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Annotatsiya: Ushbu ilmiy magolada zamonaviy bozor sharoitida tashkilot va
muassasalarning jamoatchilik bilan alogalarini (PR) strategik va operativ
rejalashtirishning nazariy-uslubiy asoslari tadqiq etilgan. Tashkilotning obro‘-e’tibori
(reputatsiyasi)ni shakllantirish va saglashda PR vositalarining kompleks
integratsiyasi, maqgsadli auditoriyaning xulg-atvor psixologiyasini tahlil gilish hamda
fikr etakchilari (opinion leaders) bilan ishlash mexanizmlari ilmiy jihatdan asoslab
berilgan. Tadgigot davomida PR kampaniyalarini baholash va passiv iste’molchilarni
faol xaridorlarga aylantirishning bosgichma-bosgich modeli ishlab chigilgan.

Kalit so‘zlar: PR faoliyati, rejalashtirish, obro‘-e’tibor menejmenti (reputation
management), fikr etakchilari, magsadli auditoriya, strategik reja, operativ model,
SWOT-tahlil, kommunikatsiya konsepsiyasi.
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AHHOTauMs: B 1aHHOW HAy4YHOU CTaThe UCCIIEI0BAHBI TEOPETUKO-
METOJI0JIOTUYECKUE OCHOBBI CTPATErHYECKOTO U ONEPATUBHOTO IIJIAHUPOBAHMS CBSI3EH
¢ obmecTBeHHOCTHIO (PR) opranuzarnuii u yupekeHui B yCIOBUSIX COBPEMEHHOTO
peiHKa. HayuyHo 060CcHOBaHBI MEXaHU3MbI KOMIIEKCHON WHTerpannu PR-
WHCTPYMEHTOB B (JOPMUPOBAHUU U COXPAHCHUH PEITyTAI[UU OPraHU3alliy, aHATHN3
TICUXOJIOTHH TTIOBEJICHUS 1I€JIEBOM ayIUTOPUH, a TaKxkKe paboTa ¢ JujaepaMu MHCHU I

"Ixonomuka u couuym' Nel((149) 2026 WWW.iupr.ru



(opinion leaders). B xozae nccienoBanus paspadoTaHa odTamHasi MOACIb OlleHKH PR-
KaMIIaHWI U KOHBEPTAIIMHU ITACCUBHBIX MOTPEOUTENIEH B aKTHBHBIX MTOKYIIATEICH.
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management), Jiuaepsl MHEHH, LI€JI€Basi ayIMTOPHUs, CTPATETUYECKHI IIJIaH,
orneparuBHas Monenb, SWOT-aHanu3, KOMMyHHKAITHOHHAS KOHICITIHS.
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Abstract: This research paper examines the theoretical and methodological
foundations of strategic and operational planning of public relations (PR) for
organizations and institutions in modern market conditions. It scientifically
substantiates the mechanisms for the complex integration of PR tools in shaping and
maintaining organizational reputation, analyzing target audience behavioral
psychology, and engaging with opinion leaders. Throughout the study, a step-by-step
model for evaluating PR campaigns and converting passive consumers into active
buyers was developed.
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1. KIRISH (INTRODUCTION)

Zamonaviy globallashuv va ragamli axborot jamiyati davrida har ganday tashkilot,
korxona yoki brendning bozordagi ragobatbardoshligi nafagat taklif etilayotgan
mahsulot va xizmatlarning sifati, balki jamoatchilik ongidagi obro‘-e’tibor
(reputatsiya) ko rsatkichlari bilan belgilanadi.

Jamoatchilik bilan alogalar (Public Relations — PR) tizimi aynan mana shu obro*-
e’tiborni shakllantirish, mustahkamlash va inqirozli vaziyatlardan himoya qilishga
garatilgan muhim strategik boshgaruv mehanizmidir. PR faoliyatini tizimli va
konseptual rejalashtirish tashkilot va uning maqsadli auditoriyasi o‘rtasida barqaror,
ishonchli mulogot muhitini yaratishning yagona kafolati hisoblanadi.

