CUADERNOS.INFO N° 58 [®) BY-NC-SA |
Version electrénica: ISSN 0719-367x

http://www.cuadernos.info

https://doi.org/10.7764/cdi.58.68727 Received: 10-15-2023 / Accepted: 03-07-2024

Public relations from a Latin American perspective
Las relaciones publicas desde la perspectiva latinoamericana

Relacbes publicas numa perspetiva latino-americana

Francisco-José Pradana, Universidad Europea de Madrid, Madrid, Espafia
(franciscojose.pradana@universidadeuropea.es)

ABSTRACT | This paperanalyzes the possible existence of a Latin American approach
to Public Relations that differs from Anglo-Saxon and European perspectives. It
examines how the cultural, historical, and socioeconomic characteristics of Latin
America affect the professional practice of Public Relations, especially in the southern
part of the continent. Special attention is given to the role of Public Relations
professionals as a prominent profile in Latin America, emphasizing the nature of
their training and the way their role adapts and responds to regional specificities.
The aim of this research is to provide a clear and precise understanding of the
practices and specific characteristics of public relations in Latin America and its
relationship with European and North American approaches. The analysisisbased
on a literature review that examines the state of the art and functioning of public
relationsasadisciplinein Latin America. The findings suggest that Public Relations
professional in Latin America is a significant figure that responds and adapts to
regional characteristics, reinforcing the notion of a distinctive current in public
relations in this region. The research emphasizes the importance of considering
cultural and contextual diversity in the practice of Public Relations. Despite Latin
America's long history of academic development and established public relations
professionals, North American and European conceptualizations and trends continue
to dominate theoretical discussions and professional routines.
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PRADANA, F. Public relations from a Latin American perspective

RESUMEN | Este trabajo busca analizar la posibilidad de que exista una corriente latinoamericana en
el dmbito de las Relaciones ptiblicas que se distinga de la visién anglosajona y europea. En él, se aborda
como las caracteristicas culturales, histdricas y socioeconémicas de América Latina podrian influir en la
prdcticaprofesional de las Relaciones piiblicas, especialmente en el cono sur del continente. Se presta especial
atenciénalafiguradel relacionista ptiblico como un perfil profesional destacado en América Latina, desde la
naturaleza de surecorrido formativoy cémo esterol seadapta y responde a las particularidades regionales.
Lainvestigacién busca contribuir de formasencillay clara a una comprensién mds profunda de las prdcticas
y especificidades de las Relaciones ptiblicas en América Latina y su relacién con los enfoques europeos y
norteamericanos. Se realiza un andlisis con un enfoque basado en la investigacién bibliogrdfica, con una
revision del estado de la cuestidn acerca del funcionamiento de las Relaciones piiblicas, como disciplina, en
América Latina. Los resultados muestran que la figura del relacionista ptiblico en América Latina es un
actor crucial que se adapta y responde a las caracteristicas regionales, reforzando la idea de una corriente
especificaen las Relaciones ptiblicas en laregién latinoamericana. Almismotiempo, se destaca la importancia
de considerar la diversidad cultural y contextual enla prdctica de las Relaciones piiblicas. Aunque América
Latina tiene una larga historia de desarrollo académico y de profesionales de las Relaciones ptiblicas bien
establecidos, la conceptualizacién y tendencias norteamericanas y europeas siguen prevaleciendo en los

debates tedricos y en las prdcticas profesionales.

