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UZBEKISTAN: MARKET SPAWNS
 DIVERSIFIED ADVERTISING

                         Nadezhda Stepanova, reporter, Uzbekistan

The progress of market relations in Uzbekistan gives rise to
advertising, including its indirect forms.  Some journalists find
that indirect advertising  suits the media best as a source of
extra revenue, while  others are trying to prove otherwise.

Relations between the media
and advertisers are governed by
the Law on Advertising passed by
parliament in 1998. It is this law
that provides basic concepts and
requirements for advertising: lan-
guage, types, restrictions and pen-
alties for non-compliance with the
law, and the rights and liabilities of
the advertiser, producer and dis-
tributor of advertising material. In
practice, though, these are most
frequently ignored by the media.
Article 11, for example, reads that
any information, editorial or au-
thor’s material purposefully at-
tracting consumers’ attention to a
particular brand of a product or its
producer with the aim of arousing
interest in that product and boost-
ing its sales as well as containing
specifications of the producer or
distributor shall be considered as
an advertisement.

Material of this kind should be
placed in the ads column or
marked as ‘advertisement’. The
press is supposed to use a special
mark for this purpose. However,
most mass media outlets active in
Uzbekistan do not observe that
rule. Article 14 of the same law
describes the meaning of ‘indirect
advertising’, which by definition
affects subconsciously consum-
ers’ preferences. Nevertheless,
this kind of advertising is in wide
use among advertisers in the ab-
sence of a clear-cut legal respon-

sibility for the spread of indirect
advertising practices.

MORE ADVERTISERS
The spectrum of advertised

goods offered today by
Uzbekistan’s media to readers,
radio and television audience is
pretty wide, ranging from
stationary to telecoms state-of-
the-art technologies and
equipment. Some fifteen years ago
you could see advertisements
posted only on the back-pages of
republican papers. Today, even
front pages carry the trademarks
of various companies.

Advertisers placing orders with
the republican media can be
conventionally subdivided into
three groups. The first group
covers overseas firms (including
world renowned ones), wishing to
tap new sales markets. As a rule,
these are the best partners for
newspapers. Their advertising
campaigns are lasting and yield
tangible profits to newspapers. The
second group includes major local
organizations and enterprises that
have managed to increase their
capital in the course of economic
reforms. In the first place, these
are national commercial banks
commanding great financial
resources and using ads to expand
their clientele. They, too, may
become long-term partners of
mass media organizations. The

third group consists of small and
medium-sized businesses that need
predominantly non-repeat ads in
newspapers, television or radio. All
the above legal entities are free to
place ads relating to their compa-
nies and sales appeals in the me-
dia of Uzbekistan.

ENCOURAGING GOOD PR?
Meanwhile, the number of

indirect advertisement orders has
increased visibly. Although these
do not contain outspoken calls to
buy one product or another or to
contact particular companies, the
names of the companies are being
openly published. They come from
paper publications, television and
radio programs and with no men-
tion ever made of the promotional
nature of the announcements.

Uzbekistan has seen the even-
tual formation of the media mar-
ket where advertisers are rushing
to place indirect advertisements.
Potential advertisers know for sure
which media to choose to make the
most of their promotional cam-
paigns. The most popular are cen-
tral republican print media (state-
run and independent, Uzbek- and
Russian-language alike), and a
number of television networks.
Papers with the highest percent-
age of indirect ads include Prav-
da Vostoka, Narodnoye Slovo
and Khalk Suzi (an Uzbek-lan-
guage publication) — parliament
and government organs. Of non-
governmental publications, the
weekly Biznes-Vestnik Vostoka
(BVV) and magazine PressTizh are
the most popular.
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Remarkably, all state-run struc-
tures including their provincial af-
filiates are forced to subscribe to
parliament publications – a fact
that primarily accounts for the
large circulations of the latter. BVV
and PressTizh, predominantly
economic publications, are
designed for Uzbek business
circles. There are also other papers
and magazines profiting from PR
material.

According to Vera Rudakova,
Pravda Vostoka’s economic
department head, ads offer
newspapers and reporters (whose
monthly salary averages 20,000
sums, the equivalent of about US
$18) the sole chance to keep afloat
and provide the reader with inter-
esting information. This view is
shared also by Alla Muratkhano-
va, a journalist of Web portal Uzre-
port: “Let there be quality PR, im-
parting helpful information to the
consumer, rather than mediocre
and dull material in papers or tele-
vision programs.” Both journalists
agree that PR is the best kind of
advertising. Work on this material,
in Vera Rudakova’s opinion,
makes one exercise one’s brain to
the full. The most important thing
is making material convincing - be-
cause that’s what the advertiser
pays for. She believes people

involved in indirect advertising
need adequate financial
stimulation; otherwise their work
will not be efficient! A journalist
who asked not to be identified said
a publication of this sort costs US
$50 to US $100. Normally, media
heads charge far more than that.
Vera Rudakova does not conceal
the fact that while preparing
commissioned stories she is
careful to fall in with the wishes
of the customer. Alla
Muratkhanova, on the contrary,
claims that it’s the journalist’s pro-
fessionalism that actually counts.
She is confident that “a true pro-
fessional will always be able to
stand his or her ground, even in the
case of an ad.”

CASH OR ETHICS?
Indirect advertising has grown

into an important income item in
the Radio and Television
Broadcasting Company of
Uzbekistan. In spite of the fact that
the republican law prohibits
advertising during newscasts, com-
mercials are a daily occurrence
there. According to a former jour-
nalist of Akhborot, a number one
official television news program,
who wished to remain anonymous,
virtually any televised item focus-
ing on this country’s banks is paid

for by these very banks. It’s done
like this. During a televised pro-
gram featuring, say, a prospering
farmer a mention is made, as if in
passing, that a generous credit ex-
tended by such-and-such a bank
has helped the farmer find his feet.
According to the journalist, the
high quality of such items is out of
question. They give monotonous
reports about cotton, grain, indus-
trial or any other goods; anything
the customer wants to be adver-
tised.

He believes it is the journalists’
grievous financial position that
pushes them to resort to such
tricks. The average monthly sala-
ry of employees in the state-run
television company does not ex-
ceed 40,000 sums (around US
$35) with working time reaching
12 hours a day and one rest-day a
week. For reference, the manage-
ment of the Radio and Television
Broadcasting Company of Uzbeki-
stan receive 200,000 to 300,000
sums per month in revenues from
commercials alone. As regards
indirect advertising, we think this
problem does not boil down to
mere quality standards or fair dis-
tribution of revenues. It has much
to do with journalist ethics. This is
the choice to be honestly made by
each journalist once and for all.


