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Russian journalism as a multicultural digital space /
Poccuiickasi )KYPHAJIUCTHKA KaK MYJbTHKYJbTYPHOE HU(ppPOBOE
MPOCTPAHCTBO

State examination questions / Bonmpochbl K rocyiapcTBeHHOMY 3K3aMeHY:
. Ethnic media in the digital environment: new challenges and opportunities.

. Current state of ethnic journalism in Russia and abroad.

. Ethnic media in Russia: main sources of funding and forms of ownership.

. Print media in the languages of ethnic groups in Russia.

. TV and radio programs in the languages of ethnic groups in Russia.

. Online media of ethnic groups in Russia.

. The role of ethnic media in intercultural communication.

. State support of mass media of ethnic groups in Russia.

CO~NOOT A WN -

. Orandeckue CMMU B ycinoBusix 1udpoBoii cpe/ibl: HOBbIE BEI30BBI M BO3MOKHOCTH.

. COBpeMEHHOE COCTOSIHUE 3THUYECKOM )KypHAIUCTUKHU B Poccuu u B mupe.

. Otanueckue CMM B Poccun: OCHOBHbIE UCTOYHUKM (UHAHCUPOBAaHUS U (OPMBI
COOCTBEHHOCTH.

4. Tleuatneie CMU Ha s3bIkax 3THHUECKUX rpymm Poccuu.

5. Tene- u paaguoONpOrpaMMBbI Ha SI3bIKaX dTHUYECKUX rpymnn Poccuu.

6. Onmaitn-CMU stHMYeckux rpymm Poccun.

7. Ponb stHHYecKkuX CMU B MEKKYJIbTYpPHONH KOMMYHHKAITUH.

8. I'ocynapcrBennas noanepxka CMU stanueckux rpynn Poccun.

WN -

The Russian Federation as a multicultural and multiethnic state. The concept and theories of
multiculturalism. Challenges and complexities of multiculturalism. Criticism of multiculturalism in
Russia and abroad. Problems of tolerance and conflict in the modern world. Communication in a
multinational and multicultural society: challenges and opportunities. Multicultural nature of Russian
society. Polyethnic composition of the Russian population (data from the 2010 and 2021 population
censuses). Cross-cultural communication in interaction with representatives of different ethnic groups in
Russia.

Poccuiickas deaepanus Kak MYJbTHKYJAbTYPHOe H MYJbTHITHHYECKOE IOCYyIapCTBO.
[IonaTHEe WM TEopUM MYJIBTUKYJIbTypan3Ma. BBI30BBI M CIOKHOCTM MYJIbTHUKYJIbTypanu3ma. Kpurtuka
MyJIbTUKYIbTypanu3mMa B Poccun u 3a pyOexxom. IlpoGiembl TONEpaHTHOCTH M KOH(IMKTHOCTU B
COBPEMCHHOM MUPC. KOMMyHI/IKaHI/ISI B MHOTOHAallMOHAJIbHOM W MYJBTUKYJIBTYPHOM O6HI€CTB€I BBI3OBbBI
U BO3MOXHOCTH. MyNbTUKYIBTYpHBIH XapakTep poccuiickoro obmectBa. IlonmaTHuueckuit coctas
HaceneHus: Poccun (nanneie nepenucu HaceneHus 2010 u 2021 ronos). MexkynbTypHas KOMMYHHUKaIUs
npu BSaHMOHeﬁCTBHI/I C IIPEACTABUTCIIAMU PA3HBIX 9THUYCCKUX TI'PYIIIL Poccumn.

History of ethnic journalism in Russia. The history of the formation of ethnic journalism in
Russia of the Soviet and post-Soviet periods. Current approaches to the study of ethnic journalism and
ethnic media. Ethnic journalism and ethnojournalism: the main differences and terminological features.
The main federal and regional laws and draft laws in the field of media support in the languages of ethnic
groups in Russia. Ethnic media in the digital age: global and national trends.

Hcropust 3THHYeckoM :KypHaiaucTuku B Poccumu. Vcropuss CTaHOBIEHUS STHUYECKOH
KYPHAIIUCTUKU B Poccun coBeTCKOro U moCT-COBETCKOT'O IEepruoaoB. AKTyaJ'IBHLIe noaxoabl K U3Yy4YCHHUIO
STHHYECKOU KYPHAIUCTUKH W 3THHYCCKUX MEOHA. OTHUYECKaA KYPHAIUCTUKA U 3THOXYPHAJIMCTHUKA:
OCHOBHBIC pa3IMyud U TCPMHUHOJIOTHYCCKUC ocobennoct. OCHOBHEIE (bez(epaanHe U pPCruOHAJIbHBIC
3aKOHBI KW 3aKOHOIIPOCKTEI B oOactu DOAACPKKH MEAHA Ha A3bIKaX I3THHYCCKUX TPYIIIL Poccun.
OTHUYECKUE McJiua B 310Xy I_II/I(I)pOBBIX TEXHOJIOTHH: TII00ANBHEIE U HallMOHAJIbHBIC TPCH/bI.



Ethnic media and cross-cultural conflicts. The nature of cross-cultural conflicts and their
causes. Integration and assimilation processes in the context of conflict research. The role of the state in
minimizing conflicts. Ethnic conflicts in Russia in recent years: emergence, ways of solution. The role of
the media in the formation and dismantling of stereotypes in relation to ethnic groups. Hate language in
the media. Ethical principles of the work of journalists covering interethnic issues in Russia. Mass media
in national languages as a factor of preserving the identity and cultural heritage of the peoples of Russia.

JTHHYECKHE MeIMa U MeKKYJIbTYPHble KOHPJIUKTBI. [Iprposa MeXKyIbTYPHBIX KOH(IMKTOB
U IIPUYUHBI UX BO3HUKHOBCHUS. Hpoueccm HUHTCrpaliii U aCCUMHUJIAIMK B KOHTCKCTEC I/ICCJ'ICIIOBaHI/Iﬁ
KOH(MIUKTOB. Ponb rocymapcTBa B MUHMMH3ANHH KOH(PIMKTOB. KOH(MIMKTHEI Ha 3THUYECKOW MOYBE B
Poccunm 3a MOCJICAHUEC I'0Abl: BOSBHUKHOBCHUEC, IIYTHU PCUICHUA. Pomr CMMU B cTaHOBIIEHNH U paspyui€HUun
CTEPEOTHUIIOB IO OTHOLIEHHWIO K 3THUYECKUM rpynmnam. f3bik Bpaxabsl B CMU. Dtuueckue npuHUUIBI
ACATCIIBHOCTH JXYPHAJIUCTOB, OCBCHIAOIMIUX MEKITHHUYCCKYHO TEMATUKY B Poccun. CMMUM Ha
HaAIlMOHAJIBHBIX A3bIKAX KakK (1)aKT0p COXPAaHCHUA HACHTUYHOCTU H KYJIBTYPHOI'O HaCJICAWA HApPOI0B
Poccumn.

Ethnic media in the modern digital environment. The current state of ethnic media in Russia
(print, audio-visual, digital): economic, professional, and technological aspects. Ethnic media and digital
inequality. Programmes to eliminate digital inequality in multicultural regions of the Russian Federation.
Digital capital and digital inclusion. Digitalization of ethnic media as a factor in overcoming digital
inequality. Analysis of cases of specific regions of the country.

JTHHYECKHE MeAua B YCJIOBHUSIX cOBpeMeHHOI mugpoBoii cpeabl. COBpEeMEHHOE COCTOSHHE
OTHHUYCCKUX MEAHa B Poccun (He‘IaTHLIe, AyAUOBHU3YyaJIbHBIC, BHGKTpOHHHe)Z 3KOHOMMHNYCCKHUC,
npo(ecCHOHANIbHBIC, TEXHOJIOTHYECKUE AacCIeKThl. ODTHUYECKHE MeAua W IUPPOBOE HEPABEHCTBO.
[IporpaMMbl 10 YCTpaHEHHIO HU(POBOIO HEPABEHCTBA B MYJBTUKYIBTYPHBIX pernoHax Poccuiickoit
Oeneparnun. [{udpoBoii kamuTan ¥ nudpoBasi BKIFOYEHHOCTh. [[udpoBHU3anusi STHUYECKHX MeIua Kak
dakTop npeoosieHus HUPPOBOro HEPABEHCTBA. AHAIN3 KEMCOB KOHKPETHBIX PETHOHOB CTPAHBI.

Cultural and linguistic pluralism in the media. The concept of language, cultural, and linguistic
pluralism in the media. Pluralism as an important factor in reflecting the multinational nature of the
Russian Federation in the media. Methods of analysis of pluralism in the media: Russian and foreign
research approaches. Content analysis of ethnic media materials.

KynabTypHblii 1 JuHrBucTudeckuii mmopanuim B CMMU. TloHsATue A3bIKOBOTO, KyJIbTYpHOTO,
JUHTBUCTUYECKOTO IUIIOpanu3Ma B Menua. [lmopann3m  Kak  BaXHBIM  (akTop  OTpa)kKeHUs
MHOTOHAIIMOHAJIBHOTO Xapakrepa Poccuiickoit @enepanun 8 CMU. MeTtonuku aHanusa IUopaau3Ma B
Meaua: pOCCHﬁCKHC n Sapy6C)KHI>I€ HCCICN0BATCIIbCKUE ITOAXOIBI. Konrtenr-ananus MaTcpHraioB
OTHHUYCCKUX ME€OHua.

Prospects for the development of ethnic media in Russia. Ethnic media and ethnic journalism
in the long term perspective: new professional practices, editorial and business strategies, transformation
of the process of training journalists, creation and selection of materials. Criteria for the effectiveness of
ethnic media. Forecast of the development of mass media in national languages in the next five to ten
years, taking into account their current state and current development vectors.

HepCHeKTI/IBbl PAa3BUTHA ITHHIECCKUX ME€IHA B Poccuu. OtHnueckue ME€ara U DSTHHUYCCKas
KYpHAJIUCTUKA B JJOJIT! OCpO‘-IHOfI MEPCICKTUBE: HOBLIC HpO(I)eCCI/IOHaJ'ILHLIC IMMPAKTHUKHU, PCHAKIIUOHHLIC U
OusHec-cTpaTeruu, TpaHcopmanmsi Tpolecca MOATOTOBKM JKYpHAIMCTOB, CO3JaHMs U OTOOpa
marepuaioB. Kputepun s¢pdexruBnoctu stHndecknx CMU. IIpornos pazsutust CMU Ha HallMOHATBHBIX
SI3BIKaxX B OJKaiie IMATh-ACCATH JIET C YUETOM HX COBPEMCHHOI'O COCTOAHUSA N aKTyaJIbHBIX BEKTOPOB
pPa3BUTHA.