PALABRAS CLAVE: Relaciones piiblicas; Latinoamérica; comunicacién; comunicacién organizacional

RESUMO | Este trabalho pretende analisar a possibilidade de existéncia de uma corrente latino-
americana no campo das rela¢Bes ptblicas que se diferencie da vis&o anglo-saxénica e europeia.
Aborda como as caracteristicas culturais, histéricas e socioeconémicas da América Latina poderiam
influenciar a prética profissional das rela¢des publicas, especialmente no cone sul do continente.
E dada especial atencdo & figura do profissional de relagdes ptiblicas como um perfil profissional
de destaque na América Latina, a partir da prépria natureza de sua formac#o e de como esse papel
se adapta e responde as particularidades regionais. A investigac&o procura, de forma simples
e clara, contribuir para uma compreensfo mais profunda das praticas e particularidades das
relagdes publicasna América Latina e suarelagdo com as abordagens europeias e norte-americanas.
Estabeleceaandlise, por meio de umaabordagem baseada na pesquisabibliogréafica, com umareviséo
doestadodaarte, do funcionamento das relagdes ptiblicas, como disciplina, na América Latina. Os
resultados encontrados mostram que afigura do profissional de relacdes piblicasna América Latina
emerge como um ator crucial que se adapta e responde as caracteristicas regionais, refor¢ando a
ideia deuma corrente particularnasrelacdes piblicas naregifiolatino-americana. Ao mesmo tempo,
apesquisa destaca aimportincia de considerar a diversidade cultural e contextual na pratica das
relagdes publicas. Emboraa América Latinatenha umalongahistéria de desenvolvimento académico
e profissionais de relacdes publicas bem estabelecidos, a concetualizacgo e as tendéncias norte-

americanas e europeias continuam a prevalecer nos debates teéricos e nas praticas profissionais.
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INTRODUCTION

Public Relations, as a discipline still has a weak theory, with a rather practical
approach. This situation is unusual because it points to a discrepancy between
research and practice. If practice is not supported by research findings, it is difficult
for research to be solid. Research and practice in Public Relations in non-Western
regions show that intercultural, cultural and multicultural Public Relations are
increasingly needed as emerging and salient subfields of related disciplines.
Likewise, Public Relations as a discipline should be well prepared for future trends
of digitalization, such as big data, corporate and government surveillance, digital
sharing, industry, artificial intelligence and social media. From a Latin American
perspective, a major challenge for PR is to face and respond to the conflicts between
consumers, workers, citizens, genders and the environment that are instigated
by the very companies or governments that PR is supposed to defend, promote
and sometimes even whitewash (Gezging, 2019).

Growth of Public Relations

Thelen (2021) notes that the number of published studies on Public Relations
has increased significantly, especially between 2016 and 2020. Although almost
half of the authors were based in the United States, the published researchers
came from 27 countries. Despite the growing number of publications on global PR,
researchers have recognized the need to increase documentation of the practice
in underrepresented regions of the world, such as Latin America (Molleda et al,,
2017). As Jain and colleagues (2014) noted, Latin America is the least researched
region in the world. Contextualized research, which refers to the study of PR
in a specific country or region, contributes to a better understanding of how it
is practiced in different cultures and places with different social, political and
economic circumstances. In addition, Thelen (2021) points out that international
public relations benefits from the methods used in the practice of the discipline
in specific countries or regions such as the Anglo-Saxon, European or American
regions, as well as the trends and challenges there. Therefore, there is a great need
to further research and systematically document the profession in Latin America
through comparative country-specific studies.

To date, there is no compendium of Public Relations research in Latin America
that provides a comprehensive understanding of the studies that have focused on
this region, which does not allow for an accurate understanding of its development
in Latin America and the stage it is at.

The extensive research on Public Relations in the United States and Europe
stands in stark contrast to the paucity of theoretical and empirical work on the
field in the region. Among the reasons that explain the scarce research on the



practice of Public Relations, several authors agree that a crucial role in this field
was played by the dictatorships and authoritarian regimes of the 20th century
(Molleda et al., 2017). It was only after these began to fall, in the 1970s and 1980s,
that public relations began to gain prominence (Mellado & Barria, 2012). Likewise,
some researchers point to the close relationship between Public Relations and
Journalism in Latin America, characterizing this practice as linked to information,
unlike other consolidated fields (Mellado & Hanusch, 2011).

