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CYCLE OF SYMBOLIC TECHNOCONSTRUCTION 

Abstract 
The article considers the advertizing as the symbolic system, influencing the human’s mind 

through the activation of people’s stereotypes and cultural codes. The author makes the special 
emphasis at the influence of the cultural context to the choice of the symbols for advertizing. The 
article also analyzes, how the modern technologies, such as, first of all, computers and social 
networks, form contemporary univeersal stereotypes and concepts and how it contribute to that 
spread of that concept.  

Keywords: symbols, communications, advertizing, social networks, new information 
tehchnologies. 
 

All the thoughts and conceptions that the human being accumulates in the mind are 
assimilated through the communication of the individual with his environment. This phenomenon 
takes place permanently during the opportunities that are presented to him to obtain information 
about the norms and conventions that prevail in his social spheres, and that, in turn, help him to 
survive in them or make him feel that he can become a important figure in front of his peers or even 
a reference character. During its development, human beings learn that communication is based, to 
a large extent, on signs and symbols that their own culture gives them, and that they will show their 
own potential to take control of their participation in history and society. 

The symbol is the vehicle of ideas; of what belongs to the abstract visual world and 
language. Without the use of the symbol in social communication, culture could not exist and its 
functions would be paralyzed. In this sense, Roger Bartra [1] states: we can not avoid the problem 
of the influence of the sociocultural world in the brain processes, even if we decree that the 
conscience is an epiphenomenon, which in reality is a nervous process or that is the couple 
uncomfortable with an irreducible duality. Due to an almost mystical obsession with the causal 
closure of the physical world, the cultural and social networks in which we live have been left out 
of the cloister. Therefore, the brain needs to connect with the cultural environment as a foundation 
for its nervous signals to adopt a symbolic form, because through the manufacture, development, 
permutation or cancellation of symbols in any culture, communication is optimized and enshrined. 

The soccer ball ignites excitement, fills the soul with adrenaline and fosters union on the 
playing field, and even invites the family reunion in front of the television; the double-headed eagle 
of the Russian coat of arms and its composition based on the iconography of the old Russian 
Empire evokes various feelings due to the land it represents. Fill the longings of patriotic love and 
inspire those who have benefited from the Russian Federation in some way. The obelisk for the 
Egyptians; corn for Latin American cultures; the white color for Catholicism; the wedding dress, 
the moon, and the gold. The white dove, which has an allusive meaning to Christianity as well as 
peace. All these are examples of symbols that have meaning for their different physical and 
emotional values, but that have an impact on people when they interact with them or adopt them as 
an essential and spiritual part of life, because they manage to influence belief systems, and 
therefore, in making decisions. 

In advertising we find an extensive use of symbology that surrounds us daily, although in 
the most creative cases these representations are in the form of metaphors. The advertising impacts 
that are already part of our life and culture are part of our memories and will be cumulated in our 
conceptions of a reality that seems to understand our needs and desires, without even knowing that 
we had those needs. Successful advertising is based on the human being in several of its 
dimensions, in a scenario where companies present their brands to people but in the form of 
mergers of culture plus products, as in the example given by Naomi Klein [7]: Nothing personifies 
the era of brands better than Nike City, the company's retail chain. Each one is a temple, a unique 
place for the faithful, a mausoleum. The Nike City of Manhattan, on East 57th Street, is more than 
just a dream store with bright metal and light wood decor; It is a temple where the Nike logo is 
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worshiped as an artistic object and as a heroic symbol. Companies are dedicated to understanding 
the behavior of people, to be able to show in advertising the way in which products and services can 
improve their lives, and even more so, that without consuming them, life would invariably become 
difficult. 

