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tHe  orienterS  of  DeVeloPment  of  formS 
of  communicatiVe  influence  of  ciVil 

SocietY  on  tHe  Public  PolicY

Abstract. The article presents the theoretical and methodological founda-
tions of the development of forms of communicative influence of civil society 
on the public policy, provides the main methods and conditions of their use for 
gaining advantages in solving problems of public-management relations. A wide 
range of issues related to the peculiarities of public relations organization, taking 
into account domestic and foreign experience, is covered. The specifics of the use 
of marketing communications in communicating of public authorities with the 
public are shown.
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It is substantiated that in the institutional sense, the greatest interest is the 
classification, depending on the scope of distribution. The public, when commu-
nicating with government, through certain communication tools, is called the 
external form of communication. The external forms of the communicative influ-
ence of civil society on state policy help them convey to the state authorities the 
necessary information about their thoughts, needs, requests, etc. Of course, such 
information should be constantly updated and accurate. All non-governmental 
organizations should maintain friendly relations with state organizations and 
prevent any misinformation of the latter.

At the same time, informatization of public administration contains both 
positive potential and difficulties and contradictions, neglection which, as 
practice shows, turns negative result. To date, they are insufficiently developed 
and require scientific comprehension and substantiation, in particular, the is-
sue of organizational, regulatory and legal support for the implementation and 
implementation of modern marketing tools and management in public admin-
istration.

Concerning the prospects for further research on the concept of "the form of 
communicative influence of civil society on state policy", they consist in stream-
lining its conceptual apparatus as the basis for improving its system, since incom-
plete and inaccurate information becomes, as a result, the cause of many problems 
in the system of reforming public administration .

Keywords: forms of communicative influence, state administration, mass me-
dia, public sector.

ОРІЄНТИРИ  РОЗВИТКУ  ФОРМ  КОМУНІКАТИВНОГО  ВПЛИВУ 
ГРОМАДЯНСЬКОГО  СУСПІЛЬСТВА  НА  ДЕРЖАВНУ  ПОЛІТИКУ

Анотація. У статті викладено теоретичні та методологічні основи розвит-
ку форм комунікативного впливу громадянського суспільства на державну 
політику, надано основні прийоми та умови їх використання для отримання 
переваг у вирішенні проблем державно-управлінських відносин. Висвітле-
но широке коло питань, що стосуються особливостей організації зв’язків із 
громадськістю, із урахуванням вітчизняного та зарубіжного досвідів. Відо-
бражено специфіку застосування маркетингових комунікацій у спілкуванні 
органів державної влади з громадськістю.

Обґрунтовано, що в інституціональному змісті найбільший інтерес ста-
новить класифікація залежно від сфери розповсюдження. Громадськість, 
коли вона спілкується з органами державної влади, за допомогою певних 
комунікаційних інструментів, називається зовнішньою формою комуніка-
ції. Зовнішні форми комунікативного впливу громадянського суспільства 
на державну політику допомагають їм донести до органів державної влади 
необхідну інформацію щодо їхніх думок, потреб, запитів та ін. Звичайно, та-
ка інформація постійно повинна оновлюватися та бути точною. Всі громад-
ські організації повинні підтримувати доброзичливі стосунки з державними 
організаціями і не допускати будь-якої дезінформації останніх.
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Разом з тим інформатизація публічного управління містить як позитив-
ний потенціал, так і труднощі й протиріччя, нехтування якими, як свідчить 
практика, обертається негативним результатом. На сьогодні недостатньо 
розроблені та потребують наукового осмислення й обґрунтування, зокрема, 
питання організаційного, нормативно-правового забезпечення впроваджен-
ня та реалізації сучасних інструментів маркетингу, менеджменту у публіч-
ному управлінні. 

Щодо перспектив подальших досліджень поняття “форми комунікатив-
ного впливу громадянського суспільства на державну політику”, то вони по-
лягають в упорядкуванні його понятійного апарату, як підґрунтя удоскона-
лення його системи, адже неповна та неточна інформація стає, в результаті, 
причиною виникнення багатьох проблем у системі реформування держав-
ного управління. 