The consolidation of professions in the field of communication in Latin America
has led to various specializations, including Public Relations and Organizational
Communication (Krohling, 2011), a term that perhaps describes the role analyzed
in this study more appropriately and with greater acceptance among professionals
and academics. This term in itself differs from the European terms closest to the
discipline, even in Spain, where the concept of Public Relations is understood and
applied, but not as a professional role, but diluted in other more specific roles such
as institutional relations, public affairs, protocol or the organization of events,
which are incorporated into the field of corporate communication. The growth and
interest of the public sector, business and society in Public Relations can be seen
in the emergence of university degrees focused on this discipline in Latin America
and the emergence of organizations that recognize the significant development
of Public Relations in the field (Pradana, 2023), such as the Inter-American
Confederation of Public Relations (CONFIARP) in 1960, which emerged from the
transformation of the Inter-American Federation of Public Relations (FIARP), or,
more recently, the Latin American Association of Public Relations (ALARP or
ALARP International, a name used to distinguish the parent organization from
the national affiliates), which was founded in Brazil in 1998 and currently has
delegations in ten countries (Argentina, Brazil, Chile, Colombia, Ecuador, Mexico,
Paraguay, Panama, Uruguay and Venezuela). Likewise, there are international
professional associations such as the historic Public Relations and Communications
Association (PRCA), which in 2020 recognized the need to concretize the vision
of Public Relations in Latin America by creating the PRCA Americas division
for the region. Other organizations such as the Spanish Association of Public
Relations Researchers (AIRP) recognize the importance of Public Relations in
Latin America. Although the consolidation of the profession in the region can be
considered a fact due to public and business interest, could there be a specific vision
or Latin American school of Public Relations? The study of this phenomenon from
an academic-scientific point of view is scarce, especially in the region, especially if
we limit ourselves to empirical research focused entirely on scientific knowledge,
with other publications related to dissemination, from governments or professional
organizations, or academic works (doctoral theses or others, such as dissertations).



However, there are enriching works on the subject that analyze the profession
of Public Relations officer in Latin America, such as Molleda and Sudrez (2003)
and later Molleda and colleagues (2017), Alvarez-Nobell and colleagues (2022),
Moss and colleagues (2017), Krohling (2011) or the literature reviews by Arzuaga
Williams (2019) and Preciado-Hoyos (2013), among others.

State of the art

Theories on Public Relations are not as well developed as in other fields nearby,
which could be due to several factors: first, that PR does not have as long a history
as other fields; second, that it is far from having its components tested in different
environments, such as in non-Western countries; third, that PR is characterized by
a oscillation between marketing (and the generation of economic profit) and public
interest (a social concern), and when the former predominates, PR increasingly
overlaps with an extended version of marketing (Gezging, 2019).

This one-sided bias leads to the loss of PR's academic and social credibility. As
a result, for-profit PR is associated with deception, misconduct, lies, scandals,
corruption and other controversies. So when controversy arises in business or
government, the PR department is tasked with cleaning up the mess. As aresult, the
population generally does not believe in PR because, as Johnston (2017) mentions,
it is often perceived as an art of camouflage and deception. In Latin American
regions, PR is believed to be successful only when the target audiences (those
it seeks to influence) do not realize that they have become victims of its efforts.
Therefore, to restore their trust and credibility in Latin America, more research
and practice (Johnston, 2017) on Public Relations for the public good is needed, not
to maximize the company's economic advantage, but to increase the public benefit.

The situation of mistrust in Latin American practice calls for a necessary
distinction between mainstream PR studies and critical studies, analogous to
the division in management research and psychosociology. According to Holladay
and Coombs (2013), this can be used to distinguish between benign (authentic
and ethical and for the benefit or wellbeing of the public/people) and malicious
(unethical cases) examples of PR. In this sense, a critical examination of PR,
according to these authors, is not only ethical but also challenges the epistemic,
social and political assumptions of mainstream PR studies. It also recognizes the
asymmetry of power between PR agencies and citizens, which makes the latter
prey to PR tactics and strategies. Therefore, according to these authors, a new
concept has been developed to address this vulnerability, namely PR literacy
(Holladay & Coombs, 2013).