Literature/JIureparypa:



Alexander J. A. M. van Deursen, Alex van der Zeeuw, Pia de Boer, Giedo Jansen & Thomas van
Rompay. 2021. Digital inequalities in the Internet of Things: Differences in attitudes, material access,
skills, and usage. Information, Communication & Society, 24:2: 258-276

Gladkova, A., & K. Korobeinikova. 2016. Examining the public’s exposure to reports about ethnic
groups in mainstream Russian media. Psychology in Russia: State of the Art 9(1): 164-177

Gladkova, A., Aslanov, I., Danilov, A., Garifullin, V., & R. Magadeeva. 2019. Ethnic media in
Russia: Between state model and alternative voices. Russian Journal of Communication 1(11): 53-70

Gladkova, A., & Cherevko, T. 2020. Online media in the languages of Russian ethnic groups:
Current state and key trends. World of Media. Journal of Russian Media and Journalism Studies 2: 21-35

Jamil, S. 2020. Ethnic news media in the digital age: The impact of technological convergence in
reshaping journalists’ practices in Pakistan. Journal of Multicultural Discourses 15 (2): 219-239

Simons, G., Muhin, M., Oleshko, V. & Sumskaya, A. 2021. The concept of interdisciplinary
research _on _intergenerational transmission of communicative and cultural memory. World of Media.
Journal of Russian Media and Journalism Studies 1: 64-91

Vartanova, E., & Gladkova, A. 2020. Old and new discourses in Emerging States: Communication
challenges of the digital age. Journal of Multicultural Discourses 15(2): 119-125

Vartanova, E., Gladkova, A., Lapin, D., Samorodova, E., & Vikhrova, O. 2021. Theorizing
Russian model of the digital divide. World of Media. Journal of Russian Media and Journalism Studies 1:
5-40

Contemporary Russian culture in the global context /
CoBpeMeHHasi KyJabTypa Poccuy B MEUPOBOM KOHTEKCTE

State examination questions / Bonpochbl K rocy1apcTBEHHOMY JK3aMeHYy:

1. The fundamental stages and constants of Russian history, their influence on contemporary
culture.

2. The main historical events in the twentieth century Russia and their cultural meaning.

3. Traditional religions of Russia and their characteristics.

4. What are the basic features of the Russian Language Picture of the World.

5. Modern Russian language in current mass media: dynamics of development.

6. Classic literature and art of Russia: basic trends, authors and artists, their contemporary
reception.

1. OcHoBHBIE ATallbl U KOHCTAHTBl UCTOPHM PoccuM, MX BIMSHUE HAa COBPEMEHHYIO KYJBTYPY
CTpPAaHBI.

2. OcHoBHBIE HcTOpUUecKHe coObITHS XX Beka B Poccuy 1 X 3HaueHUE B KyJIbTYpe.

3. Tpaputmonnsie penuruu Poccnn u X XapakTepHUCTHKA.

4. KakoBbl OCHOBHBIE UYEPThI PYCCKOM S3bIKOBON KapTUHBI MHpA.

5. CoBpeMeHHbIN pYCCKUH S3bIK B MACCMEINA.

6. Knaccuueckas nmureparypa 1 uCKyccTBO Poccun: OCHOBHBIE TEUEHHS, aBTOPbI M XYA0KHUKH, UX
COBPEMEHHOE BOCIIPUATHE.

Understanding of culture in philosophy and modern scholarship. Main pillars and components of
modern culture. Multinational Russian culture and ethnic relations, its traditions and new forms.

[Tonumanue KynbTypsl B (pusocodun M OOLIECTBEHHBIX HayKaX. MHOTOHaIlMOHAIbHBIA COCTaB
KYJIbTYPbI Poccun: Tpaagulluu 1 HOBBIC (I)OpMLI.

Russian language, its role and state in our time. The Russian worldview and language changes.
Language and communication.

Pycckuit s3bIK, €ro poib W COCTOSHHE B Halie BpeMs. SI3bIKoBoM 00pa3 Mmupa. S3bIK H
KOMMYHUKaIUA.


https://www.tandfonline.com/doi/full/10.1080/1369118X.2019.1646777
https://www.tandfonline.com/doi/full/10.1080/1369118X.2019.1646777
https://www.tandfonline.com/doi/full/10.1080/1369118X.2019.1646777
http://psychologyinrussia.com/volumes/?article=4652
http://psychologyinrussia.com/volumes/?article=4652
https://www.tandfonline.com/doi/abs/10.1080/19409419.2018.1564355?journalCode=rrjc20
https://www.tandfonline.com/doi/abs/10.1080/19409419.2018.1564355?journalCode=rrjc20
http://worldofmedia.ru/volumes/2020/2020_Issue_2/Online%20media%20in%20the%20languages.pdf
http://worldofmedia.ru/volumes/2020/2020_Issue_2/Online%20media%20in%20the%20languages.pdf
https://www.tandfonline.com/doi/full/10.1080/17447143.2020.1756305
https://www.tandfonline.com/doi/full/10.1080/17447143.2020.1756305
http://worldofmedia.ru/volumes/2021/World%20of%20Media_1-2021-1%20(4)-64-91.pdf
http://worldofmedia.ru/volumes/2021/World%20of%20Media_1-2021-1%20(4)-64-91.pdf
http://worldofmedia.ru/volumes/2021/World%20of%20Media_1-2021-1%20(4)-64-91.pdf
https://www.tandfonline.com/doi/full/10.1080/17447143.2020.1780244
https://www.tandfonline.com/doi/full/10.1080/17447143.2020.1780244
http://worldofmedia.ru/volumes/2021/World%20of%20Media_1-2021-1-5-40.pdf
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Concepts of self and society in modern Russia, relations between sexes, parents and children,
attitudes to family, education and science.

JInuHOCTE M O6HI€CTBO B COBpeMCHHOfI Poccun: orHOmEHHA II0JIOB, CEMbs, BOCIIMTAHUC,
o0Opa3zoBaHHe U HAyKa.

Moral norms and rules of communication in modern Russia. Ethics and religion. Attitudes towards
peace and war, work and leisure, justice and law, power and the state.

HpaBcTBeHHBIE HOpMBI M TpaBWja OOLIEHHsT B coBpeMeHHOH Poccuu. DTuka um penurus.
OTHONICHUE K MUPY U BOWHE, K paboTe U J0CYTY, K 3aKOHY, BJIACTH U TOCYAapCTBY.

The role of literature in today's culture: fiction, nonfiction, and other types of contemporary
literature.

XynoXKeCTBEHHas JTUTepaTypa U Apyrue BUAbI CIOBECHOCTH. MeCTO JIuTepaTypbl B CErOAHSIIHEH
KYJIBTYpE.

Art in modern Russia: cinema, theater, music, dance, visual and new types of art. Arts and crafts.
I/ICKYCCTBO COBpeMeHHOﬁ Poccun: KHWHO, Te€aTp, MY3bIKa, TaHIIbI, I/1306pa3I/ITeJ'ILHLIC U HOBBIC
(OpMBI HCKYCCTBA.

Rites, festivals and holidays of modern Russia. Sports, games, tourism, entertainment.
OO6psae! 1 npa3aHuky. CIOPT U JOCYT, TYPU3M, UTPBI U pa3BICUCHUS.

Social and personal communication: its role and forms in current Russian culture.
CoumanbHas U IepcoOHAIbHAS KOMMYHUKAIUS: €€ posib U (OPMBI B COBPEMEHHOHN KYJIBTYpE.

Literature / JIuteparypa:

The Cambridge Companion to Modern Russian Culture. Edited by Nicholas Rzhevsky.
Cambridge: Cambridge University Press, 2012 (1st ed. — 1998). 372 p.

Comrie, Bernard S.; Stone, Gerard; Polinsky, Maria. The Russian Language in the Twentieth
Century (2nd ed.) — Oxford, England: Oxford University Press, 1996.

Encyclopedia of Contemporary Russian Culture. Ed. by Tatiana Smorodinskaya, Karen Evans-
Romaine, and Helena Goscilo. - New York: Routledge, 2007. 800 p.

Gerhart, Genevra. The Russian's World: Life and Language, 2nd ed. 1994.

Russia: A Country Study. Ed. by Glenn E. Curtis, 1998.

Economics of Russian media production / IkoHomMuKa poccUiicKOro
MEauanpou3BoJaACTBa

State examination questions / Bonpocsl k rocy1apcTBEHHOMY K3aMeHY

1. Media and political system of Russia. Main stages of the development.

2. Concentration as a key feature of the Russian media system.

3. Economy of legacy audiovisual media (television, radio) in Russia: major media market brands.

4. Economy of legacy audiovisual media (television, radio) in Russia: key directions for the
development of the Russian audiovisual media system in the digital age.

5. Economy of traditional print media (newspapers, magazines) in Russia. Key directions for the
development of the Russian print media system in the digital era.

6. Economy of traditional print media (newspapers, magazines) in Russia. Major media market
brands.

7. "Digital" audience as the basis of the new Russian media economy.

8. Interaction between the Russian media industry and foreign media markets.



1. Meaua u nonutruyeckas cucrema Poccun. OCHOBHBIC ATalbl pa3BUTHA.

2. KoHlleHTpaIus Kak KJIoYeBasi XapaKTepPUCTHKA POCCUICKON MEINACHCTEMbI

3. DKOHOMHUKa TpPaJUIMOHHBIX ayIWOBU3YyAJIbHBIX Meaua (TeneBuaeHue, panuo) B Poccuum:
OCHOBHBIE OpPEH/IbI METUAPBIHKA

4. DKOHOMHUKA TpPaJWLMOHHBIX AayAHOBU3YalbHBIX Menua (TeneBuieHue, paauo) B Poccuu:
KITIOUEBBIC HATIPABIICHUS PA3BUTHUS POCCHICKON ayIMOBU3YAIbHON MEIMACUCTEMBI B IIU(PPOBYIO IMOXY.

5. DOKOoHOMHUKA TpamulMoHHBIX medatHhix CMMUM (raszer, >xypHasoB) B Poccuu. Kiroderwie
HATPaBIICHUS Pa3BUTHS POCCUNCKON cucTeMbl meuaTHeix CMU B 1IdpoByrO 2M0XYy.

6. DKOHOMHKA TpaauIIMOHHBIX reuaTHbix CMMU (razer, xypHanoB) B Poccun. OCHOBHBIE OpeH/IbI
MeuapbIHKa.

7. «lIudpoBas» ayautopusi Kak OCHOBa HOBOM POCCHIICKOM MeIUa’KOHOMUKH

8. B3aumopeiicTBre poccHiickol MEAMANHYCTPHH C 3apyOeKHBIMU MEHAPBIHKAMHU

The structure of the Russian media industry. The history of the formation of the modern media
system of the Russian Federation. Main audience and financial indicators of Russian mass media. Key
brands.

CTpykTypa poccuiickoii  MeaMamHAycTpuM. VIcTopuss  CTaHOBIIEHHMS ~ COBPEMEHHOM
menuacucrembl Poccuiickoit ®enepanuu. Ayautopuss W (UHAHCOBBIE TIOKA3aTENH POCCHUCKHUX
MaccMenua. KirroueBbie OpeHIbI.

Political economy of the Russian Federation mass media. The ownership structure of the
largest Russian media enterprises, the history of its formation. Precedents of the influence of the owners
on the content produced by domestic mass media.

Monutuyeckasi 3koHoMuss maccmenna Poccuiickoii @enepanun. CTpykTypa COOCTBEHHOCTH
prr[HCﬁH.IPIX pOCCHfICKHX Me,[[HaHpeI[HpHHTPIfI, ucTopuss HUX CTAaHOBJICHUA. Keticul BIIMSAHUA
COOCTBEHHUKOB Ha KOHTEHT oTedecTBeHHBIX CMMU.