1. BBEAEHUE (INTRODUCTION)
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B smioxy coBpemeHHoOI riobanu3anuu 1 udpoBoro HHGOPMAIIMOHHOTO 00IIIeCcTBa
KOHKYPEHTOCIIOCOOHOCTD JF000# OpraHu3aiuu, IpearnpusiTys Wi OpeHa Ha pbIHKe
OTIpEJIEIISIETCS HE TOJIBKO KaueCTBOM IpeIjiaraéMbIX TOBApOB U YCIYT, HO U
MOKa3aTesIMU PeIyTaliy B 00IIECTBEHHOM CO3HAHUMU.

Cuctema cBsizelt ¢ odbmiectBenHocThio (Public Relations — PR) npexacrasnsier coboii
BKHBIM MEXAHU3M CTPATETUUYECKOTO YIPABJICHUS, HAIPABICHHBIM UMEHHO Ha
dbopmMupoBaHUE, YKPEIUICHUE U 3aLIUTY 3TOU pEryTallud B KPUZUCHBIX CUTYaIIHSIX.
CucTeMHOE U KOHIIENTYyallbHOE IUIaHupoBaHue PR-aesTensHOCTH sABIsieTCSs
€MHCTBEHHOU rapaHTheil co3ganus CTAOWIbHOM U HAJIS)KHOU KOMMYHUKAITMOHHOM
CpeAbl MEXK/ly OPTaHU3ALMEN U €€ LEJIEBON ayJUTOPUEH.

1. INTRODUCTION

In the era of modern globalization and digital information society, the market
competitiveness of any organization, enterprise, or brand is determined not only by
the quality of offered products and services, but also by its reputation metrics in the
public consciousness.

The Public Relations (PR) system serves as a crucial strategic management
mechanism specifically designed to build, strengthen, and protect this reputation
during crisis situations. Systematic and conceptual planning of PR activities is the
sole guarantee for creating a sustainable and trustworthy communication environment
between an organization and its target audience.

2. ADABIYOTLAR TAHLILI VA METODOLOGIYA (LITERATURE REVIEW &
METHODOLOGY)

PR faoliyatini rejalashtirishning nazariy asoslari jahon va mahalliy olimlarning
kommunikatsiya menejmenti, marketing va ommaviy axborot vositalari bo‘yicha
izlanishlariga tayanadi. Reklamadan farqli o‘laroq, PR kampaniyasi to‘g‘ridan-to‘g‘ri
sotuvni emas, balki jamoatchilik fikrini tartibga solish va uzog muddatli ishonch
kapitalini to“plashni magsad qiladi.

Tadgiqgotda tizimli tahlil, SWOT-tahlil, sotsiologik so‘rovnomalar va kommunikatsion
kontent-tahlil metodlaridan foydalanilgan.

3. TADQIQOT NATIJALARI VA MUHOKAMA (RESULTS & DISCUSSION)
3.1. PR faoliyatini rejalashtirishning klassik va zamonaviy bosgichlari

[Imiy tadqiqotlar ko‘rsatishicha, muvaffaqiyatli PR kampaniyasi uzviy bog‘liq
bo‘lgan to‘rt fundamental bosqichdan iborat:

Axborot-tahliliy bosqich: Muammo ko‘lamini aniglash, ijtimoiy muhitni tadqiq qilish
va SWOT-tahlil o‘tkazish.
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Dasturiy-proglnozlashtirish bosqgich: Strategiya, operativ taktika va byudjetni ishlab
chiqish.

Kommunikatsion-amaliy bosgich: PR xizmatlari va media-kanallar orgali dasturni
amaliyotga joriy etish.

Baholash va monitoring bosgichi: Natijadorlikni baholash va gayta aloga (feedback)
tahlili.