Similarly, four gaps identified to overcome the theoretical crisis are pointed
out. First and foremost is the need to decolonize and decentralize the epistemic



foundations of Public Relations. As a discipline, PR needs to demonstrate more
critical thinking, which also requires self-criticism of PR's role and function in
maintaining the status quo. In turn, digital media, such as social media, should
be incorporated into professional practice, as should the support of artificial
intelligence (AI) in PR practice to update and automate the day-to-day activities
of the profession (De San Eugenio et al., 2017).

THEORETICAL FRAMEWORK
Cultural and socioeconomic differences in Public Relations in Latin America
Latin America and Europe have a number of cultural and socio-economic
differences that can influence PR practices. The cultural diversity in Latin America,
with its different nuances of language, traditions and values, may require tailored
and sensitive communication approaches. The importance of community and
family in Latin American culture may impact PR strategies that focus more on
building long-term relationships (Moreno et al., 2022). Economic inequality in
Latin America may also have an impact, as organizations may be more inclined
to demonstrate their commitment to corporate social responsibility to address
social and economic issues in the region (Correa et al., 2004; Peinado-Vara, 2011).

Regarding the profession, role and values of Public Relations, several authors
point out that the socioeconomic and political environment of Latin American
countries such as Mexico, Colombia and Venezuela influence the practice of Public
Relations (Lo etal., 2017). Other authors analyze the social roles and responsibilities
assumed by professionals in Latin America and how the practice can be used
to improve society (Preciado-Hoyos, 2013; Sommerfeldt, 2013). For example,
with regard to the roles in the profession and the values of public Relations, the
Academy analyzes the history of the practice in the region and the evolution of
professionalization among its practitioners (Molleda et al., 2017), with one of the
important themes being culture and civil society.

Historical development

The history of Public Relations in Latin America and Europe has been influenced
by different political, economic and social contexts. In Europe, they have been
more rooted in commercial and political traditions, while in Latin America the
context has been more characterized by political changes, social struggles and
democratic transitions. This may have led to PR approaches in the region being
more focused on building trust and legitimacy. The role of PR professionals may
have evolved to reflect regional specificities. PR professionals in the region could
play abroader role, including crisis management, community partnership building
and social responsibility engagement. This would move professional practice



from a unidirectional view of the job to creating bidirectional relationships
(Fajardo & Nivia, 2016). The PR professional in Latin America could be seen as
a bridge between organizations and communities due to their context, adapting
communication strategies to local needs and values. In contrast, in Europe, where
the institutional and cultural structure is different, the role of the Public Relations
professional might be more focused on image management, corporate reputation
and media relations.

Globalization and international tendencies

Although there are differences between public relations practices in Latin
America and Europe, globalization has influenced the convergence of some
strategies and approaches. The rapid spread of information and the introduction
of communication technologies have led to the adoption of global practices
on both continents. However, local adaptations and consideration of cultural
sensitivities remain crucial.

In their study, Lee and colleagues (2023) identified four distinct groups of
countries in terms of the number of global PR agencies per country. These are:
top globalized countries, main globalized countries, globalizing countries and
peripheral countries. The study also found that the degree of globalization of the
PR agency sector in a country is related to its democracy factors, economic system
(gross domestic product, GDP), foreign direct investment inflow, legal system
(rule of law), cultural system (power distance and longevity) and media system
(internet penetration rate).

Moreover, as commerce expands around the world, the main target groups
that attract the attention of PR professionals are in countries such as Russia,
China, India, Latin America and Europe. Practitioners in this field must overcome
language barriers and social differences in order to conduct culturally appropriate
and locally acceptable PR. Differences in lifestyles, customs, values and cultures
are not the only challenges. The unique aspects of local political, economic and
industrial structures also present complexities (Gottesman, 2019). However,
technological advances and the Internet are fostering a sense of connectedness
for PR professionals and providing access to new audiences.