Economy of legacy audiovisual media (television, radio) in Russia. The specifics of content
production by modern audiovisual media in the Russian Federation. Key directions for the development
of the Russian audiovisual media system in the digital age. Major brands.

JKOHOMHKA TPAAULMOHHBIX ayAHOBU3YyaJIbHBIX MaccMeana (TeJieBHeHne, paguo) B Poccun.
Cneunduka mnpou3BOJACTBA KOHTEHTa COBpeMEHHbIMU ayauoBusyadbHeiMu CMMU B Poccuiickoit
®enepanyn. KiroueBble HanpaBiIeHNs pa3BUTHS POCCUMCKON cucTeMBI ayanoBu3yanbHbix CMU B snoxy
U (POBBIX TEXHOJIOTHI. OCHOBHBIE OPEH/IBI.

Economy of traditional print media (newspapers, magazines) in Russia. The specifics of
content production by modern print media in the Russian Federation. Key directions for the development
of the Russian print media system in the digital era. Major brands.

JKOHOMHUKA TPAAMIMOHHBIX NEYaTHBIX MaccMeaua (ra3er, xKypHajaos) B Poccun. Crerduxa
IIPOM3BOJICTBA KOHTEHTa coBpeMeHHbIMU medaTHeiMu CMMU B Poccuiickoit ®enepanuu. OcHOBHbIE
HarpaBieHus: pa3BuTus cucrembl nedaTHeix CMU Poccun B smoxy mu@poBbix TexHosnoruil. OCHOBHBIE
OpeHIbI.

Economy of new media in Russia. The specifics of content production by modern online media
in the Russian Federation. Key directions for the development of the Russian online media system in the
digital age. Major brands.

9KOHOMHKA HOBBLIX Meaua B Poccun. CHCLII/I(I)I/IKa MPONU3BOACTBA KOHTCHTA COBPCMCHHBLIMH
nHTtepHeT-CMMU B Poccuiickoit @enepannn. KirroueBble HalpaBiaeHUs pa3BUTHS POCCHUCKOM CHCTEMBI
OHJIAHOBBIX MEMa B 3MOXY HU(POBBIX TeXHOIOTUNH. OCHOBHBIE OpEH/IbI



‘Digital’ audience as the basis of the new Russian media economy. Peculiarities of audience
transformation in the context of large-scale digitalization in the Russian Federation. The concept of
‘generations’ in the context of Russian media consumers. Requests and preferences of the modern
domestic audience.

«MudpoBas» ayiuTopus KaK OCHOBA HOBOiIi IKOHOMHMKH poccuiickux Meaua. OcobeHHocTH
TpaHchopMaIluu ayJAUTOPHUU B YCIOBHUSAX MacmTaOHoOW mudpoBusanmuu B Poccuiickoit deneparuu.
[lonarue «mokosieHUs» B KOHTEKCTEe moTpebureneid poccuiickux CMU. 3ampocsl ¥ MpeanodTeHus
COBPEMEHHOM OTE€YECTBEHHOM ayJIUTOPHUU.

Media product market of the Russian Federation: current state and prospects. Product-
specific features of modern media content in Russian media. Key segments of the media content market.
Prospects for the development and monetization of new media products.

PpIHOK MEIUANIPOAYKTOB P®: cocrosiHue m MEPCIHECKTUBLI. HpOI[yKTOBBIC 0CO0EHHOCTH
COBPEMEHHOI'0O MEAWAKOHTCHTA B pOCCHfICKHX CMMU. KiaroueBrle CErMEHTHI PbIHKA MCIHWAKOHTCHTA.
HepCHeKTI/IBBI Pa3sBUTHUA U MOHCTU3AIIMHU HOBBIX MCAUAIIPOAYKTOB.
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Russian media system / Poccuiickast MegnacucTemMa



State examination questions / Borpochl kK rocy1apcTBEHHOMY K3aMeEHY

1.HanmoHanbHbIe METMACUCTEMBI: KIIACCU(PUKAIIMY U TUTIONOTHH. [10IX0/IBI K OMIPEICTICHUIO THITA
MeanacucTtemMel Poccun.

2.0OCHOBHBIC CETMEHTHI MEAHMACUCTEMbl POCCHHM: TOX0/IBI K BBIACIICHHUIO M KJacCHU(pUKAIUH.

3.Ilonutnyeckue (akTopbl pa3BUTUS U (PYHKIIMOHHUPOBAHMSI HAIMOHAIBHBIX MEIUACHUCTEM H
MenmacucTeMsl Poccun.

4.9xkoHoMUYecKHe (BakTOpbl pa3BUTHS W (PYHKIIMOHUPOBAHHS HAIMOHAIBHBIX MEIMACHCTEM H
MenmacucTteMsl Poccun.

5.CoumanbHasi crpatdukanys U OCOOCHHOCTH HAIMOHAIBHBIX MEIHACHUCTEM M MEIHACHUCTEMBI
Poccun.

6.0OTHOorpaduueckne u  reorpaduueckue  GakTOphl  pa3BUTHSA M (PYHKIIMOHUPOBAHUS
HAI[MOHAJIbHEIX MEIMACUCTEM B MeJuacucTeMbl Poccun.

7.HoBbIE TEXHOJIOTUH U PA3BUTHE HAIMOHAJIbHBIX MEMACUCTEM U MenuacucteMmsl Poccum.

8.I'mobanu3zanus M pa3BUTHE COBPEMEHHBIX HAIIMOHAJIBHBIX MEIUACUCTEM U MEJAHACHUCTEMbI
Poccuu.

1.National media systems: classifications and typologies. Approaches to identification of the type
for Russian media system.

2.Basic segments of Russian media system: approaches to distinguishing and classifying.

3.Political factors of developing and functioning of national media systems and Russian media
system.

4.Economic factors of developing and functioning of national media systems and Russian media
system.

5.Social stratification and specificity of national media systems and Russian media system.

6.Ethnographic and geographic factors of developing and functioning of national media systems
and Russian media system.

7.New technologies and development of national media systems and Russian media system.

8.Globalization and development of modern national media systems and Russian media system.

Definitions and structure of the media system. Media, mass media, mass-communication tools
— features of the concepts. Approaches to the definition of a media system and a media communication
system. The main segments of the media system: approaches to allocation and classification. Approaches
based on content production, packaging, and distribution technologies, content functions, audience
segmentation, frequency, and distribution geography. Basic sectors of the media system. Information
agencies in the media system. Periodicals — newspaper and magazine press. Radio broadcasting.
Television. New media. Cultural industries and media: book publishing, music business, cinema business,
TV programme production, computer and video games. The concept of ‘creative industries’.
Infrastructure of media systems. Telecommunicational industry. Marketing institutions (elements of
advertising and public relations systems). Support services for the functioning of media production and
distribution systems. Structure and segmentation of the Russian media system.

Onpenenenuss u crpykrypa meauacucrembl. Meana, CMU, CMK — 0coOO€HHOCTH TOHSATHH.
HO}IXO)II)I K ONpEACTICHUI0O MEIUACUCTEMBI U MeJII/IaKOMMYHI/IKaHI/IOHHOI\/'I cucteMbl. OCHOBHBIE CETMEHTEI
MEAUACUCTEMBI. MNOAXOAbI K BbIACICHUI U KJIaCCI/I(I)I/IKaI_II/II/I. HO,Z[XOILLI Ha OCHOBE TEXHOJIOTUM
IMPON3BOACTBA, YIIAKOBKHU U PACIIPOCTPAHCHUA KOHTCHTA, CbYHKHI/If/i KOHTCHTA, CCTMCHTAllUU ayJAUTOPHH,
NEpUOANYIHOCTH, PCOI‘pa(bI/II/I pacrpoCTpaHCHUs. Bba3oBrle CCKTOPBI MCAUACHUCTCMEI. I/IH(i)OpMaLII/IOHHLIe
arcHTCTBa B ME€AHNACUCTEME. HepnonnquKaﬂ neyaTb — ra3C€THasd U XYpHajJbHas IMpecca. Pa)II/IOBeHIaHI/Ie.
Tenesunenue. HoBvle menua. KynbTypHbsie nuaayctpuun 1 CMU: kHUrousnanue, My3blKajabHbIN OH3HEC,
KMHOOM3HEC, MPOU3BOACTBO TEJIENPOrpaMM, KOMIBbIOTEpHbIE M BUAeoUrpbl. KoHIenums «KpeaTHBHBIX
unaycrpuit». Uadpactpykrypa cuctem CMU. TenekoMMyHUKallMOHHAs WHAYCTpHUs. MapKeTHHIOBbIE
UHCTUTYTBl (2JIEMEHThl CHCTEM peKJaMbl M CBSI3ed C OO0IIeCTBEHHOCTHIO). CiyKObl CEpBHCHOIO



oOecrieyeHns (yHKIIMOHMPOBAHUS CHCTEM MpPOU3BOACTBa M pacmpoctpaneHuss CMU. Crpykrypa u
cerMeHTanus meauacucreMsl Poccun.

Factors of development and functioning of media systems. Universal factors affecting the
development and functioning of media systems. Political factors: the influence of the state and political
parties, media policy and legislation. Economic factors: specifics of media system financing, features of
economic organisations and mechanisms in media systems. Types of owners in media systems.
Geography and territorial structure. Cultures and mentalities. Audience and media typology issues. Social
stratification and specificity of media systems. Concepts and realities of the information society and
contemporary media. The impact of technology on the dynamics of media systems. The problem of
access to the latest technologies, digital inequality. The specifics of Web 2.0. Problems and prospects of
media convergence. The manifestation of political, economic, social and technological factors in the
trends of development and current functioning of the Russian media system.

dakTopsl Ppa3BUTHA W (PYHKIHOHHPOBAHMS MeAUACUCTEM. YHHUBEpPCAIbHBIE (DAKTOPHI,
BIUSIONINE HA pa3BuTHE W (PYHKIMOHUpOBaHWE MeawacucteM. [lonmutuyeckue (aKTOpBI: BIHSHUC
rocyaapCTBa U MOJIUTUICCKUX napmﬁ, MEOAUAIIOJIMTUKA U 3aKOHOOATCIbCTBO. ODKOHOMHUYECKHE (I)aKTOpBIZ
cnenupuka (GUHAHCHUPOBAHHUS MEIUACUCTEMBI, OCOOCHHOCTH JKOHOMHUYECKUX OpTaHW3aluid U
MEXaHU3MOB B ME€auacucremMax. Tunsl COOCTBEHHHUKOB B MeauacucremMax. I eorpacbI/I;I u
TEPPUTOPUATIBHOE YCTPOUCTBO. KynbTypbl U MEHTAIMTET. AyIUTOpPHsS U BOIPOCHI THUIIOJOTUH MEIHA.
ConmanbHas crpatudukanus U crenuduka MeauacucteM. KoHIenmuu u peanuud WHPOPMAIMOHHOTO
o0miecTBa M COBpPEMEHHBIE Menua. BimsHue TeXHONOTHi Ha IUHAMUKY Meauacuctem. [IpoGimema
JOCTyna K HOBEWIINM TEeXHOJOrHsaM, ImdpoBoe HepaBeHCcTBO. Crnenuduka Web 2.0. IIpobnemsl u
MNEPCHICKTUBLI MCIUAKOHBCPICHIIUU. HpOSIBJICHI/Ie INOJIMTHYCCKHUX, JKOHOMHYCCKHX, COLHAJIbBHBIX U
TEXHOJIOTHYCCKUX Q)aKTOpOB B TECHACHIIUAX Ppa3BUTHA u AKTYaJIbHOT'O Q)YHKHI/IOHI/IpOBaHI/I}I
MeauacucTteMmbl Poccun.