The moment in which advertising understands cultural being, has the potential to present the 
correct links between its reality and a product through the correct selection of color, sounds, objects, 
gestures, accessories, streets, phrases, songs, and in general everything that can be represented, 
because no form of reality is independent, to which I add the explanation of Juan-Eduardo Cirlot [4] 
on the dynamic tendency of the quality to be related to the equivalents located in the corresponding 
points of all the analogous series: "In this symbolic function we can still distinguish between what 
is linked to the symbol and what corresponds to its general meaning, often ambivalent and full of 
allusions whose multiplicity is never chaotic, because it is arranged along a coordinate of" common 
rhythm ". In such a case, the link between the world and products has a certain order, explained here 
in the field of technology objects and tools as elements of a process of assimilation and learning. 

We are not exempt from the sociocultural influence that facilitates and qualifies the 
decisions generated from the social spheres to which we all belong, however, this influence is more 
complex because of what Bartra [1] writes: culture can not be reduced to the set of socio-cognitive 
"abilities" that allow humans to handle symbolic systems, identify with other people, predict their 
behavior, learn and practice behavior characterized by social acts. Although culture is based on 
certain skills, symbolic and institutional structures are not the sum of the brain's cognitive abilities. 
When exchanges of information are carried out that reveal the analogies existing in signs and 
symbology, we allow ourselves to continue learning from others to predict the actions of other 
individuals, learn and plan their own actions. 

One of the concepts that has given society the impulse and inspiration for its development in 
the postmodern society of the 21st century are the Information Technologies (ICTs), because from 
its definition it has presented the potential that it has to bring people and their matters, optimizing 
spaces, reducing times, speeding up procedures, etc. 

The new information technologies are diverse as complex if they are defined as a unit 
willing to symbolic analogy. ICTs work as a tool in reality, they are willing to serve and to generate 
value for everything that can be achieved. They belong to the material world as well as to the 
spiritual world, because within the human being he finds forms that only exist as an idea that can 
not be touched, but that motivates him to know more about these tools. 

The first symbolic value that I attribute to ICTs is that of the hope of a better life, taking as a 
theoretical basis what was mentioned by Juan-Eduardo Cirlot: "According to the Tabula 
smaragdina, the triple principle of the analogy between the outside world and the inside consists of: 
the unity of the source or origin of both worlds; the influence of the psychic world on the physical 
world; and that of the material world over the spiritual one. But the analogy consists not only in that 
relation between the interior and the exterior, but also between the various phenomena of the 
physical world. " Thus, as a consequence of its use, ICTs become a representation of a better life; 
optimal, healthy (consequently), educated, prosperous, indulgent, etc. With each step that the 
concept advances in the mind and in the social collectivity, the TICs evolve their significance and 
representation in the culture. 

Virtuality is a concept that has been developed and understood thanks to software, the 
internet and ICTs, and is part of Cyberculture, as Edgar Gómez and Alma Galindo [5] have pointed 
out: although millions of people still have no access, even to minimal resources for subsistence, 
most governments, educational institutions and companies use computers and often the Internet as 
part of the daily tools for decision making in areas that impact countries and entire populations. 
This is called Cyberculture, which would become a new conformation of the cultural sphere with 
the characteristic that information technologies are a fundamental element of it. Thus, virtuality is 
the symbolic form of an orderly and simpler world than the real world, expressed in different ways 
according to the electronic device that allows its manipulation. Similarly there is a large number of 
manifestations of virtuality, some of them are virtual reality and augmented reality, and from these 
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derive more specific forms of virtuality such as virtual office, virtual friendship, virtual library, 
community virtual, among others; perfected and defined in unique areas of the internet, as Edgar 
Gómez and Alma Galindo have explained: "The distinction between the Internet as a culture and as 
a cultural artefact plays again the distinction between the real / virtual and if it is accepted without 
any problem it can obscure the processes with which this limit is constructed to itself  [5, p. 39]". 