Media and digital communication

Differences in media and technology penetration have a major impact on PR
strategies. In Latin America, there is a greater fragmentation of media (Alvarez
Ugarte, 2022; Guijarro, 2020) and unequal access to technology (Alvarez et al.,
2021), which requires more diverse and adapted communication approaches. In
Europe, where the technological infrastructure is more advanced, strategies focus
on digital communication and the management of organizations' digital presence.



Authors such as Segura (2021) point out that the problems of public
communication in Latin America, such as the concentration of traditional media
systems, limited access to public information, attacks on press workers, among
others, are now joined by the massive, networked and immediate dissemination
of fake news, alternative facts, disinformation, hate speech, harassment through
social networks and polarization.

Knowledge-producing institutions -such as science and journalism, which
are based on the collection and analysis of objective and verifiable facts- are
confronted with and coexist with anti-scientific discourses, alternative facts and
false or misleading news (Waisbord, 2018). Likewise, reactionary discourses have
continued to attack human rights in general and, specifically, those of the lower
classes, women, sexual dissenters and victims of genocides such as dictatorships
and civil wars (Waisboard & Armando, 2017).

The challenges for communication in Latin America are manifold, especially in
relation to institutions. Based on Habermas' (1999) theory of validity claims and
the normative foundations of public dialog, Segura (2021) considers that threats
to democratic communication can be categorized into three groups: threats that
challenge the notion of truth, which is based on empirical evidence and logical
argumentation and underpins science and journalism; challenges that go against
the normative consensus on Human Rights and democracy, and reactionary
criticism of discourses that recognize rights and criticize forms of stigmatization

-so-called political correctness- that represent a moment of crisis in democratic
communication without clear solutions.

Interdisciplinary collaboration

Public Relations practice in Latin America may be more open to interdisciplinary
collaboration as it has to deal with complex and evolving challenges. In contrast,
collaboration may be more limited in the Anglo-Saxon world, where institutional
structures may be more rigid.

Although Latin America has a long history of academic development and
well-established PR professionals, many North American and European
conceptualizations and trends continue to predominate in theoretical debates
and professional practice. However, a series of international studies sponsored by
EUPRERA and a broad network of researchers, universities and local professional
organizations has become a fundamental precedent for the consolidation of the
profession in the region and its global visibility. The results of this study reveal
the strategic issues and the main professional trends in public Relations, which
are divided into management trends, strategic issues, the impact of fake news,
information for decision-making and professionalization. The third area includes



professional development and organization of the activity, communication
departments, gender, work climate and stress, job satisfaction and professional
commitment (Alvarez-Nobell et al., 2022).

Such a categorization allows not only the representation of the issues
addressed in the third edition of the Latin American Communication Monitor
(Moreno et al., 2019), but also an analysis of the status quo of the non-adjunct
profession, as it shows the self-perception of the category. It therefore allows a
reflection on improvements, especially in terms of professional training and the
institutionalization of professional training in Latin America. Therefore, the impact
of the results and the conduct of studies such as this one are extremely important
for the development of the profession: their analysis, compared to the state of
affairsin otherregions and an explanatory self-understanding of the path traveled
and the path ahead, scientifically determines the levels of perception and their
representativeness in Latin America, which is tantamount to a sign of maturity
and development of the profession and its study (Alvarez-Nobell et al., 2022).

Strategic planning, relationship management, reputation and the strategic use
of digital media also received high approval rates in terms of their importance.
Practitioners' references to the importance of digital media are consistent with
the findings of Alvarez-Nobell and colleagues (2022), who indicate that the most
important strategic issues for communicators in Latin America concern digital
development and social media. These findings are also consistent with recent
studies that have noted the role of strategic internal communication in fostering a
positive organizational culture (Men & Yue, 2019), managing organizational crises,
navigating the corporate digital environment (Yue et al., 2021), and ultimately
consolidating positive organization-public relations and organizational reputation
(Alvarez-Nobell et al., 2022).

Challenges and opportunities

The challenges facing the profession are manifold and could be aimed at adapting
to changing contexts, building trust in an environment of misinformation and
managing crises in unstable political and economic situations. Opportunities could
arise from the rich cultural diversity, the ability to work in challenging scenarios
and the possibility to innovate communication strategies.

