad in order to create a national brand. One of the key
goals is the interchange of significant information taking place in the country and throughout the world for
the building of the Kazakh nation's brand. According to political experts, public diplomacy is the most
effective strategy for promoting the state's image.Public diplomacy is defined in a variety of ways. Not only
did interstate relations exist between political figures. This type of diplomacy has its own niche. It can be
carried out through the sharing of knowledge, mutual discourse, or acquaintance, regardless of age or
occupation. Foreign researchers agree that public diplomacy and journalism share a common ancestor.The
International Information Committee develops a strategy plan that makes active use of public diplomacy
tools in order to maintain consistent and methodical communication with the media. According to B.
Kanesheva, former head of the International Information Committee, the formation of Kazakhstan's image
abroad is influenced not only by political leaders and diplomats, but also by financial institutions, all
economic agencies, national companies, tourism and hotel industry representatives, and ordinary citizens.
In this way, regular people, like government actors, contribute to the development of diplomacy.

The scope of public diplomacy is not restricted to government activities. Since world recognition is only
10 years old, even Russian researchers and political scientists see this problem as a "new notion", "a new
concept”, "a new political orientation". According to scientists, the advantages of foreign representation
might occasionally outweigh the benefits of appropriate foreign policy conduct. This is a work done with
the intention of representing one country to another. For example, if a tourist who came to a certain country
to visit or with queries about studies or work comes home with a positive perspective, this is undoubtedly
a socially relevant impression. It is from this perspective that the term "civil diplomacy" is derived.
"People's diplomacy" is a tool that anyone may use to engage, interact, and generate public opinion. Public
diplomacy is distinct in this regard. The role of communication technologies is felt not just by the person
in charge. Diplomatic relations cannot be severed. The phrase "open diplomacy" is increasingly commonly
used. G. Payne, head of the research group at Emerson University in America, lectures on the course "open
diplomacy". His definition of open diplomacy is as follows: "Typically, the term of open diplomacy refers
to the establishment of communication, particularly communication with the people of a specific country.
His purpose is to create relationships with people in this country and use information to persuade them.
Open diplomacy is the relationship of nations or organizations with citizens (people) of other countries,
whereas traditional diplomacy is intergovernmental.”

Main body.

The concept of "public media diplomacy" is discussed by Western scientists as well as public diplomacy.
Through the theory of "framing," public media diplomacy changes the mindset of a certain audience.

Management technology in many forms was quickly evolving and developing in the world towards the
end of the century. The approach of the framework has opened up new options. A means of influencing
information through mass communication has emerged.



Framing theory does not spread erroneous information; rather, it sorts the information and discards what
is unnecessary. It removes the extraneous, leaving only the most relevant information. It is difficult to apply
this theory. People already have strong feelings about certain issues. According to the Western scientist B.
Parr, this phenomena is the "inertia of the concept,” or a stereotype. In his book "public opinion,” Western
journalist W. Lippman coined the term. He feels that societal attitudes ruin the actual portrayal of some
things.

A basic example is the September 11th tragedy in New York. This incident showed that the Muslim
country to be "aggressive" in the face of representatives from other religions. Syria's condition has
dramatically deteriorated. As a result, a negative notion has infiltrated the framework in non-Muslim
countries. The Head of State focused on national security issues as well as the threat of international
terrorism and extremism, Afghanistan, regional security challenges in general, the construction of robust
modern armed forces for defensive objectives, and the establishment of a modern territorial defense system.

Western scientists advise using the framework to examine how and what information is perceived by
the audience, and then adapting the material to it. It is vital to first understand any audience before
implementing a policy.

This method is widely employed not only in politics, but also in science and business. Because it is
obvious that the generated positive opinion leads to the desired result. And the film "Borat" might be used
as framing example for Kazakhstan. We shall concentrate on the term "brand" in this section.