1. Tahlil va tadqiqot | — | 2. Dastur va byudjet |

I
I
| 4. Natijani baholash | <—| 3. Amalga oshirish |
|
[

3.2. Magsadli auditoriya psixologiyasi va «Fikr etakchilari» roli

PR kampaniyasining o‘zagini maqgsadli auditoriyaning xulq-atvor stereotiplarini
o‘rganish tashkil etadi. Auditoriyaga manzilli ta’sir o‘tkazish uchun quyidagi tahliliy
savollarga ilmiy javob topilishi lozim:

PR kampaniyasi gaysi ijtimoiy-demografik qatlamga yo‘naltirilgan?
Reklama va PR axborotlarini gabul gilishning psixologik stereotiplari ganday?

Magsadli auditoriyaning fikrini shakllantiruvchi asosiy «fikr etakchilari» (opinion
leaders) kimlar?Ilmiy manbalar shuni ko‘rsatadiki, ommaviy auditoriya qaror gqabul
qilishda bevosita o‘zlari uchun avtoritet hisoblangan shaxslarning (soha
mutaxassislari, blogerlar, jamoat arboblari) xulosalariga tayanadi. Shu sababli PR
murojaatlari mana shu asosiy shaxslarga yo‘naltirilishi lozim.

3.3. PR rejalarining klassifikatsiyasi va vaqt modellari

PR kampaniyalarining istigbolli magsadlariga erishish uchun ularni muddatiga ko‘ra 4
ta asosiy turiga ajratish magsadga muvofiq:

"Ixonomuka u couuym' Nel((149) 2026 WWW.iupr.ru



Strategik (uzog muddatli) reja (3-5 yil): Tashkilotning global imidji, brend
gadriyatlari, yirik xayriya dasturlari va xalgaro hamkorlik loyihalarini gamrab oladi.

Operativ (yillik) reja: Sezonli ehtiyojlar va auditoriyaning yillik hayot sikliga
moslashtirilgan amaliy tadbirlar majmui bo‘lib, strategik g‘oyalarning sinov
maydonidir.

Vaziyatli (situatsion) reja: Ko‘zda tutilmagan muammolar, inqirozlar (crisis
management) yoki yangi paydo bo‘lgan imkoniyatlarni tezkor hal etishga xizmat

qgiladi.

Jadval (kalendar) rejasi: Aniq muddatlar, ijrochilar va OAV materiallarining
kunlik/haftalik ijro grafikidir.

4. XULOSA VA TAVSIYALAR (CONCLUSION & RECOMMENDATIONS)

Olib borilgan tadgiqot va tahlillar asosida quyidagi ilmiy va amaliy xulosalarga
kelindi:

1.Tizimlilik va kompleks yondashuv: PR kampaniyasi shunchaki bir martalik reklama
harakati emas, balki tashkilotning bozordagi o‘rnini mustahkamlovchi va passiv
iste’molchini faol sodiq xaridorga aylantiruvchi uzluksiz jarayondir.

2.Vaqt va resurslar balansi: PR faoliyatining 10—15% qismini ijobiy (kreativ) g‘oyalar
yaratish tashkil etsa, golgan 85-90% gismini munazam kommunikatsion alogalarni
saqglash (xat-xabarlar, telefon mulogotlari, OAV bilan ishlash, tadbirlar uyushtirish)
egallaydi.

3.Manzilli aloga: Har bir PR murojaati auditoriyaning ichki ehtiyojlariga va «fikr
etakchilari»ning avtoritetiga tayangan holda shakllantirilishi zarur.

Tashkilotlarda PR faoliyatini to‘g‘ri va ilmiy rejalashtirish nafaqat brendning
moliyaviy ko‘rsatkichlarini oshiradi, balki ijtimoiy makonda uning uzoq muddatli,
buzilmas va yuqori obro‘-e’tiborini ta’minlaydi.
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