North American and European conceptualizations have strongly dominated PR
theory and practice on a global level. Structural limitations (language and access
to the main centers of knowledge) have prevented the recognition of the Latin
American school of thought in this field. Thus, the main academic conferences
of the discipline take place in the global North, while the vast majority of the
most important journals are published in the global area, in the United States or



in Europe, and Latin American authors or topics from other regions are hardly
represented. In turn, few studies focus on theoretical developments in the Latin
American region, further contributing to the fact that Latin American perspectives
in the discipline are at worst absent or at best marginalized (Molleda et al., 2017).

Although it is positive that recent studies such as that of Thelen (2021) show that
since 2010 -and especially since 2016- a healthy number of journal articles have
appeared in English with a focus on the region, or initiatives that include Spanish
as an accepted language for presentations at major communication conferences,
the truth is that Latin American research with global academic impact is still
scarce (Labarca & Sadi, 2022).

METHODOLOGY

A bibliographic review was carried out in scientific-academic research
databases, using terms containing (Public Relations AND Latin America) and
other abbreviations such as PR or Latam. Articles from the last ten years, including
2023, were selected, as well as other older articles that should be included for their
contribution to clarifying whether or not there is a Latin American public relations
current. However, the sparse scholarly production in Scopus and Web of Science on
this topic prompted us to increase searches in other databases and search engines
(figure 1) and to support the review with articles from other sources that responded
to this search and objective via Redalyc and Researchgate. In turn, exclusion
criteria were applied, excluding research papers originating from bachelor or
master theses, articles or research papers with no methodology, opinion articles
or research papers with generic or non-deterministic conclusions.

Records identified
in other sources (n=16)

Records identified in
Scopus and WoS (n=26)

Identification

Papers after removing
duplicates (n=34)
v

\ 4

_ Papers discarded according
Papers selected (n=9) ] to exclusion criteria (n=25)

v
Full text papers for

Selection

Eligibility

Inclusion

eligibility (n=5)

Papers discarded due to
full text accessibility (n=4)

v

Studies included for review
and synthesis (n=5)

Figure 1. Workflow for the literature review

Source: Own elaboration.
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RESULTS AND DISCUSSION

A literature search was conducted following the guidelines presented in the
methodological presentation. A summary table of the works and research of the
authors selected for the study is presented on next page.

The contributions of each author were analyzed for each of the variables and
their relationship to the aim of the study, which is to understand the differences
between PR in Latin America and other countries. Table 1 shows the variables
abstracted from the review: the role of the PR professional and PR in Latin America,
the new role of the PR consultant in Latin America, the role of Colombian PR
professionals in defining the communication process in public institutions, the
influence of PR on national identity and unity, and PR from a Western perspective.

Arzuaga-Williams (2019), who studies the role of PR professional and public
relations in Latin America, both organizationally and in the relationships
themselves, highlights three schools of thought in her research related to the
study of the political and social functions of the profession, its contribution to
development and social change, and research within a strategic vision of the
profession that paves the way for the existence of a strong influence of the social
environment (Arzuaga-Williams, 2019) in the professional practice of Public
Relations in Latin America, establishing a differentiated vision of the role of the
public relations practitioner compared to that of other regions.

Bonilla (2013), examining the evolution of public relations, highlights a new
role of the public relations professional, in which managing and protection of
corporate credibility has become the main task of Public Relations professionals
in Latin America. This adapted professional profile increases their strategic
value for companies, acting as a radar and transmitter of valuable information
for the company and helping to align public relations policies with the company's
objectives (Bonilla, 2013).