Technology is a modern concept that represents virtuality in its symbolic character; a 
representation of reality and the possibilities of modifying it at will. Over time, the symbolic 
attribute of virtuality has helped technology to be understood. With this assimilation, the contiguous 
process is that of the migration of the physical world to the virtual world, a transformation that has 
needed all the human creative capacity to manage to reconstruct each piece of its world in one of 
the worlds of the "not real", nevertheless, although every object that can be virtualizable must have 
a real antecedent, as in the example described by Jean Baudrillard [2] about the series of objects: 
another anecdote will give us a testimony of this meaning (mentioned by Maurice Rheims). A 
bibliophile owner of unique copies learns that a bookseller has put up for sale in New York a copy 
identical to one he has. Cross the sea, acquire the book and call a notary to burn before him the 
second copy and record this destruction. After which, keep the record in the copy that has become 
unique and falls asleep reassured. Is there in this denial of the series? Only in appearance: in fact, 
the single copy was loaded with the value of all virtual copies, and the bibliophile, by destroying the 
other, did nothing but restore the perfection of the endangered symbol. Denied, forgotten, 
destroyed, virtual, the series continues to exist. In the least important of the everyday objects, as 
well as in the most transcendent of the given objects, it feeds the property or the passionate game. 
Without it, there would be no possible game, therefore there would be no possession and, properly 
speaking, object. 

In the modern era, the migration towards the virtual has added precisely the symbolic value 
of virtuality to ICTs, but it does not cancel or substitute the original objects, since they were already 
a tool at the service of the utopia of the perfectible worlds, including the potential perfection of our 
physical world. Edgar Gómez and Alma Galindo [5] write that the distinction between real and 
virtual space has served as the organizing framework for these studies.  

Social networks are one of the new symbols of the utopia of the march towards virtuality. 
ICTs are the origin, and therefore they function as factories of this reality and as windows to 
observe the virtuality that others create and in which they live according to their own appearance. 
The interpersonal and social relationships that develop at the heart of social networks are facilitated 
by ICTs, which gives them the representation of relationships in terms of the virtuality of social 
networks, and consecrated according to their own symbolic value . In this sense, ICTs can be a 
medium, but their attributes of representation make them practically indispensable for their 
understanding, allowing them to consolidate as representatives of the same symbols that emanate 
from them, such as virtual friendship or the manifestations of communication. generi that you are 
born in general. 

ICTs also have the character of representing modern art. Due to the possibilities that 
technology offers, he has convinced many that creativity is not entirely possible without special 
software skills. The assimilation of softwares or computer programs in the definition of 
"applications" is proof that this expression of technology has been understood as a symbol of the 
future of communication, facilitation, implementation and creation. This symbolic burden has also 
been transferred to communication devices such as computers, but mainly in cell phones. For this 
reason, the concept of modern technology, as well as ICTs, constitute a new symbol of creativity, 
despite lacking a well-founded and efficient value, as Carlos Carpintero [3] expresses it about the 
discipline of graphic design: any design teacher knows that we usually have a constant battle 
against the artifices of the software and its obscene offer of artifices. Students are addicted because 
they were born with Photoshop under their arms. They add filters, shadows, and volume to 
everything. If it is not Rococo, it does not feed. These Mannerist abuses end in fat but malnourished 
pieces. Pieces that never end up satisfying the author, because they always have a taste for little, 
something that belongs to someone else . 
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An example of how globalization contributes to the propagation of the idea of the great 
migration towards virtual realities is what Naomi Klein [7] describes the process of creating the 
brand goes beyond the well-known Swatch wristwatches, and launches the «Internet Time», a new 
company of the Swatch Group that divides the day into a thousand «Swatch beats». Now the Swiss 
company is trying to convince the Internet world to abandon traditional watches and to sign up for 
this time without time zones and brand. In this way, communication devices pursue more advanced 
forms of communication, thus optimizing their symbolic load based on instantaneous 
communication. The internet, which in turn is an external symbol of globalization, 
interconnectivity, information, infinite knowledge and other spiritual phenomena; has inherited 
these symbolic concepts to each device with access to the network, without taking into account the 
limitations that the payment services interpose, and that in all of them these expressions can be 
carried out in their living and dynamic form. 