National media systems: classification and indicators. National media systems. Dynamics of
development. Classifications and typologies. Theoretical concepts of media system analysis. Leading
theorists. State, policy, economy, society, and national media systems. The ratio of national and
regional/local, market and non-market mechanisms in national media systems. Media systems of North
America, Europe, and the Asia-Pacific region in the context of theoretical approaches. The main trends
and issues of globalisation and their impact on media systems. Russia's media system in the global
context.

HanuoHanbHbIe MeAHACHCTEeMbl: KJaccupukanuusa M MHAMKATOpPbLI. HannoHanbHbIE
MEANACUCTEMBI. I[I/IHaMI/IKa Pa3BUTHA. KJ’IaCCI/I(i)I/IKaIII/II/I U THUIIOJIOTHUH. Teopeaneche KOHIICIIITUN
aHajiu3da MEIHUACHUCTEM. BCI[}/H_II/IC TCOPCTUKHU. FOCY,Z[apCTBO, IIOJIMTHKA, 3KOHOMHKA, 06IJ_ICCTBO u
HAIIMOHAJIBHBIEC MCIUACUCTCEMBI. CooTtHo1IeHne 06HI€HaHI/IOHaJ'II)HOFO n peFI/IOHaJIBHOFO/J'IOKaJ'II)HOFO,
PBIHOYHBIX W HCPBIHOYHBIX MCXAHU3MOB B HAIIMOHAJIBHBIX MCIUACHCTCMAX. MCI[I/IaCI/ICTeMBI CeBepHOﬁ
Awmepuku, EBpombl, A3MAaTCKO-TUXOOKEAHCKOTO PETMOHA B KOHTEKCTE TEOPETUYECKUX MOJXOJIOB.
OCHOBHEBIE HaIllpaBJICHUA U HpO6J’IeMLI rno6ann3aunn U UX BIMAHUEC Ha MECANACUCTEMBI. Me,Z[I/IaCI/ICTeMa
Poccuu B rimo6anbHOM KOHTEKCTE.

The system of production and distribution of news content in Russia. Specificity of production
and distribution of news content in modern media systems. The daily press and news agencies as the most
representative segments of the production and distribution of news content in the Russian media system.
News agencies and press syndicates in the structure of news media. Typology of the newspaper press.
National, regional, and local publications. Daily and weekly newspapers. Morning and evening output.
High-quality and mass-produced press. Financial and economic publications in the modern newspaper
market. Newspapers of political parties. Free and advertising newspaper press. Specialized newspaper
publications. Magazine printing. Mass magazines. Fundamentals of specialization in magazine
publishing. The largest segments of the magazine market. Specialized and professional (B2B) journals.



Corporate publications. Global magazine brands —development strategies. The impact of new media and
media convergence on the production, collection, distribution, and consumption of news content.

Cucrema NMPOU3BOJACTBA U PACIIPOCTPAHCHUA HOBOCTHOI'0 KOHTEHTA B Poccun. Ocobennoctu
IIPOU3BOACTBA U paCIIPOCTPpaAaHCHUA HOBOCTHOI'O KOHTCHTAa B COBPEMCHHLIX MECAMACUCTEMAX. E}KGI[HCBHaH
npecca u I/IH(i)OpMaLII/IOHHHG areHTCTBa Kak HaubOolee IMOKa3aTelIbHbLIE CETMEHTHI IMpOnU3BOACTBA U
pacinpoCTpaHC€HUA HOBOCTHOI'O KOHTCHTa B MEIAMACHUCTEMC Poccun. I/IH(l)OpMaI_II/IOHHBIe AI'€HTCTBAa H
pecc-CUHIUKATBl B CTPYKTYPE HOBOCTHBIX Meaua. THUIONIOTHS Ta3eTHON mpecchl. OOIIeHaIMOHABHBIC,
PEruOHAJIBHBIC W JIOKAJIbHBIC HW3IaHU. E)KC,Z[HCBHBIC 1 CXKCHECACIBbHBIC I'a3€ThI. yTpeHHI/Iﬁ u Be‘lepHI/Iﬁ
BBIXO/. KauecTtBennas u maccoBas npecca. DuHaHCOBO-PKOHOMHUYECKUE U3gaHusgd Ha COBPCMCHHOM
T'a3€THOM PbIHKC. I'aseTel MoOAUTHYECKHUX HapTI/Iﬁ. becrmatHas wu PEKIIaMHasA Tra3€THasd IIpecca.
CrneunanusupoBaHHble razerHole usganus. JKypHanpHas nedatb. MaccoBble KypHanbl. OCHOBBI
crenuain3alvi B XXKYpHaJIbHOM HU3aTCIIBCTBE. prr[HCfIH.IPIe CCIMEHTBI  XYPHAJIBHOI'O  pBIHKA.
Crenuanu3upoBannbie u npodeccuoHanbubie (B2B) xypuansl. KoprnoparuBaeie u3nanus. [mobansHbie
JKYPHAJIBHBIC 6peHI[BI — CTpaTrerunu paSBI/ITI/I}I.BJ'II/I}IHI/Ie HOBBIX MEAWa KW MCIHAKOHBEPICHIMWN Ha
POM3BOJICTBO, COOp, pacpocTpaHeHne U MOTpedIeHHe HOBOCTHOTO KOHTEHTA.

The system of production and distribution of educational and entertainment content in
Russia. Features of production and distribution of educational and entertainment content in modern
media systems and in the media system of Russia. Television as the most representative segment of
production and distribution of entertainment content in media systems. Fundamentals of state regulation
of television and radio broadcasting in the world. Creating TV content — studios, production companies,
and format developers. The cinema industry as a factor in preserving the national identity of TV. Content
distributors and syndicators in the television industry. The system of television channels — terrestrial and
cable-satellite channels, general interest and specialized channels. The concept of a television network,
models of television networks. TV access systems. Terrestrial TV. Centralized and local broadcasting, a
system of local TV stations. Pay television — cable and satellite operators, IPTV operators. The process of
transition to digital TV in various countries. Commercial, public and state broadcasting. The concept of
public broadcasting as an institution of the public sphere. Models of organisation and financing of public
TV in different countries. Models of state TV. The ‘dual’ model of the television market — the main
mechanisms of construction and functioning. Segmentation in modern audiovisual media systems and the
principles of audience fragmentation. Global television markets.

Cucrema NpOU3BOACTBA U PACHPOCTPAHCHMS TIPOCBETUTEJILCKOI0O M Pa3sBJICKaATCJIbHOI0
koHTeHTa B Poccuu. OcoOGeHHOCTH TIPOM3BOACTBA M PACHPOCTPAHEHUS TMPOCBETUTEITHCKOTO U
Pa3BJICKATCIIBHOT'O KOHTCHTA B COBPEMCHHBIX MCIUACUCTCMAX U B MEANACUCTEMEC Poccun. TeJ’IeBI/II[CHI/Ie
Kak HauOoJiee MOKa3aTEILHBIA CETMEHT MMPONU3BOACTBA U PaCHPOCTPAHCHUS PA3BJICKATCIIbHOTO KOHTCHTA
B M€Auacucremax. OCHOBEI TOCYHAapCTBCHHOI'O PETYJIUPOBAHUA TCICBUACHUA U pAAUOBCIIaHNUA B MHPC.
Coznlanue TENneBU3MOHHOTO COJAEpKAHMSI — CTYIOUH, IPOJAIOCEPCKHE KOMIAHUM U pa3pabOTUUKH
¢dopmaroB. Kunonnayctpus kak GpakTop coxpaHeHus: HalMoHanbHOM uaeHTnyHocTy TB. [uctpulyropsl
COJACpKaHUd W CHUHIUKATOPLI B TEJIEBU3UOHHON HHAYCTPHHU. CucreMa TEJIEBU3UOHHBIX KAaHAJIIOB —
3(1)I/IpHLIe u Ka6eJ’ILHO-CHYTHI/IKOBLIC KaHaJlbl, KaHaJIbl 0611161“0 HHTEpECa U CIICHUAIN3UPOBAHHBIC.
[Tonsatue Teneceru, Moenu TeNEBU3MOHHBIX ceTeld. CHUcTeMbl OCTyma K TeneBuaeHuto. Jpuprnoe TB.
L[CHTpaJ'II/BOBaHHOC H JOKaJIbHOC BCIIaHUC, CUCTEMA JIOKAJIbHBIX TCHCCTaHHHﬁ. IImatHoE TCICBUACHUEC —
KalenbHblE M CIIyTHUKOBBIE omepaTopsl, omepatopsl IPTV. Ilponecc nmepexoma Ha nudposoe TB B
pa3JIMYHBIX CTpaHax. KOMMCp‘{CCKOC, OGH.ICCTBGHHOC U TOCYHAapCTBCHHOC BCIIAHUC. KOHLICHI_II/I}I
OOLIECTBEHHOIO BEIIaHHWA KaK WHCTUTyTa OOLIecTBEHHOW cdepbl. Monenu opraHuzauuu U
¢unancupoBanus obuiectBeHHoro TB B pasubix cTpanax. Monenu rocyaapcrseHHoro TB. «JlyanbHas»
MOACIIb TCJICBU3UOHHOIO PbBIHKA — OCHOBHBIC MEXAHWU3MBI IIOCTPOCHHA U CI)YHKI_[I/IOHI/IpOBaHI/If{.
CCFMCHTaL{I/Iﬂ B COBPCMCHHBIX CHCTEMAX ayJIHOBU3YAJIbHBIX CMU wu MIPUHIIUIIBI (bpaFMeHTaI_II/II/I
AyIUTOPUH. I'mobGanpHBIE TEIEBU3NOHHBIE PBIHKH. BnusiHre HOBEIX Mcrua U MCIAMAKOHBCPTCHIIMKU Ha
IMpOnU3BOACTBO, 060p, paciipoCTpaHCHUC U HOTpCGJ'IeHI/Ie PAa3BJICKATCIILHOTO KOHTCHTA. Poccuiickas
CUCTEMA ayANOBU3YyaJIbHBIX MEHA B KOHTCKCTC Pa3BUTUA OCHOBHBIX HAIIMOHAJIbHBIX Moneneﬁ.



Jlureparypa:

Bodrunova, S. S., Litvinenko, A. A. 2013. New media and political protest: The formation of a
public Counter-Sphere in Russia, 2008-12. In Russia's Changing Economic and Political Regimes: The
Putin Years and Afterwards, eds. Makarychev A., Mommen A. London: Routledge.16(2): 399-423.