According to the population, a "brand" is a product that many people quickly identify, it has its own
features and indicators, and the consumer can tell who the producer is just by looking at it. In English,
"brand" refers to a symbol. As a result, the term "brand" is to become popular. The brand's history extends
back to when ancient craftspeople used distinctive emblems on their items.

Stamp manufacture became a symbol of the master who created the items as well as a mark of the quality
of the goods. Early stamping can be found in ancient Chinese porcelain, clay pots in Ancient Greece and
Rome, and India. Thus, the first brand was created in the XIII century BC.

The brand will have its own symbol, or "logo" in current parlance. Within a particular amount of time,
a product that has gained the consumer's trust but has been let down by the quality becomes a brand.

In the twenty-first century, manufacturers mark their items so that they do not emerge and disappear
among millions of brands. The process of threshing such a symbol is thought to have occurred in the Kazakh
people since time immemorial. The marking is pronounced "tavro" in Russian. The word "tavro," which
means "to mark livestock," entered the Russian language from Turkic. The cattle knew the owner or the
property that the owner held because of the threshing of the brand (now known as the "symbol™).

This custom is still frequently practiced in Kazakh villages. In the past, the population assessed the
quality of livestock by looking at animal husbandry producers. Kazakhs were agriculturally inclined.
Without markings, it was difficult to identify the owner of four different breeds of cattle. Branding served
the same purpose as the animal's documentation. The Russian terms and verbs "tavreniye," "tavrit'," which
are derived from the word "tavro," are now commonly used in animal husbandry. As a result, the word
"tavrit™ meaning "to put a label on".

While marking, labeling cattle in the Kazakh steppe dates back to ancient times, in Europe this tradition
originated in the XVII century. l.e., the first factory marking developed in such regions of Germany as:
Hradec (1722), Zweibriicken (1755), Tsel (1768), Trakenen (1787). andNeustad-Doss (1788). Labeling or
marking in Europe was immediately perceived by the population as one of the signs that determine the
quality of goods, in our case, cattle. In addition, we all know very well that Kazakhs have each ru-tribes
have their own label. In Europe, too, there is such a process. However, he differed from the Kazakh people
in that the labeling were held in the regions, not in the ru-tribes.

Ordinary consumers understand the term brand as a "quality product”. Consumers who prefer to buy
brand-name products are the first to resort to fallacious reasoning. That is, the brand product consumer
perceive themselves as meeting the requirements of the elite in any location. A brand is a complicated
technology that influences people's consciousness, or their attitude toward a certain thing.

According to Wikipedia, the word "brand" gives the following definition: "A brand is a trademark, or
what we now refer to as a brand is all that stands behind this emblem. It was not by chance that a beautiful
symbol-calling symbols and corporate identity a brand was created. A brand is more than simply a
trademark; it is a promise made to the consumer, as well as the fulfillment of that promise. People have
desired communication, the transfer of a specific sensation or information through symbols, since
prehistoric times. These traits distinguished adherents of the same philosophy from their adversaries.
Symbols allow you to express the uniqueness of a person or organization, as well as your pride or ownership
of specific attributes. People unite behind a certain flag to protect their ideals". Branding is concerned with



the creation, repositioning, processing, expansion, deepening, and changing of the stage of brand
development. This, in turn, contributes significantly to the image. Brand management is a process that
creates its own autonomous side of the brand, i.e. branding creates strategic and antidepressant management
strategies while preserving a certain brand. As a result, a brand is regarded as a product with which it can
compete.On his personal website, Russian research scientist Professor A. N. Nazaykin gives the following
opinion about branding goals: "The goal of branding is to establish a distinct brand image and a defined
communication strategy. Branding entails market research, product positioning, the development of a name
(brand name), a descriptor, a slogan, visual and verbal identification systems (trademark, corporate identity,
packaging, special sounds, etc.), and the use of identification and communication media that reflect and
transcribe the brand's idea.”