Ключові слова: форми комунікативного впливу, державне управління, 
засоби масової інформації, державний сектор. 

ОРИЕНТИРЫ  РАЗВИТИЯ  ФОРМ  КОММУНИКАТИВНОГО 
ВОЗДЕЙСТВИЯ  ГРАЖДАНСКОГО  ОБЩЕСТВА  

НА  ГОСУДАРСТВЕННУЮ  ПОЛИТИКУ

Аннотация. В статье изложены теоретические и методологические ос-
новы форм коммуникативного воздействия гражданского общества на го-
сударственную политику, предоставлены основные приемы и условия их 
использования для получения преимуществ в решении проблем государ-
ственно-управленческих отношений. Освещен широкий круг вопросов, ка-
сающихся особенностей организации связей с общественностью, с учетом 
отечественного и зарубежного опытов. Отражено специфику применения 
маркетинговых коммуникаций в процессе коммуникации  органов государ-
ственной власти с общественностью.

Обосновано, что в институциональном смысле наибольший интерес пред-
ставляет классификация в зависимости от сферы распространения. Обще-
ственность, когда она общается с органами государственной власти, с помо-
щью определенных коммуникационных инструментов, называется внешней 
формой коммуникации. Внешние формы коммуникативного воздействия 
гражданского общества на государственную политику помогают им донести 
до органов государственной власти необходимую информацию относитель-
но их мыслей, потребностей, запросов и др. Конечно, такая информация пос-
тоянно должна обновляться и быть точной. Все общественные организации 
должны поддерживать доброжелательные отношения с государственными 
организациями и не допускать любой дезинформации последних.

Вместе с тем информатизация публичного управления содержит как по-
ложительный потенциал, так и трудности и противоречия, пренебрежение 
которыми, как показывает практика, оборачивается негативным результа-
том. На сегодня недостаточно разработаны и требуют научного осмысления 
и обоснования, в частности, вопросы организационного, нормативно-право-
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вого обеспечения внедрения и реализации современных инструментов мар-
кетинга, менеджмента в публичном управлении.

Относительно перспектив дальнейших исследований понятия “формы 
коммуникативного воздействия гражданского общества на государствен-
ную политику”, то они заключаются в составлении его понятийного аппа-
рата, как основа совершенствования его системы, ведь неполная и неточная 
информация становится, в результате, причиной возникновения многих 
проблем в системе реформирования государственного управления.

Ключевые слова: формы коммуникативного воздействия, государ-
ственное управление, средства массовой информации, государственный  
сектор. 

Articulation of the problem. The 
decision of complex state-management 
problems that arise in the process of 
market changes in Ukraine, the scien-
tific substantiation of exit strategy ways 
from difficult socio-political situation, 
in which Ukraine stays, unfortunately, 
since its independence, requires the use 
of the most modern methodological so-
lutions concerning formation of mecha-
nisms and channels of civil influence on 
public policy in Ukraine.

Priority is given to issues of im-
proving the functioning of public ad-
ministration system by developing the 
mechanisms of motivation, innovation, 
communication, organizational trans-
formations, quality management, hu-
man resources management, crisis ma- 
nagement, etc.

Analysis of recent research and 
publications. Some organizational and 
legal, as well as state-management as-
pects of the communicative interaction 
of state authorities and the public in 
Ukraine have already been reflected in 
the writings of such Ukrainian and for-
eign researchers as V. Averyanov, S. An-
dreyev, V. Bakumenko, R. Voytovych,  
A. Drugova, I. Koliushko, F. Kotler,  
S. Kravchenko, Yu. Kutsa, A. Lipent-

seva, K. Nikolayenko, A. Pankrukhin, 
O. Polyak, E. Romanenko, E. Romata,  
V. Soroko, A. Starostina, Yu. Surmin,  
T. Fedoriv, O. Cheban, A. Chemerys, 
Yu. Sharov et al.

However, despite a sufficient amount 
of literature devoted to the study and 
analysis of the formation of strategy for 
social development of state and public 
relations in Ukraine, the study of di-
rections for developing strategy for the 
advance development of its marketing 
potential remains one of the current 
topical issues of public administration.