De Smaele, H. 1999. ‘The applicability of western media models on the Russian media system’.
European Journal of Communication 14(2):173-89. DOI: 10.1177/0267323199014002002

Dunn, J. 2014. ‘Lottizzazione Russian style: Russia’s two-tier media system’. Europe-Asia
Studies 66(9):1425-1451. DOI: 10.1080/09668136.2014.956441

Kiriya, 1. 2019. ‘New and old institutions within the Russian media system’. Russian Journal of
Communication 11(1):6-21. DOI: 10.1080/19409419.2019.1569551

Koltsova, O. 2001. ‘News production in contemporary Russia: Practices of power’. European
Journal of Communication (16)3:315-335. DOI: 10.1177/0267323101016003002

Koltsova, O. 2006. News Media and Power in Russia. London and New York: Routledge.

Slavtcheva-Petkova, V. 2018. ‘Russia's Liberal Media: Handcuffed But Free’. London and New
York: Routledge.

Vartanova E. (2018) Media Landscape: Russia // Media Landscapes. Expert Analyses of the State
of Media. European Journalism Centre (EJC) https://medialandscapes.org/.

Modern cultural industries in Russia / CoBpemeHHbIE
KYJbTYPHbIe HHAYCTPUU B Poccuu

State examination questions / Bompochl K rocyapcTBeHHOMY YK3aMeHY:

1.The history of cultural industries study in the first half of the XX century

2.Industrialization and massification of cultural production.

3.The cultural industries in Russia: historical, political, industrial and social background of the
Soviet Union.

4.Cultural production and cultural economics in Russia. Forms of business ownership in cultural
industries. Principles of pricing for various cultural products.

5.Creativity in cultural industries. Creative class in Russia: media image and reality.

6.The role of modern media (press, television, radio, Internet) in the development of cultural
industries in Russia.

7.Marketing processes of the cultural industries.

8.Global and local in modern Russian culture.

1.McTtopust u3ydeHus: KyJabTypHbIX HHIYCTPUM B epBOM MmosoBrHE XX BEKa.

2.ManycTpuanusanys 1 MacCOBU3alUsl KyJIbTYPHOTO POM3BOCTBA.

3.KynapTypHsle uHOycTpuun B Poccun: HMCTOpUYECKHH, IONMTUYECKUM, WHAYCTPUAIbHBIA H
counanbHblil KoHTEKCT CCCP.

4. KynbTypHOE NHpPOHM3BOJICTBO M HSKOHOMHKA KyabTypbl B Poccuu. Dopmbl COOCTBEHHOCTH
OPENNPUITHH KYJIbTYpHBIX WHAYCTPUW, MPUHLMIBI (OPMUPOBAHMS IIEH HA Pa3IUYHbIE KYJIbTYpHbIE
IIPOJIYKTHI.

5.IloHsATHE KpeaTHBHOCTH B KYJIbTYpPHBIX MHAYCTpHsX. KpeaTtnBHblil kiacc B Poccuun: MeauitHbli
o0pa3 u pearbHOCTb.

6.Ponb coBpemennsix CMMU (mpecca, TeneBunenue, paauo, UHTepHET) B pa3BUTHH KYJIbTYpPHBIX
uHayctpui B Poccun.

7.1IpoaBuxkeHne TPOIYKTOB KYJIbTYPHBIX HHIYCTPHM.

8.CooTHo1IeHrE I100aJIBHOT0 U JIOKAJILHOIO B COBPEMEHHOM POCCUHCKON KYIbTYpe.

Cultural industries: definition of the concept, theoretical views and history of study.
Formation and development of cultural industries. Cultural product and its reproducibility. Culture



industry and the public sphere. Sociologists of the ‘Frankfurt School’ V. Benjamin, T. Adorno,
M. Horkheimer. Priorities of cultural policy in the postwar years. Mass education as a means of
overcoming social problems. The 1960s revolution and the change in the vector of cultural policy in
Europe. Post-industrial society theory. The crisis of the industrial economy and changes in political,
economic and social systems. From ‘culture industry’ to ‘cultural industries’ (Hesmondhalgh). Culture
industry as a creation of new meanings. Creative economy and creative industries.

KyabTypHble MHAYCTPUM: TeOpPeTHYECKHiIi B3IVl U uUcTopus u3ydyeHus. CTaHOB/IeHHE U
pa3BHUTHE KYJbTYPHBIX HHAYcTpuii. Onpenesenue nousiTusi. OCHOBaHUS BOSHUKHOBEHHS JTMCKYCCHU
0 KYJIbTYpPHBIX MHAYCTpUsAX. KynbTypHBIN POAYKT U €r0 BOCIPOU3BOAUMOCTb. KylIbTypHBIE HHAYCTpUU
u myosmuHas cdepa. Connonoru «hpankdyprckoi mkonab» B. berassmun, T. Amopro, M. Xopkxaitmep.
[IpuopureTsl KyJbTYpHOM IOJIMTUKU B IIOCIEBOEHHBIE IoAbl. MaccoBOe IPOCBEIIEHHE KaK CPEACTBO
MIPEOJIOJICHHUST COLMANIbHBIX MpobsieM. PeBomtonmst 1968 roma u M3MEHEHHME BEKTOpa KYJIbTYpHOU
nonutuku B EBpone. Teopun noctunaycrpuaibHoro odmectsa. Kpusznuc nHAYCTpUAIbHON SKOHOMUKH H
U3MEHEHHUS B MOJUTUYECKUX, SKOHOMUYECKUX U COLUANbHBIX cucTeMax. OT KylIbTYpHON MHIYCTPUH - K
KyJIbTYpHbIM HHAyCcTpusM (Xe3moupganir). KynbTypHas WHIyCTpUs Kak TEKCT U CO3/1aHME HOBBIX
cmbicioB. KpeaTuBHas 5KOHOMUKA U KpEaTUBHBIE HHIYCTPUU.

The development of cultural industries in Russia since the 1920-s. The cultural industries in
Russia: historical, political, industrial and social background. Cultural industries of the post-Soviet Russia
as a resource for development, a tool for maintaining cultural diversity and a factor of social impact.
Characteristics of modern cultural industries in Russia.

OCo0eHHOCTH CTAaHOBJICHHSI W PA3BUTHA KYJbTYPHbIX MHAYcTpui B Poccum, HaumHasg C
1920-x romoB. Cnemmduka CTaHOBICHUS KYyJIbTYPHBIX HMHIyCTpuii B Poccum — wucTopuueckue,
MOJIMTUYCCKUEC, HHAYCTPUAJIbHBIC U COUAJIBHBIC IIPEAIIOCHIIIKH. KYJ'ILTypHLIe HHAYCTpUH IOCTCOBETCKOH
Poccun kak pecypc pa3BUTHS, MHCTPYMEHT NOJJEpPKaHUS KYyJIbTYpHOro pa3sHooOpaszus u (akTop
COUAJIBHOT'O BOSﬂGﬁCTBHH. OcobeHHoctu COBPEMCHHBIX KYJIIBTYPHBIX I/IHIIYCTpI/Iﬁ B Poccumn.

Cultural production and cultural economics in Russia. Cultural economics. Companies in the
cultural industries. Creative production. Industrialization and massification of cultural production.
Democratization of culture. Creativity and competitiveness. Management of cultural industries. Forms of
business ownership in cultural industries. Principles of pricing for various cultural products. Irrational
features of economic behavior of sellers and buyers.

KyabTypHble Npou3BoAcTBA H MHCTPYMEHTHI 3KOHOMHUKH KYJIbTYpbl B Poccnu. DxoHOMMKA
KYJBTYpBl Kak crenududeckas cpepa 3KOHOMUKUA. OcoOeHHOCTH (DYHKIIMOHUPOBAHUS MPEANPHUITUN B
chepe KynbTYypHBIX HHIYCTpUil. TBOpUEeCKOe NPOM3BOACTBO. MHaycTpmanuzanus U MaccoBHU3AIUs
KYJIbTYPHOI'O ITPOHU3BOACTBA. I[eMOKpaTI/BaI_II/ISI KYJBbTYPHI. eraTI/IBHOCTL u KOHKypeHTOCHOCOGHOCTL.
MeHeKMEHT KyJIbTypHbIX UHAYCTpUi. @OpMBbl COOCTBEHHOCTH MPEANPUITUN KYJIbTYPHBIX MHIYCTPHM.
[Tpunmns! GopMUpOBaHUs LIEH HA pa3IMyHbIE KyJIbTypHBIE MPOAYKTHL. HepaluoHanibHble 0COOEHHOCTH
OKOHOMHYCCKOI'0 MOBCACHUS NIPOJABIOB U HOKyHaTeJIGfI.

State cultural policy and other stakeholders’ policy; its impact on the development of
cultural industries in Russia. Cultural institutions. Creative industries regulation. Cultural policy:
main features of Russian reality. ‘Soft power’ in culture as a form of political management and worldwide
influence through media. Cultural products as a means of integration on the international cultural process.
Cross-border positive image promotion. Creative resources involvement as a part of regional development
strategy. Governmental and non-governmental cultural organizations. Leadership and creative industries.

KyabTypHasi moJMTHKAa M ee BJIMSIHME HAa pPa3BUTHE KYJbTYPHBIX HHAYcTpuil B Poccum.
KyJbTypHble HHCTUTYTHI. PerynupoBanue B cdepe KpeaTHMBHbIX MHIycTpuid. KynbTypHas monuTuka:
O0COOEHHOCTH B YCJIOBHSIX POCCUHCKON peanuu. “Msrkas cuia” B KyJbType Kak ¢popMa MOJUTHYECKOTO
YIPaBIEHUS U MOPAJIbHOIO BIMSHUS YEPE3 MEIMa Ha MEXAyHapOAHOM ypoBHE. KylbTypHbIE POTYKTHI
KaK cpeAcTBO MHTerpaunu Poccnn B MeXIyHApOAHBIM KyJbTYPHBIM NPOLECC W TNPOABUKEHUS €€
IIO3UTUBHOI'O UMHU/I2KA 3a pyGC)KOM. Bosneuenue TBOPYCCKUX PECYPCOB B IIPOrpaMMbI TCPPUTOPUATIBHOT'O



U PETHOHAIBHOTO pa3BUTUA. [IpaBUTENHCTBEHHBIE W HEMPABUTEIBCTBEHHBIE KYIbTypHBIC OpPraHU3AIINU.
JInpepcTBO U KpeaTUBHbIE UHAYCTPUH.

Creativity in cultural industries. Creative cities, clusters, communities. Creative class.
Sociology of culture. ‘Creative Class’ by Richard Florida, ‘creative cities’, ‘creative clusters’. Creative
industries as an important resource of economic development. Creative clusters as a tool for
decentralization in economy and culture. Creative class in Russia: media image and reality.

Karteropusi TBopuecTBa (KpeaTHBHOCTH) B KyJbTYPHBIX HHAYcTPUsX. KpeaTuBHbIe ropojaa,
KJacrepsl, coodmecrsa. KpearuBusiii kiaace. Couuosorus KyasTypsl. «KpeaTuBHbli kiace» Puuapna
@uopuipl, «KpeaTUBHBIE TOPO/Aa», «KpeaTWBHbIE KiacTepbl». KpeaTuBHblE WMHAYCTPUM KaK BaKHbBIN
pecypc pa3BuTHSl SKOHOMHUKH. KpeaTwBHBIE KiacTepbl KaKk HMHCTPYMEHTHI JELEHTpalM3alui B cdepe
SKOHOMUKH ¥ KyJIbTypbl. KpeaTuBHbIN Ki1acc B Poccun: MeauitHbIi 00pa3 v peaabHOCTb.