Computers, tablets, cell phones, etc., acquire the virtue of the concepts they propagate and 
present, and therefore, society configures between its systems of symbolic and institutional 
substitution that these technological devices enact: the instantaneity of information and the news , 
for example, and therefore acquire for themselves the significance of the present and the vanguard. 
In spite of everything, observing the attributes of ICTs around their representation functions must 
be done with care to reach wrong conclusions; according to what was said by Cirlot [4], the 
tendency to hypostatize the subject being analyzed is difficult to avoid in the researcher. Forced is 
to guard against danger, although a total commitment to the critical spirit is not feasible and we 
believe with Marius Schneider that there are no ideas or beliefs, but ideas and beliefs, that is, in the 
first there is always something or much of the second , apart from that, around the symbolism, 
crystallize other spiritual phenomena . 

From the phenomenon of the constant migration towards virtuality appears the fact that 
virtuality is more than an apparent reality, because by allowing its manipulation, the distortion of 
tangible reality appears; a representation with false data regarding its first origins, a defect. 
However, this disposition goes beyond the limits of the symbolic to enter into the function, because 
even though it is transitory in the symbolic, the result of the distortion of tangible reality is not a 
symbol. In this way, the presentation of false data as part of the virtuality derived from social 
networks gives the possibility of creating false identity profiles, and thus the possibilities of their 
defect grow. 

Due to globalization, technology has merged with the daily activities of modern societies in 
many ways, to such an extent that it is now practically unlikely to live without it. As a result, 
individuals enter into a paradox in which it is not possible to define the tangible reality separated 
from virtuality, since to check what is externally real, information that is stored in some form of 
virtual space is required, in spite of everything, forced is to prevent qualifying the virtual as real, 
because digital information does not exist in any part of the world palpable, but it is an effort to 
represent information. Given the circumstances, it would be impossible to define the personal 
reality completely as long as there are elements that "do not exist" because they are digital or 
belong to the utopia of virtuality, and we probably can not fully define the truth or falsity of a 
human identity in any expression Internet, but could only be defined in terms of their transmission 
of data from the tangible world when possible. 

An expression of the phenomenon of migration is the avatar; a visual and iconographic 
representation of the identity of a user in a virtual area. Its origin derives from the ancient need to 
represent the gods in an embodied manner. Juan-Eduardo Cirlot [4] wrote that, According to Rhys, 
Arturo is an avatar of the Greek god Mercurio Arterio, king of the fabulous country of Oberon. 
Arturo is the archetype of the "mythical king" who concentrates the hopes of a race and is a 
reflection of the "primordial man". This king of catfish in Wales is the best representation of the 
first being to exist with the creation of the universe according to some religious and philosophical 
specifications, because since ancient times civilizations have maintained the idea that the divine and 
spiritual can touch our world through certain visual and / or palpable icons. 
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The modern avatar as a virtual identity has many forms according to the digital platform or 
the software that hosts it, and its complexity also depends on the use that its existence has in the 
virtual field. The variation of avatar that exists in video games is one of the most complex, because 
they detail a lot in the physiognomy, while the avatars whose composition consists mostly of 
personal data are: websites, social networks, digital user accounts for companies; banks, 
government, academies, etc., and in general applications of instant messaging (Instant Messenger). 

It has been understood that ICTs offer, in virtue, the return of our desire to live in a "perfect" 
world through tools that bring us closer to the "ideal". Klein  [7] explains that: already in 1930 Walt 
Disney, the grandfather of modern synergy, showed that he understood the human desire to penetrate 
the screen of cinemas when he fantasized about building a Disney city separate from the real world, and 
pointed out that each product or toy with the shape of the Mickey Mouse was an advertisement for his 
cartoons. However, the desire to live in a paradise is as old as the culture itself, paradise as the perfect 
home of our avatar has been promoted by most religions, since this primordial virtual area is where the 
inaccessibility of certain divinity and towards which man arranges his life and his works. 