The research objective is to analyze 
the main forms of communicative im-
pact of civil society on state policy, the 
allocation of the main priorities of their 
functioning.

Presentation of basic material of 
the research. It is quite clear that suc-
cessful and dynamic development of 
modern state governance is impossible 
without an effective study of the theo-
retical and methodological identifica-
tion of the main forms and channels of 
communication for the formation and 
growth of their role as one of the tools 
of horizontal structuring of social rela-
tions and the implementation of public 
initiatives. After all, one need to know 



232

the theory before starting to analyze 
and improve practice.

In this study, it is proposed to un-
derstand ways of defining, evaluating, 
accumulating, analyzing, preparing, in-
terpreting and communicating informa-
tion received as the forms of communi-
cative influence of civil society on state 
policy, which will be used for further 
planning and evaluation of the commu-
nication process of public administra-
tion. In our opinion, such an approach 
differs in the systematic orderliness of 
each of its components and allows to 
reveal statics in the activities of entities 
and objects of governance, which form 
the organizational and structural basis 
of state governance and the dynamics 
of management mechanism (a set of re-
lationships and interactions of subjects 
and objects of management).

As for the prospects for further re-
search, the concept of “the forms of 
communicative influence of civil soci-
ety on state policy”, they consist in ad-
justment of its conceptual apparatus as 
a basis for improving its system, since 
incomplete and inaccurate information 
becomes, as a result, the cause of many 
problems in the system of reforming 
public administration.

The issue about the types of forms 
of communicative influence of civil so-
ciety on state policy is not marked by 
consensus of opinion.

Having carried out a comprehensive 
analysis of scientific research on this is-
sue, we have found that the forms of com-
municative influence of civil society on 
state policy can be classified as follows:

1) Depending on the sphere of dis-
tribution: internal and external;

2) Depending on the structure of 
management: horizontal and vertical;

3) Depending on the type of contact: 
interpersonal, group and mass;

4) Depending on the form of trans-
fer: verbal, visual, performance, mytho-
logical, artistic and mass media [1].

In the institutional sense, classifica-
tion depending on the scope of distri-
bution is of the greatest interest. When 
the public is communicating with state 
authorities, using certain communica-
tion tools, it is called an external form 
of communication. The external forms 
of communicative influence of civil so-
ciety on state policy help it to convey 
the necessary information about its 
thoughts, needs, requests, etc to the 
state authorities. Of course, such infor-
mation should be constantly updated 
and accurate. All non-governmental 
organizations should maintain benevo-
lence with state organizations and pre-
vent any misinformation of the latter.

At the same time, informatization 
of public administration contains both 
positive potential and difficulties and 
contradictions, neglection of which, as 
practice shows, may cause negative re-
sult. Currently, in particular, the issues 
of organizational, regulatory and legal 
support for the implementation and 
realization of modern marketing tools 
and management in public administra-
tion are insufficiently developed and 
require scientific comprehension and 
substantiation.

Functional features of state-civil 
communication should be focused on 
final results, on the basis of quantitative 
measurement of the indicators of its ef-
ficiency, the main of which are: limit-
ing the influence of public sector on the 
communication process; competitive 
provision of state-civil communica-
tion; emphasis on the human-orientat-
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ed style of state-civil communication; 
formal ranging of measured standards 
and indicators of productivity and suc-
cess of state-civil communication; par-
ticular focus is put on monitoring re-
sults of the effectiveness of state-civil 
communication, etc.

The well-known Ukrainian sci-
entist on public administration  
Ye. O. Romanenko, laconically notes 
that: “certain types of PR-communica-
tions should be the main forms of exter-
nal communicative policy of the state. 
In view of this, it is necessary to clearly 
distinguish PR-communications as:  
1) the means of marketing support 
(communication aimed at the target au-
dience of public, achieving its support 
and loyalty); 2) the means of forming 
certain reputation of both the bodies of 
state power and public organizations, 
which is ensured by reaching the trust 
of interested public groups (business 
structures, bodies of state power and 
local self-government)” [2].