The interaction of media and cultural industries. Media as a tool for promoting products of
cultural industries. The role of modern media (press, television, radio, Internet) in the development of
cultural industries. Media at the free-time market. Media production and distribution of creative content.
Marketing and promotion of cultural products as the main point of Porter's value chain. Cultural
industries products promotion: from paper to Internet, from art criticism to art business. Convergence.
Media and the assessing cultural values mechanism. Media in the further process of cultural
industrialization.

Kyabrypusie uaaycrpun B CMMU: ocBemenne u B3aumopeiicteue. CMU kak MHCTPYMeHT
NPOABUKEHHS MPOAYKTOB KPpeaTUBHbIX HHAYCTPpHii. Poib coBpemennsix CMU (mpecca, TeneBuaeHue,
paauoBelianue, MIHTepHeT) B pa3BUTUU KylIbTYpHBIX UHAYCTpuidl. CMU Ha ppiHKE CBOOOAHOIO BPEMEHHU.
MC,Z[I/IaHpOI/ISBOI[CTBO H paclpoCTPpaHCHUEC TBOPYCCKOIO KOHTCHTA. MapKeTI/IHF H IPOABHIKXCHHC
KYJbTYPHBIX HNPOAYKTOB KaK OCHOBHOH 3Tam CO3JaHuAa LCIIOYKU IIEHHOCTH. HpOI[BI/DKCHI/Ie IMPOAYKTOB
KYJIBTYPHBIX MHIYCTpUH: OT Oymaru k MHTepHeTy, OT apT-KpUTUKH K apT-OusHecy. KonBepreHius.
Menna U MexaHM3M OLEHKM KYJIbTYPHBIX ILI€HHOCTe. Meaua B JaubHellieM mpouecce
HHAYCTpHUAIIN3allUU KYJIbTYPHI.

Trends in the development of cultural industries in Russia and worldwide. Geographical
expansion of cultural industries. Global and local in modern culture. Cultural urban atmosphere
indicators. Increasing role of outsourcing and freelancing. Individual entrepreneurship. Traditional and
virtual / digital museums. Industrialisation of classical music. The music industry. Drama theater in the
modern media environment. Creative industries production as an object of interest in politics and
sociology. User creativity and global content production system. Arthouse creativity and custom
creativity. Personification of cultural content.

TenneHuun pasBUTHS KYJbTYPHbIX HHAYcTpuid B Poccmu m mmpe. ['eorpaduueckas
OKCIIAHCUS KYIBTYPHBIX HHHYCTpHﬁ. I'moOanpHOE U JIOKAJIILHOE B COBpeMeHHOﬁ KYJIbTYpC. I/IHI[I/IKaTOpLI
U3MEpEeHUsl KyJIbTypHOHl artmocdepsl B ropoae. Bospactanume ponm ayrcopcuHra u (puiasca.
WNuauBuayalbHOE MPEANPUHUMATENBCTBO. TpaiuLIMOHHBIE U BUPTYyaldbHble My3eu. MHaycTpuanusanus
KJIACCUYECKON MY3bIKM. My3bIKaJIbHAasE MHAYCTpHS. J[paMaTHyecKkuil TeaTp B COBPEMEHHON MEIuacpese.
HpOI[IOCI/IpOBaHI/Ie KpCaTHBHBIX I/IHILYCTpI/Iﬁ KaKk OOBEKT HHTCpECa TMOJUTUKH U COLUOJIOTUH.
[Tonb30BaTenbCcKass KpeaTUBHOCTh M CHUCTEMa TIJI00aIbHOTO MPOM3BOJCTBA COJEp)KaHUA. ApTXaycHas
KpCaTUBHOCTb U KaCTOMHU3UPOBAHHOC TBOPYCCTBO. HepCOHH(bHKaHI/IH KYJIbTYPHOI'O KOHTCHTA.
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Image of Russia in foreign media / O6pa3 Poccum B
3apy0esKHBIX MeIHa

State examination questions / Bonpocsl k rocy1apcTBeHHOMY IK3aMeHY:
. The role of media in shaping the country's image abroad.

. Sociocultural mechanisms of the formation of the image of Russia.

. Historical memory and its influence on the image of Russia abroad.

. Actors of the formation of the image of Russia in the foreign media space.

. Stereotypes about Russia and Russians in foreign media.

. Prospects for the development of Russia's media image abroad.

. Prevailing frames in the coverage of events in Russia by foreign media.

. The image of Russia in international political communication.

cONOOT A~ WN B

. Posib Menna B popmupoBanuu o0pasza cTpaHbl 3a PyOSIKOM.

. ColMoKyIbTYpHBIC MEXaHU3MbI (hopMupoBaHus 0Opa3a Poccun.

. Ucropuueckas mamsTh U ee BIusiHUE Ha 00pa3 Poccun 3a pydexom.

. Axtopsl popmupoBanus oOpaza Poccuu B 3apy0ekHOM MEAHANIPOCTPAHCTBE.

. Crepeorunsl o Poccuu u pycckux B 3apyOexHBIX MeaHa.

. [lepcriekTuBBI pa3BuTUs Meanaodpasa Poccun 3a pyOexom.

. [Ipeobnagatontue ppeiiMbl B OCBEIIEHUH COOBITHI B Poccuu 3apy0exHbIMU Meua.
. O6pa3 Poccuu B MEXIyHAPOTHOM MOTUTUYECKON KOMMYHHKAIUH.

01N Nk~ WINE

Country image in mass communication theory. Methods for finding sources of information.
Development of code for content-analytical research of media materials as part of the preparation of a
research project. Correlation of the concepts of image, image, brand, geo-brand. The concept of "soft
power" as an umbrella in relation to concepts such as brand, image, identity, symbolic politics, cultural
diplomacy, etc. The role of media in shaping the country's image abroad.

O0pa3 cTpaHbl B TeOpPHUHM MAaCCOBOWl KOMMYHUKAIMU. MeETOApl TMOWCKAa WCTOYHUKOB
I/IH(I)OpMaI_II/II/I. Paspa60TKa KOIa JIs1 KOHTCHT-aHAJIUTUYCCKOI'O HUCCICAOBAHUA MATCPUATIOB CMU B
paMKax TOATOTOBKUA HCCJEA0BATENbCKOro mnpoekta. COOTHOIIEHHWE TOHITHI 00pa3, UMHIDK, OpeHs,
T 606pCHIL. ITonsatue «Msrkasg cumiaa» KaK 30HTHYHOE II0 OTHOIICHUIO K TaKUM IIOHATHUAM, KaK 6peHI[,
UMUK, UACHTUYHOCTb, CHUMBOJJHMYCCKAA IIOJIMTHUKA, KYJIbTyYpHad IUILIOMAaTHA W Ap. Ponn Meaua B
(dopMHupoBaHUU 00pa3a CTpaHbl 3a pyOESIKOM.

Historical points of formation of image of Russia in foreign political and media discourse.
Historical and political tradition and continuity of the existence of the image of Russia abroad.
"Europeanness” and originality of Russia. The ambivalence of its perception inside the country and
outside. Sociocultural mechanisms of the formation of the image of Russia in relation to various national
contexts and the influence of long-term factors and the current political agenda. Historical memory and its



influence on the existence of the image. Formats and authors of media discourse about Russia in the past.
Prerequisites for stereotyping and mythologizing the image.

I/ICTOPH‘leCKHe B€XU CTAHOBJICHUA oﬁpasa Poccun B 3apyﬁe)KHOM NOJIUTUYECCKOM H
MeIHaAaUCKYypCe. HCTOpI/IKO-HOJ'II/ITI/I‘leCKa}I Tpaguoua WM IPEEMCTBCHHOCTH CYHICCTBOBAHUSA 06p333
Poccun 3a pyoexxkom. «EBpomeickocTb» M CaMOOBITHOCTh Poccun. AMOWBAJIGHTHOCTH €€ BOCHPHSITHS
BHYTpH CTpaHbl © u3BHe. CONIMOKYJIbTYpHBIE MeXaHu3Mbl (opmupoBanus oOpaza Poccun
MNPUMCHUTCIIBHO K PAa3/IMYHbBIM HAIIMOHAJBHBIM KOHTCKCTaM H BJIHUAHHUC OOJIOCPOYHBIX (l)aKTOpOB u
TGKYH_[eﬁ MMOJIUTUYECKON ITOBECTKHU. I/ICTOpI/I‘leCKaH I1aMATb A ee BIUSHHE Ha OBITOBAaHHUE o6pasa.
®opmaTel M aBTOpbl Meauaguckypca o Poccum B mpounuiom. IIpeanochulku CTEpeoTHNU3aAUMUA U
Mudosoruzauu odpasa.

Russia in global politics. Russia as a world power. Russia's role in world politics. Forms of
Russia's participation in various international organizations. Russia's foreign policy at present stage. The
main characters and events of Russian politics in the 2000s, known to foreign readers.

Poccuss B MupoBoii moautuke. Poccus kak mupoBas nepxkasa. Pons Poccunm B MupoBon
IIOJIMTHUKE. q)OpMaTBI yuacTtusa Poccun B Pa3IMYHbIX MCEXKAYHAPOAHBIX OpTraHU3alUsiIX. Breniass
nonutuka Poccum Ha coBpemeHHOM dTare. OCHOBHBIE MEPCOHAKU M COOBITHS POCCUHCKOM MOTUTHKH
2000-x ro0B, U3BECTHHIE 3aPYOCIKHOMY YHTATEIIO.

Culture of international journalism and «Twiplomacy». Changes in the profession of foreign
correspondent. The main topics and problems of publications on Russia in the media. Corpus of authors
of specialists in Russia: journalists, experts, bloggers. The role of social networks in creating an
informational picture of the world. The "Twiplomacy" phenomenon.

KyabTypa coBpeMeHHOIl MeKAYHAPOJHON KYPHAJMCTHKH M «aumiomatusi TBurrepa.
W3menenust B mpodeccun xKypHaIucTa-MexxayHapoaHuka. OCHOBHBIE TEMBbI U MPOOJIEMBI aKTYyaJIbHBIX
MaTcpHraIoB O Poccun B MeEaua. ABTOpCKI/Iﬁ KOopmmycC CIICIUAJIMCTOB 110 Poccuu: KYPHAJIUCTBI, OKCIICPTHI,
onorepsl. Poinb coricereit B co3nannu nHGOpMannoHHON kapTuHbl Mupa. ®enomen « Twiplomacyy.

Russia as a geobrand. S. Anholt's hexagon. "Soft power" - J. Nye's concept. Conditions for
creating a national brand. Globalization, the era of flourishing of digital technologies, the inclusion of the
public of various countries in international processes and a new round of development for the theory of
"soft power". The Soft Power Index by J. McClory. Brand management as the main soft power tool.
Technologies for creating, maintaining and developing country brands.