Branding, according to Matthew Haley's book What is Branding, is a complex process for both parties,
caused by the creator-consumer interaction.

State diplomacy aims correspond to national branding goals and are aimed at:

The first is the spread of positive information about the state abroad: that is, about its politics, lifestyle,
and values, as well as the cultivation of a favorable attitude in the international arena, combating negative
stereotypical notions about the state.

The second goal is to gain support for the state's views and positions on global issues, as well as to leave
a favorable impression.

The third issue is the attraction of foreigners to the country through the interchange of scientific
professionals, work, or education, as well as the state's acceptance of a system of values appropriate to
foreigners.

In the 2010s, researchers in sectors such as marketing and political communications began to investigate
the ideas of public diplomacy, image, and brand. According to marketing professionals, the concept of a
"national brand" describes the character of modern public diplomacy. The combination of public diplomacy
and marketing, as well as the use of marketing laws in promoting the image of the state, allowed for the
creation of the notion that the image of the government and its policies is a product that must be marketed
to a foreign audience. As a result, the government's image became known as the national brand.

Looking at it another way, the construction of the country's image is a major component of public
diplomacy.

In English, "nation branding" refers to the branding of a country. National branding is a field of activity
and understanding that assesses, generates, and administers a country's authority. Many countries utilize
national branding, including Canada, the United States, France, the United Kingdom, Japan, China, South
Korea, South Africa, New Zealand, and many Western European countries.

In 1950, Puerto Rico was the first to use the term "country branding" in the tourism sector. They urged
that public relations specialists shape the country's image in order to increase the number of foreign tourists.
Since then, this tendency has piqued the interest and attention of other countries, and by the end of 1990,
the realm of "country branding" had emerged as a result of heightened competition among countries in the
tourist, media, and investment spheres. "Zakon.kz" published an interview of the journalist Z. Danaeva with
the British government's public diplomacy consultant, chairman of Earthspeak, and editor of the magazine
"Place branding and public diplomacy" Simon Anholt in the article "The image of the country, Country
branding™ on May 16, 2005.In his interview, he discusses the distinction between country branding and
business branding as follows: "These are two entirely different ideas. There are various useful mappings
available. However, you must exercise extreme caution to ensure that you are employing the correct
approach and philosophy, ranging from commercial branding to political branding. Some things work,
while others don't. However, the country is not the same as the Coca Cola product."

At the same time, according to the expert, there is no single country in the world today that can be proud
of its right image. Each country's image has its own flaws and issues.

Citizens of the country feel a part of a vast, great country as a result of the correct execution of national
branding. A country's branding is essential for such a young state as Kazakhstan, because countries with
low economic, military, and political relevance on the global arena can compete in the global market
through the development of branding. Kazakhstan's national security, sovereignty, and territorial integrity,
as well as the country's political and economic progress, are all dependent on the proper construction of the
country's branding. Kazakhstan's work on developing a brand begins with the country's independence. The
country was facing massive quantities of work at the time. It was required to rebuild the entire economy,
drastically alter the political structure, and fully integrate the country into the global community. The
country has changed drastically in the 27 years since its independence. National enterprises are not only the
driving force behind the country's economic progress, but also the country's face and image. In summary,



a country's brand, like a commaodity, has its own identity. Many countries have established a strategy in
which they are extremely powerful.As a result, Japan is associated with technology, America with the
economy, England with classics and traditions, France with fashion, Finland with democracy, China with
labor productivity, Russia with military force, South Africa with diamonds, and so on. States with great
capabilities will also lose their identity if systematic effort is not carried out without adequate country-
branding applications.