However, the following forms of 
marketing communications as market-
ing incentives are equally important 
forms of external communicative public 
policy with state authorities; sale pro-
motion; personal sales; direct market-
ing; public relations; propaganda and 
informal verbal communication, etc.

Speaking about sales promotion as 
one of the forms of external communi-
cative policy of the public with state 
authorities, it is meant that stimulat-
ing marketing and communicative ef-
fect helps the state to plan an effective 
program of advancement of public ser-
vices and decisions, by involving its cli-
ents-citizens in this process and, thus,  
positive relations by ensuring their 
loyalty.

When talking about personal sale, it 
is meant that public authorities should 
use a variety of communication tools 
(teleconferences, public meetings, 
panel discussions, or presentations, 
exhibitions) and strategies in the com-
munication process to understand the 
preferences, the mood of citizens about 
some state decision, which, in turn, 
helps to plan well the distribution of 
public resources in order to obtain maxi- 
mum benefit for the country [3, р. 204].

Direct marketing is proposed to be 
understood as the activities of pub-
lic authorities, which they implement 
through the use of direct marketing 
communications tools, in particular, 
such as exhibitions and fairs, brand-
ing, copywriting, merchandising, event 
marketing in order to provide accurate 
and precise information to the civil sec-
tor. PR as a public strategy for com-
municating with citizens, promotes the 
formation of social climate in the state, 
plays the role of “generator” of com-
munication flows between government 
agencies, citizens and stakeholders so 
that public institutions can familiarize 
with real concerns of citizens and citi-
zens in turn, could trust the institutions 
and civil servants [4].

As a rule, this is called the internal 
form of communication. Internal com-
munication is an important feature of 
the administrative structure of public 
organization. It is important to em-
phasize that the effectiveness of influ-
ence of propaganda and informal verbal 
communication on decision-making by 
public authorities varies considerably 
depending on the degree of develop-
ment of problems with which public 
organizations deal [5, р. 248]. This, 
in turn, requires the support of good 
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communication channels of internal 
communication within the public or-
ganization, in order to make more clear 
formulation of its vision and the emer-
gence of productive dialogue with state 
authorities.

A central organization or corporate 
office of a public organization should 
inform its affiliates well about new 
policies and changes in activities. Em-
ployees of public organizations should 
be motivated and subjected to business 
principles and ethical ideas of public or-
ganization in order to prevent possible 
deviations from the intended goals of 
the work they perform.

The internal form of communicative 
influence of civil society on state policy 
ensures the involvement of all its em-
ployees in the mechanisms of political 
decision-making, as well as in relation 
to the main issues that are being raised 
for discussion with state authorities 
and for forming ways of their solution 
[6, р. 186–187].

Each government body accepts 
some official channels of communica-
tion with representatives of the public. 
The formal channels work with some 
restrictions. Continuous support of the 
official channel means expense of time 
and resources (material, organizatio- 
nal, resource). Very often such chan-
nels are simply legally declared and do 
not reach the real declared goal, and are 
defined as formal and routine by pub-
lic organizations. For example, public  
civil discussion envisages the organi-
zation and conduct of public events 
according to Art. 13 of Resolution of 
the Cabinet of Ministers of Ukraine 
“On Ensuring Public Participation in 
the Formation and Implementation of 
State Policies”:

• Conferences, forums, public hear-
ings, round-table meetings, gatherings, 
meetings (consultations) with the pub-
lic;

• Internet conferences, videoconfe- 
rences.

In addition, meetings of public coun-
cils, other subsidiary bodies, formed 
by executive authorities can be hold  
within the framework of public civil 
discussion.

Conclusions. Taking into account 
the analysis carried out in the article, 
it is proposed to determine that de-
mocratization of public life and public 
administration is not only a new policy 
and economic practice, it is, first of all, 
a new world perception of a person, a 
new moral consciousness — individual 
and social. Their decisive feature is to 
provide citizens with the necessary le- 
vel of communication support. Further 
scientific researches, within the frame-
work of the above-mentioned topics, 
should be oriented towards the deve- 
lopment of a system of public self-re- 
gulation for the training and retraining 
of civil servants engaged in the imple-
mentation of mechanisms and channels 
of civil influence on public policy in 
Ukraine.
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