Poccust kak reodpenn. llectuyronpHuk C. Anxonpra. «Msirkas cuna» — xoHuent Jx. Has.
VYcnoBus co3naHusg HalMOHalIbHOrO OpeHpaa. InmoGanmsanmsi, 3pa paciBeTa LMQPPOBBIX TEXHOJIOTHUH,
BKIOYCHUC 06IJ_ICCTBCHHOCTI/I Pa3JIMYHBIX CTpaH B MCKAYHAPOAHBIC IIPOUCCCHI U HOBOTO BUTOK pa3BUTHUSA
JUISL TEOPUH «MATKOM cuitb». «MHaexe msarkon cwib» k. Mak Kiopu. bpena-MeHeKMeHT B KauecTBe
OCHOBHOI'O MHCTPYMCHTA «MATKOM CHJIBD». TEeXHOJIOTrHU CO3aHusd, MOAACPKAHUA U pPa3BUTUSA 6peH)10B
roCyIapcrB.

Main subjects and the elements of the formation image of Russia abroad. Acquaintance with
institutions, structures and companies participating in the process of shaping Russia's image abroad, as
well as with their information resources. The role of the RF Ministry of Foreign Affairs,
Rossotrudnichestvo, RT, Russia Beyond the Headlines, MIA Rossiya Segodnya, the Russkiy Mir
Foundation, Valdai Club, SPIEF, Russian Seasons in ltaly, cross-country Years (as well as the Year of
Culture , language, tourism). Other events that contribute to the promotion of the country's image abroad,
falling into the media attention zone. 2018 FIFA World Cup, 2014 Olympics. The foreign media. Other
actors in the formation of the image of Russia in foreign media space.

OcHoBHBIE CY0OBEKTBHI M 3JIeMEHThI npouecca popmupoBanusi odopasa Poccuu 3a pydexom.
3HAaKOMCTBO C MHCTUTYTaMH, CTPYKTypaMH M KOMITAHUSIMH, y4acTBYIOIIMMU B Tporecce (POpMUPOBAHHUS
umuka Poccun 3a pybGexkoMm, a Takke ¢ uX HHGOpMauuMoHHbBIMU pecypcamu. Pomp MUJ| PO,
PoccorpynumnuectBa, RT, «Russia Beyond the Headlines», MUA «Poccust ceroaus», ®onna «Pycckuit



Mup», «Banpaiickuil kiyo», [IMO®, «Pycckue cezons» B Utanuu, nepexkpectusie ['oga cTpan (a Taxkxke,
['oma KynbTypHl, si3bIKa, Typu3Ma). IHbIe COOBITHSI (MBEHTHI), CIIOCOOCTBYIONINE TPOIBMKEHUIO UMHJIKA
CTpaHbl 3a pyOeXxoM, MOMajarllue B 30HY BHUMaHMi Meaua. Yemmuonat mupa mo ¢(yrdomy-2018,
Omumnuana-2014. HemocpeactBenHo 3apyOekHbie Mmeaua. IIpoume akTopwel ¢dopmupoBaHus oOpasza
Poccun B 3apy0exkHOM MEIHANpOCTPOCTPAHCTBE.

Existing researchs on image of Russia in foreign media. Study of methods, approaches and
conclusions of current media research of the image of Russia abroad. The most persistent stereotypes
about Russia and Russians in foreign media. Personalization of Russian internal political processes.
Prevailing frames. Memes on Russian themes.

CymecrByomue ucciaegosanus oopasa Poccuu B 3apydexnbix CMMU. N3ydyeHue MeTOnuK,
MOJXOJ0B M BBIBOJOB AaKTyaJIbHBIX MeauamcciienoBanuii obpaza Poccum 3a pyOexxom. Haumbonee
YCTOMUYMBBIE CTepeoTunsl 0 Poccuu M pycckux B 3apyOexHBIX Menua. llepcoHanmzanusi poCCHHCKUX
BHYTPHIIOJUTHYECKUX TIporieccoB. [Ipeobnanaroniue ¢pperiMbl. MeMbl Ha POCCHMCKYIO TEMATHKY.

Themes and topics related to image of Russia in international media space. Overcoming
myths and stereotypes about Russia. Development of recommendations to improve the awareness of
foreign audiences about Russia (for example, by analogy with the Italian Sistema-Strana). Formation of
an adequate image of the country. Allocation of priority aspects for future journalists in the work on its
formation. Prospects for the development of Russia's media image abroad. The role of digitalization in
this context.

TemaTukau  mnpodiemMaTnka  cylmectBoBaHusi oOpasa Poccum B 3apy0exHOM
uHpopmanuoHHoM mnpocTpancTBe. [Ipeomonenne mupoB u crepeorunnoB o Poccuu. BripaboTka
pPEKOMEHIAIMi 10 YIy4IIeHUI0 HHPOPMUPOBAHHOCTHU 3apybexkHoi aynutopuu o Poccun (Hanpumep, 1o
aHasiornn ¢ wurtanbsiHckoll «Cucrema-Ctpana»). @opMupoBaHHE aJIeKBaTHOIO HUMUJKAa CTpPAHBI.
BBII[GJ'IGHI/IG IMIPUOPUTCTHBIX IJIA 6y,£[yI_I_[I/IX KYPHAJIUCTOB aCIICKTOB pa6OTBI Hag €ro q)OpMI/IpOBaHI/IeM.
[lepcniexkTuBsI pa3BuTHsa Menuaoopasza Poccuu 3a pyoeskom. Poib miudpoBu3amm B 3T0M KOHTEKCTE.
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Russian media as soft power / CMHM Poccnu kak «MsrKasi
CHJj1a»

State examination questions / Bonmpocsl k rocyiapcTBeHHOMY IK3aMeHY:

1. The concept of ‘soft power’ by J. Nye. The main resources of ‘soft power'.

2. ‘Hard power’ — ‘soft power’ dichotomy. The concept of ‘smart power'.

3. The main elements of ‘soft power" culture, education, language, values, meanings, human
networks.

4. Tools for implementing ‘soft power’: media and communications, public and government
relations, language, country branding, national diaspora abroad, national higher school.

5. Official and unofficial channels for the implementation of ‘soft power’. Public diplomacy.

6. Country branding and Soft Power global ratings.

1. Konnenmust «msirkoii cumnbl» J[x. Hag. OCHOBHBIE HCTOYHHUKHU «MSATKOM CHUITBD.

2. JIMXOTOMUS <OKECTKasi CHIay — «Msrkas cuiay. [Torsitue Smart Power.

3. OCHOBHBIE DJIEMEHTBI «MSTKOW CHIIBI». KyIbTypa, 0Opa3oBaHHe, SI3bIK, [IEHHOCTH, CMBICTBI,
B3aUMOJICVCTBUE COLIMAIIBHBIX TPYIIIL.

4. NHcTpyMeHTHI peanuzanuu «Msrkoi cuib»: CMU u maccoBble kommyHukanuu, PR u GR,
A3BIKOBAsl TOJUTHKA, OpEHAUHI TEPPUTOPUN, HAI[MOHAJbHAS JUacropa 3a pyOexoMm, CHCTeMa BBICIIETO
o0Opa3oBaHusl.

5. O¢pununanbHble U HEOPUIMAIbHBIE KaHAJIbl PACIPOCTPAHEHUS! U IPUMEHEHUS «MSITKOW CUIIBD».
[TyOnuuHas qumiomMaTHs.

6. CTpaHOBOI OpEHAMHT ¥ €T0 OTPAXKCHHE B TIOOATBHBIX PEUTUHTAX «MSATKON CHITBI.

Theoretical foundations of the term ‘soft power’ and its genesis. The main institutions,
legislative and financial support for the promotion of the ‘soft power’ policy of the modern state.
The concept of ‘soft power’ as a development of political science. Metaprocesses of modernity according
to F.Krotz and their role in the formation of ‘soft power’: mediatisation, individualisation,
commercialisation and globalisation. The main resources of ‘soft power’. Media as one of the key tools of
‘soft power’. A comprehensive approach to building a soft power strategy by J. Nye. Historical
prerequisites for the creation of the ‘hard power — " soft power’ dichotomy. The theory of neoliberal
institutionalism. The concept of ‘smart power’. The main elements of ‘soft power’: culture, education,
language, values, meanings, human networks. Tools for the implementation of ‘soft power’: media and
communications, public and government relations, language, branding of the country, national diaspora
abroad, national higher school. Country, national, and territorial branding. Promotion and development of
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a PR strategy as elements of ‘soft power’. Official and unofficial channels for the implementation of ‘soft
power’. Public diplomacy. People's diplomacy. Twitter diplomacy. The image of the state. The Soft
Power 30. A Global Ranking of Soft Power. Rating criteria: culture, tourism, immigration opportunities,
political system. Departments and documents regulating the use of ‘soft power’ in the countries of the
world.

TeopeTnyeckue OCHOBAHUS TEPMUHA “MSATKas cujia” U ero renesuc. OCHOBHbIE HHCTUTYTHI,
3aKOHOAAaTeJIbHOe M (PUHaAHCOBOe o0ecrevyeHHe TPOABMKEHHS] TMOJUTHKU «MSATKOH CHJIbDY
coBpeMeHHOro rocyaapcrBa. KoHuenmusi «MsIrkod cuibl» Kak pa3padoTka MOJIUTOJIOTUH.
Merampornieccsl  coBpemenHoctd 1o @. Kporiy u ux poiab B (OpMUPOBAHHHM «MSTKOW CHIIBD):
MeAuaTU3alusl, HHANBUIyaTu3alus, KoMMepIuanu3anus 1 riiodanuzanus. OCHOBHBIE PeCypChl «MSTKON
cuiibl». Menuma Kak OJMH M3 KJIKOYEBBIX MHCTPYMEHTOB «MSTKOM CHJIBD». KOMIUIEKCHBIM MOAXO0H K
MOCTPOCHUIO CTpaTeruu «Msrkout cuibl» Jx. Has. Mcropuueckue npeArnochUlKH CO3/1aHUs TUXOTOMHHU
«OKECTKAsl CUJIa» — «MSATKas cuiiay. Teopus HeolnOepalTbHOr0 MHCTUTYIIMOHATN3MA. KoHIenus «yMHOM
cuiibl». OCHOBHBIE 3JIEMEHTBI «MSTKOM CHIIBI): KyJIbTypa, oOpa3oBaHHE, SI3bIK, IEHHOCTH, CMBICIIBI,
yesoBeueckue ceth. MHCTpYMEHTHI pealu3alud «MSITKOM CHIIBI»: MeAra U KOMMYHHUKAIMU, CBSI3U C
OOIIECTBEHHOCTBIO U TMPABUTEIbCTBAMHU, S3bIK, OpEHAMpPOBAHHE CTPAHbI, HAllMOHAJIbHAS AMACIIOpa 3a
pyOexoM, HallMOHANIbHAS BbBICIIAs IIKOJa. CTPaHOBOM, HAIIMOHAIBHBIN M TEPPUTOPUAIBHBIN OpEH/IMHT.
[Iponaranma u paspabotka PR-cTparermn kak »3JIeMEHThI «MSITKOW cuibly. OdQuiuanbHeie U
HeopHUIMAPHBIC KaHAIBl peaM3allii  «MATKOHW cuibl». [lyOnmwanas jgurmomarus. Haponnas
mumiomarus. Twitter diplomacy. Mmumk rocynapctBa. MexkIyHapOIHbBIH PEHTHHT «MSTKO#M CHIbDy The
Soft Power 30. A Global Ranking of Soft Power. Kpurepuu peiitunra: KyiabTypa, TypHU3M,
BO3MOXXHOCTH UMMUTPAINH, MOJIUTUYECKUN CTpoH. JlemapTaMeHThl U JOKYMEHTBI, PerIaMeHTUPYIOIINe
MCIIOJIb30BAHUE «MSTKOM CHJIBD» B CTPaHAaX MHUpa.