As a traditional symbol, Cirlot [4] describes that paradise as a symbol of a spiritual state, 
corresponds to one in which there are no questions or distinctions. The fall of man from the paradisiacal 
state and his return to it, are symbolized in very different ways, especially by the labyrinth. Saunier says: 
"When man considers this mysterious question, he no longer knows rest, because his thought given to a 
series of insurmountable obstacles breaks and fills the heart, his soul and his body with rage and 
despair… The man, Suggested by desire… he led his spirit to a rigorous analysis of the smallest 
particles of the cosmos, embodied his intelligence in matter and endeavored, through laborious and 
constant work, to rediscover himself in the labyrinth of sciences. Only after having known the worlds of 
the infinitely small and the infinitely large could man again vibrate in concomitance with the cosmic 
harmonies and be confused in ineffable communion with all beings and things of the earth and the 
heavens”. Leaving aside the religious origin, in our humanity we can still observe this dream to belong 
to paradise, but not as the religions solve it, but in function of the unconscious personal value. This 
phenomenon is revealed when, in addition to wanting to be part of the fantastic worlds of movies, 
cartoons, series, or visual expressions of literature; video games, etc., the symbolic value seems to 
endow us with creative power, as long as we have control to alter or cancel characteristics of a given 
virtuality. 

One of the most important symbolic values that ICTs have developed is the shortening of 
distances due to the possibility of sharing and dialoguing with other people when there are limitations 
such as distance and time. When ICTs achieve instantaneousness, we have conquered the powers of the 
gods, but not as an epiphenomenon, but as a condition. Globalization allows this power to be in the 
hands of anyone, and therefore, these technologies become "tools" of the new gods, because thanks to 
them we can be everywhere potentially and ideally; even though distances and time are the same really. 
We are also "omniscient", because we can have the information of almost anything, of any detectable 
site and also introduced in the digital virtuality of the network. In the case of software programming 
skills, ICTs are scored as an attire of the creator, designer or architect. Thus, he is a creator. 

To assimilate and understand the functioning of ICTs, their particular design in terms of 
software or hardware can take into consideration fundamental factors that, as time goes by, the use and 
its "viralization" will help to assimilate and understand its use. The first of these defined symbols can be 
color. Because of his influence on the mind, Baudrillard [2] says that traditionally, color is full of 
psychological and moral allusions. One likes a certain color, one has its color. Or it is something 
imposed: on the event, the ceremony, the social role. Or it is also the attribute of a material, of wood, 
leather, cloth, paper. Above all, it is circumscribed by the form, it does not look for the other colors, it 
does not have a free value. The tradition submits the color to the interior meaning and to the closing of 
the lines. In the learning process, color or texture can represent ICTs in the market, just like with logos. 
For example, the metallic texture of apple devices or the details in led light of cell phones, because a 
symbol, when it passes, is a material; a virtual and at the same time impalpable correspondence. 

These visual efficiencies transcend the personal meaning to pass to the collective, basing and at 
the same time checking signs and concepts. Among the possibilities of connotation, Baudrillard [2] 
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speaks of the signs that can add value to a car to generate an automotism full of symbols that elevate the 
object itself. Explaya that this comedy of the spontaneous and transcendent efficiency of the object 
immediately requires natural symbols: the car is adorned with fins and fuselage, which in other parts are 
structural elements: it makes the signs of the plane object-model of space its own; moreover, it is the 
nature to which it removes its signs: the shark, the bird, etc. This evidenced the need to identify three 
specific features in technological devices: signs, icons and concepts (SIC), so that any technological 
expression that helps human beings remain at their service or be displaced according to their value 
symbolic. 

The Cycle of Symbolic Technoconstruction is the behavior of ICTs in modern life according to 
use and disuse. When ICTs enter the market and are commercialized, the first advertising strategies that 
brands use to conquer a place in our unconscious can contain icons, signs and concepts that, in terms of 
the impact they produce on the mind, will define their acceptance in life of the consumer. With the 
appearance of devices such as the iPod, the concept of data transport and storage was revolutionized; 
because it was specialized in the genre and also guaranteed comfort and a new user experience in 2001, 
however, everything that made the iPod unique was commercialized in more advanced devices and 
technological forms. 

When the SIC factors in a technological manifestation manage to have value in the life of the 
users and define their habits, as in the case of mobile telephones and computers, at the beginning of the 
process of learning and viralization of the TICs, the users use the SIC factors available to assimilate and 
learn to use devices and softwares. 