Kazakhstan does not produce great technology that can become brands, and our country is not fashion-
forward. A country's true identity is one that is wealthy in natural resources. Unfortunately, due of our
connection to the outside world, few individuals are aware of this. Experts compare the country's branding
to the structure of timepieces, with each mechanism playing an essential role in and of itself. Everything
operates on a timer. As a result, brand management is important in every state. Furthermore, economic
progress and rapid development of relations with other countries are heavily reliant on how the country's
branding is built and developed.Concerning the country's national branding, the Central Asia Monitor
newspaper's website raised the question "Image of Kazakhstan abroad: face or mask?" on January 1, 2015.
Journalist SerikzhanAdilov interviewed Roman Vasilenko, Chairman of the Ministry of Foreign Affairs'
International Information Committee, about the country's tourism, its role and challenges in the formation
of the national brand, and Kazakhstan's activities targeted at public diplomacy abroad. R. Vasilenko states
that "As is well known, one of the variables influencing the state's investment attractiveness is the
construction of a positive image of the state. Today, practically every country in the world devotes
significant resources to promoting and maintaining its worldwide image, which is an important component
of so-called "soft power" in foreign policy."

According to the Ministry of Foreign Affairs, in 2015 Kazakhstan contributed funding in the amount of
15.4 million US dollars to boost its image abroad under the project "Ensuring the implementation of
information and image strategy". As previously said, the primary duty of public diplomacy is to organize
numerous events outside of these countries, as well as to publish articles in the media. Each foreign
institution's information and image work is targeted at a certain audience, such as the political elite,
entrepreneurs, specialists and scientific groups, media representatives, and other decision makers or public
opinion makers in their country. This activity has resulted in the formation of a group of people who
objectively comprehend the topic of Kazakhstan and will, in the future, contribute to the growth of
cooperation with Kazakhstan in their nation. In turn, the outcomes of public diplomacy are reflected in
positive decisions on specific problems, such as those made by legislative bodies when negotiating trade,
economic, and investment treaties.

The American State Department, for example, budgets $500 million per year for information image
policy. And the Federal Agency "Rossotrudnichestvo,” which is in charge of Russia's public diplomacy,
allocates 9.5 billion rubles. According to Roman Vasilenko, over 400 works are now being published in
other countries. The works of O. Suleimenov "A Minute of Silence at the Edge of the World," G. Belger
"The House of Wanderers," "The Uprising of Brides," M. Auezov "The Way of Abai," A. Nurpeisov "The
Dying Sea," I. Yesenberlin's "Nomads," and many others were published as part of the Kazakh Library
project. In addition, 12 documentaries in different languages have been released. "Forgotten in Karaganda"
(KarLAG, Spain), "Kazakhstan - Mangilik el - the Land of Dreams", "Pearl among the Steppe™, "Astana-
the Capital, EXPO-2017", and so forth. Last year, more than 80 briefings were held in Kazakhstan's foreign
institutions, 30 press conferences, 53 round tables, 15 conferences, 8 business forums, 48 seminars and
presentations, and 32 photo exhibitions were held in order to further develop mutually beneficial
cooperation with Kazakhstan's foreign partners. In the media, 1,700 articles and publications have been
organized. In 2014, the number of positive pieces on Kazakhstan in foreign print and electronic media that
detail the country's political, economic, and cultural events (more than 2500 materials) increased
significantly.

Conclusion.

With the advancement of new information and communication technologies, the door is now open for
widespread transmission of information through traditional media such as periodicals, radio, and television
channels. They have been digitized and have spread their wings widely. It is worth noting that many media
sources' official websites allow you to read from anywhere in the globe, give comments, and contribute.
Public opinion shapes governmental policy in industrialized countries.When discussing international
issues, they consider public opinion, private individuals, and non-governmental groups. New media tools
are the most essential tool for image formation in the international arena. And it is precisely through these
new mediums that public diplomacy takes place. Digitized media and social networks in which ordinary



people participate are examples of new media. Huge sums of money are necessary to shape the country's
image and brand. Positive information about the country, correctly crafted in the frame theory, clearly has
an influence on foreign citizens. This research has been funded by the Science Committee of the Ministry
of Science and Higher Education of the Republic of Kazakhstan

(Grant No. AP149722830)
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