In an approach to the study of the professional profile in Colombia (Molleda &
Suarez, 2003), they define professionals as creators of awareness about the country's
reality, which requires an active role on the part of all types of organizations. In
this study, the authors identify four dimensions of the role of Public Relations
professionals in Colombia: ethics and social responsibility, employee wellbeing,
community wellbeing and harmony with the government. In addition, they
highlight that professionals who occupy the dimensions of community well-being
and harmony with the government in organizations are more inclined to also
lead activities related to ethics and social responsibility within the organization
(Molleda & Suarez, 2003).
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Ferndndez-Souto (2006), who defines the communication process in public
institutions, on the other hand, argues that it begins with a political discourse
thatleaves aside the informative purpose of the administration towards the public
and becomes intertwined with propaganda and the space of public relations in the
service of politics. The research highlights the fact that information, propaganda
and advertising are intertwined in public relations. Ferndndez-Souto (2006)
stresses that this has a special significance in political communication.

Finally, De San Eugenio et. al (2017) identify an influence of Public Relations
on identity and national unity and highlight this area as fundamental to the
process of national construction in the context of socioeconomic, cultural and
linguistic differences.

CONCLUSIONS

The descriptive analysis of the differences and similarities between Public
Relations practices in Latin America and other European, American or Anglo-
Saxon visions sheds light on how this region has developed unique approaches in
the field, sufficiently differentiated to consider the existence of a Latin American
strand or current of Public Relations. The figure of the public relations practitioner
in Latin America emerges as a crucial actor, adapting and responding to regional
specificities, which underpins the idea of a specific public Relations current in
the Latin American region. In the context of the region, the professional figure
of the public relations practitioner is built as a bridge between organizations
and communities, in a constant effort to unite the corporate and institutional
communication of organizations with the needs of local communities, their
essence, culture and values. This Latin American vision differs from that in
other regions, where the local community, local culture and socio-organizational
values are not felt in professional practice, where the activity is mainly focused on
corporate image, corporate reputation or press management and media relations,
as is the case in Europe.

The research highlights the importance of considering cultural and contextual
diversity in the practice of public relations in Latin America as a uniquely
differentiating and distinctive aspect, which Arzuaga Williams (2019) recognizes
as "the influence of the social system on the practice of the profession” (p. 148).

Although Latin America has a long history of academic development and well-
established PR practitioners, North American and European conceptualizations
and trends continue to predominate in theoretical debates and professional practice.
However, there are already international studies -such as that of EUPRERA- and
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a broad network of researchers, universities and local professional associations
that have become a fundamental precedent to consolidate the profession in the
Latin American region and make it visible at a global level.

The negative public image associated with PR can be counterbalanced by critical
research, in contrast to the prevailing research in the field, which does not question
the intentionality, authenticity, sincerity, broader context, power dynamics, and
social and political implications of PR practices. Research and practice in non-
Western contexts show the need for intercultural, cultural and multicultural PR
as emerging subfields of the PR fields. However, there is still a lack of regionally
focused studies on the role of this profession and its impact on organizational
goals or the PR practitioner's own performance, which could open up new lines
of research. Also unknown is the state of the profession in the region in terms of
digitalization and the support of new technologies for daily work.

A major challenge for PR remains the question of how to respond to conflicts
between consumers, workers, citizens, genders and the environment instigated
by the very companies or governments that PR is supposed to defend, promote
and sometimes even whitewash. The networked space is changing the way PR
professionals interact in a dynamic communications environment. Today, there
are already spaces to support communities of practice. Their main aim is not
only to add value to professional discussions, but also to inform all practitioners
of differing opinions by providing a common platform for the exchange of ideas.

The most important task in Public Relations in Latin America today is to bridge
the gap between theory and practice through the convergence of educational
and professional environments, through training that goes beyond the theory
of communication and Public Relations, helping to provide knowledge and skills
for understanding and interpreting the factors of development of the economy
and its dynamics, political and sociological science for the understanding of
institutions and citizens through cultural and social values, in addition to business,
understanding and contributing to the strategic objectives of organizations (Moss
etal.,, 2017). There is a need not only for fundamental changes in the structure of
the educational process itself, but also for greater interaction between universities,
industry and experts in educational, scientific, and applied problem solving in
the field.
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