In the learning process; At the beginning of the cycle, ICTs go through three stages before 
concluding any cycle: consideration, evaluation, and finally viralization or cancellation. During the 
consideration, experimentation by the user is carried out through the SIC elements. But it is during the 
evaluation that ICTs consecrate their symbolic value and allow users to share their experience via 
dialogue and specific conventions of the technology in question, to integrate it into their culture. In the 
last part of the cycle, after the user has determined whether ICTs are efficient to help solve their 
problems or represent a survival tool in society, can transit the phenomenon of viralization thanks to 
globalization itself, because the degree of acceptance is also determined by the place that this object has 
within its same series of objects and in the sociocultural reality of the audience, according to what 
Baudrillard [2] states that the object is a symbol, not of any case or value outside, but, first of all, of the 
whole series of objects of which is the term (at the same time as of the person of which it is the object). 
However, there is also the possibility that ICTs, at the end of the cycle, become obsolete or are displaced 
in the market due to ICTs (in a new cycle) that apparently have a symbolic value as integral as possible, 
such as efficiency. 

The SIC features in Information Technology are in close connection, in the first instance, with 
their visual and palpable expressions, defined by the companies before starting any cycle of symbolic 
techno-construction through advertising strategies. 

One of the most important features is the color or texture, because a technological object not 
only competes for a privileged space in the brain, but also must be differentiated from the competition in 
the market and demonstrate originality to increase its own symbolism favorably. Marc Gobé [6] wrote 
that every Emotional Branding strategy must consider the effect colors (or their absence) will have on 
the brand. When making considerations, I suggest a need for something more than beauty, continuity, 
and vividness as components of brand experience, therefore, the corporate decision that intervenes in the 
color or texture must transcend the inner and psychological meaning. 

Since 1979, the Compact Disc (CD) started its own cycle. His appearance was clearly charged 
with his own signs, icons, and conventions (which were developed in depth in his own stage of 
evaluation). It symbolized the music itself and the potential for multimedia data transportation; also 
represented speed as a symbolic value despite the limitations that existed for the specific care required 
by the object itself. However, the streaming tools on the internet as cultural artifacts have made the CD 
eventually reach a tragic outcome: its inevitable cancellation at the end of one of its last cycles of 
symbolic techno-construction. 
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Edgar Gómez and Alma Galindo [5] explain the displacement of the symbolic value of other 
ICTs compared to computer-mediated communication (CMC), directly related to the Internet, since they 
reached the end of their cycles in a way in which technological progress surpassed them: some of the 
CMC systems that had a large number of users have practically become extinct or have lost 
considerable ground before the emergence of new systems, more developed, more advanced and with 
greater multimedia possibilities. Such is the case of the BBS, or even the ICQ in some places, before the 
arrival of the MSN Messenger (which is not the most used messenger system in the United States, and 
therefore in the world, since it occupies the messenger of AOL, which, however, is less widespread in 
Latin America than the previous one). On the other hand, the configuration of these systems has 
changed and some of the concepts that once had meaning ceased to have it, as the conditions have 
become more complex and technically more sophisticated, although at the same time, certain systems 
are becoming more widespread (for example, example the messengers) and therefore have become 
more "transparent" and appealed by people. Concepts such as Virtual Community and Cyberspace 
emerged in that first moment of reflection and gained a presence in the works on the subject, so there 
should be a constant reconsideration of them in light of the new systems and phenomena that are taking 
place and the way in which people use them and appropriate them "(19). As a result of the 
aforementioned cycles, the indicated SIC elements that include the concepts of Virtual Community and 
Cyberspace show that ICTs can be canceled more quickly and easily than the symbols themselves, 
because in a certain way, the objects are easy to understand, assimilate and Discard, plus the ideas and 
symbols that emerge from them and remain in the culture endure. Given the fact, speed and efficiency 
are the symbolic attributes most demanded and observed by the users of ICTs because of the symbolic 
technoconstruction cycles to which all technology is subjected. 

In a certain way, ICTs are at the service of symbols, transmitted and experienced through SIC 
factors. When a device and/or software manages to combine several symbolic values that the audience 
was looking for, then the device can prolong its cycle. 

Speed is one of the symbolic values that everyone wants to possess; although despite the term, 
the most precise technical meaning is the instantaneity as a condition, and yet, as long as the human 
being is shown the symbolic possibilities of possessing certain utopian skills of the gods, such as their 
representation in the transition towards virtuality in the specific form of avatars, knowing everything or 
being everywhere; the interest to learn more of these technological devices will increase in the same 
index in which the globalization allows the development and distribution of said tools to pack 
symbologies of communication and personal sustenance. This allows any cycle of ICTs to last a long 
time and survive globalization by shortening time and tangible space through virtuality. All devices, 
applications for cell phones and computers; Softwares in general, are manifestations of ICTs, and all 
without exception begin their own life cycles in which they submit to the use of people to decide if they 
are worthwhile to remain in everyday life and culture as the ultimate goal, and for this the technology 
producing companies play an important role in deciding the SIC elements that should have all the 
technological, digital or tangible objects, and to the extent that they are presented they will be 
understood to penetrate the culture in a symbolic and utilitarian way at the end of each cycle of 
symbolic technoconstruction. 
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Энок Руиз  
ЦИКЛ СИМВОЛИЧЕСКОГО ТЕХНОКОНСТРУКТИВИЗМА 

Аннотация 
В статье реклама рассматривается как символическая система, воздействующая на со-

знание человека через активизацию его стереотипов и культурных кодов. Автор делает осо-
бый акцент на влиянии культурного контекста на выбор символов для рекламы. В статье 
также анализируется, как современные технологии, такие как, в первую очередь, компьюте-
ры и социальные сети, формируют современные универсальные стереотипы и концепции, и 
как они способствуют распространению этих концептов.  

Ключевые слова: символы, коммуникаций, реклама, социальные сети, новые инфор-
мационные технологии. 
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PUBLIC RELATIONS IN INDIA 

Abstract 
The article emphasizes on the Public relation in India. It deals with the beginning of public re-

lation in India, its growth, the difficulties it had, recommendation on how to make it better, and fi-
nally, its current status and importance in India. Based on the various articles and opinions of vari-
ous intellectuals the article tries to explain its readers, all the various problems and the scope public 
relation have in India. 

Keywords: Public Relations, Marketing, Advertising, India, PR in India, PR agencies, Mass 
media, Mass communications. 
 

Simply put, Public relation is the technique of maintaining goodwill and mutual relation-
ships between any organization and its stakeholders- both internal and external.  So, are Public Re-
lations and Public Affairs different? 

It is a part of Public Relations. Both have their viewers and their job is to build and maintain 
relationships with them. Both are skilled to do the same job which involves Media Handling, Event 
Management, Press releases etc.  

Public Affairs 
Public affairs are issues that crop up between the public and an organization- both public 

and private. Legal officers make regulations that impact business. Working along with the law-
making officials, the public affairs specialist will address the public directly so that their important 
opinion can be sought. It is essential for policy development. These are usually local issues and they 
need the opinion of the local public so that they have the support against their critics. 

History of Public relations in India  
PR is quite an old concept however in India it was began only in the early part of the 1990s. 

There were limited options and small organizations and the PR they offered were more of a media 
relation profile. There can be two major classification of Indian PR, the era of 1990’s and era of 
2000s. 

The PR agencies of 1990s 
The fast growth of Indian economy and the inclusion of internet for business induced the 

nascent PR industry to grow at a fast pace. Companies like Lexicon PR started its operations with a 
focus on the proper PR practices. This era also witnessed the growth of Indian IPOs offering PR 
services as a part of their service. Companies like Catalyst Public relations started to offer PR ser-
vices to enhance the brand image among the public. The entire system of media monitoring in 
South India has been possible due to these extensive b2p relations.  
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