‘Soft power’ in international communication. Key features of the ‘soft power’ policy of the
United States, Great Britain, Germany, France, and the BRICS countries in the context of the
development of their media systems. National features of ‘soft power’ building. The United States and
the spread of the ideals of democratic values. The ‘American dream’. US cosmopolitanism as a national
identity. The main areas of implementation of ‘soft power’ in the United States are culture, English
language, scientific and technical cooperation and cooperation in the field of innovation, the development
of economic relations and public safety. Education and science in the UK. English language and creating
a brand of British education. Educational policy of higher education institutions and international
exchange programmes (global experience). Asian soft power adaptation strategy. China's ‘harmonious
world’ concept. Minimising the fears of the international community about the idea of the rise of China.
Security as a priority in the implementation of ‘soft power’ in the policy of China. The experience of the
BRICS countries: cinema, TV series, food, tourism. The case of Bollywood as a confrontation with the
’soft power’ of Hollywood. The experience of European countries (France, Austria, Germany, Italy) in
the use of ‘soft power’ in public administration. The concept of ‘normative’ force as an actual definition
and establishment of the category of norm based on law, ethics and universal values. Introduction of
French culture at the foreign policy level through the academic community and non-commercial
organisations. French diplomacy and the focus on human rights violations. The international image of
France as a peacemaker through conflict resolution, acceptance of immigrants and refugees.

«Msrkasi cujia» B MeKAYHApPOAHOH KoMMYHMKauuu. KiiroueBble 0COOCHHOCTH NMOJMTHKHU
«vsarkoi cuiaspy CHIA, BeauxkoOpuranun, I'epmanun, ®@panuuu, crpan BPUKC B koHTekcre
pa3BuTHS MX MeauacucreM. HarnumonanbHble OCOOEHHOCTH MOCTPOEHHUs «MATKOM cuibly. CIIA u
pacrpocTpaHeHHE HIEANOB JEMOKPAaTHUYECKUX LEHHOCTEH. «AMepuKkaHcKas meuTa». KocMmomomuTusm
CIIA kak HamuoHanbHasi uaeHTHU¢UKanus. OCHOBHbIE HAIpPaBICHUS peAU3aldl «MATKOH CHIIBD B
CIOA — kynbTypa, aHIVIMACKUAN SA3BIK, HAYYHO-TEXHHUUYECKOE COTPYIHHYECTBO M COTPYIHHUYECTBO B
00J1acTH MHHOBAIINH, Pa3BUTHE YKOHOMHUYECKHUX CBsI3eH M 00mecTBeHHOM O6e3omacHocTr. OOpa3oBaHue u
Hayka B BenukoOpuTaHuu. AHIIMMCKMIA SI3IK M co3/laHHe OpeHga OpUTaHCKOro oOpa3oBaHUS.
OO6pa3oBarenbHasi MOJUTHKA BBICHIMX Y4YEOHBIX 3aBEACHMM M MEXIyHapOJHbIE MPOrpaMMbl OOMEHa
(rmoGanbHbIi onbIT). CTpaTerusl a3uaTcKOM ajanTalu «MIrkoil cuibl». KoHuenmus «rapMOHHYHOTO



mupa» Kwuras. MuHUMU3anMs OMACEHWH MEXKAYHAPOMAHOTO COOOIIECTBA OTHOCHTEIBHO HJEU
BO3BbIIeHUsI KuTas. be3omacHOCTh Kak MPUOPUTET B pealiu3aluM «MITKOW cuiibDy B noiautuke KHP.
Omnwir ctpan BPUKC: xunemarorpad, cepmainsl, ena, TypusMm. Kelic boimmuByna kak mpOTHBOCTOSHUS
«msarkoi cwiie» [NommByna. OnbeiT eBporeickux ctpan (@panmus, Asctpus, ['epmanus, Uramus) B
MPUMEHEHUU «MATKOW CWJIBbD» B TOCYAApCTBEHHOM YyIpaBiieHUU. [loHSATHE «HOPMATHBHOW» CHUIIBI KaK
AaKTyaJIbHOE OIPEJCICHUE M YCTAHOBJIEHWE KaTErOpUM HOPMBI C ONOPOM Ha IMpaBoO, ITHUKY U
oOmiedenoBeuecKkrue EHHOCTH. BHeapeHnue ¢paHIly3cKOil KyabTyphl HA BHEIIHETIOJMTUYECKOM YPOBHE
yepe3 akagemuueckoe coobmniectBo u HKO. @paniy3ckas AUIIOMaTs M aKLEHT HA HapyUICHUH IPaB
yenoBeka. MeXIyHapOIHbINH UMUK DpaHIIuu KaK MEPOTBOPIIA 33 CUET YPEryJIupOBaHUS KOH(IUKTOB,
preMa UMMUTPAHTOB U OEKEHIIEB.

Traditional media and social media in the context of the ‘soft power’ of the state. A system of
‘soft power’ media tools. Globalisation of information processes, processes of Westernisation/de-
Westernisation, Americanisation in the modern media discourse. The main segments of the media
system as channels for the implementation of ‘soft power’. Information agencies and formation of the
domestic and foreign policy agenda. Periodicals (newspapers and magazines) in the political, economic
and leisure spheres. Fashion and lifestyle as a product of glossy journalism and global advertising. Radio
and television as national media. New media as global media. Cultural industries and media: book
publishing, music business, cinema business, TV program production, computer and video games. The
concept of ‘creative industries’. The functioning of creative industries in the context of ‘soft power’.
Agents of influence in the creative industries. Telecommunication and network infrastructure of media
systems. Platforms. Social networks. Messengers. Political economy of mass media as a scientific
direction. The phenomenon of concentration in the media industry. Media owners. Challenges to the
media and culture of the countries of the East and West in the context of digitalisation, media
concentration and globalisation. Americanisation and de-Americanisation of information and
communication processes. Westernisation and de-Westernisation of cultures. The rise of digital
inequality. The emergence of a new media and communication policy aimed at supporting the offline and
online activities of cultural, linguistic and ethnic groups. The impact of social, political, economic,
technological and cultural transformations on cross-cultural communication and national/ group / cultural
identity of citizens. The emergence of new journalistic practices in the digital environment and the new
role of ‘soft power’ in the media. Digital journalism: new practices, forms, methods, and audiences.
Issues of media and communication regulation in the digital age. New digital cultures in the 21 century.
Digital natives: media production and media consumption practices. Media literacy in the digital age.
New players and actors in digital communication. Digital inclusion / social inclusion: correlations and
interdependencies. Ethnic media in the digital age. Information security in the digital age. Digital capital
as a new type of integral capital.

Tpa}IHHI/IOHHI)Ie CMMU n conraJIbHbIC MeAUA B KOHTEKCTE «MATKOH CHJLD» rocyaapcraa.
Cucrema MeIHAHHCTPYMEHTOB «MATKOH cuiabD». ['1odanm3anuss MHPOPMALMOHHBIX NPOLECCOB,
MMpouecChI BeCTepHu3aunn/)1eBeCTepHu3auun, aMEpUKaHu3aluiM B COBPEMECHHOM Me}IHﬁHOM
AUCKYpCeE. OCHOBHBIE CETMEHTEI MCINACUCTCMBlI KaK KaHAJIbl peajin3aliun «MATKOM  CHIIBDY.
Nudopmannonnsle areHtctBa U (GOPMUPOBAHME BHYTPU- M BHEIIHENOJUTUYECKOW MOBECTKHU.
[Teproauueckast mevarh (ra3eThl U KypHalbl) B MOJUTHYECKON, SKOHOMHUYECKON M JTOCYroBO# cepax.
Mopa 1 CTHIIb ®KU3HU KaK MPOIYKT TIISHIEBOM KypHAIUCTUKY U I100abHOM pekiiambl. Paguosemnianme u
TCICBUACHUEC KAaK HAITMOHAJIbHBIC MC/1HA. Hosrie ME€aua Kak riI00aILHEIE Mmeaua. KyJ’ILTypHBIC HHAYCTPpUU
u CMU: kuaurousgaHue, My3bIKaJdbHBIH OW3HEC, KUHOOW3HEC, MPOU3BOJICTBO TEJIETIPOTPAMM,
KOMITBIOTCPHBIC U BUICOUTPHI. KOHI_ICHI_II/DI «KPCAaTUBHBIX HHILYCTpr/'I>>. (I)YHKLII/IOHI/IPOBaHI/IC KpCAaTUBHBIX
I/IH)IYCTpI/Iﬁ B KOHTCKCTEC «MATKOH  CHJIBDY. ATeHTEl BIUSHHSI B KpCaTUBHBIX HHAOYCTPHIX.
TCJ'ICKOMMYHI/IKaLII/IOHHa}I n ceTreBas HH(bpaCprKTypa MEOAUACUCTEM. HJ’IaT(I)OpMBI. COLII/IaJ'IBHBIC CCTH.
Meccenmxepsl. [lomumakonomuss CMMUM kak HaydyHoe HampaBiaeHue. @OEHOMEH KOHILEHTpaluu B
MCINANHAYCTPUH. CoOCTBEHHUKH meaua. Br130BEI Meina U KYJIbTYpC CTpaH Boctoka u 331'[3.,[[3 B
YCIJIOBUSX nudpoBuzammuy, MeIUaKOHIICHTpaIuU " rjI00aJIn3aIimy. AMepukaHu3aIus "
ACaMCpUKaHU3alus I/IH(I)OpMaI_II/IOHHO-KOMMYHI/IKaI_II/IOHHBIX MponeccoB. BCCTepHI/BaI_II/I}I u



neBecTepHU3anus  KyiabTyp. Poct 1umdpoBoro HepaBeHcTBa. [losBieHMe HOBOM Menua- U
KOMMYHUKAITMOHHOW TIOJUTHUKH, HANPABICHHOM Ha TMOACPXKKY oddQmaitH W OHJaliH aKTUBHOCTH
KYJIbTYPHBIX, SI3bIKOBBIX M 3THHUUYECKHUX TpyIi. BiusHue coluanbHbIX, TOJIUTUYECKUX, SKOHOMUYECKHUX,
TEXHOJOTMYECKMX M KYJIbTYPHBIX TpaHchopmanmii Ha MEXKKYJIbTYPHYIO KOMMYHHKAIUIO U
HAIMOHAJIbHYIO/ TPYNIOBYIO/ KyIbTYPHYIO HIEHTHYHOCTh rpaxaaH. [losBlieHHEe HOBBIX KYPHAIUCTCKUX
MPaKTUK B IU(POBOI cpenre 1 HOBOK poiu «Msrkoit cwib»y y CMU. LudpoBas xKypHaIMCTHKA: HOBBIC
NOPaKTUKHA, (OPMBI, METOIBI, ayaUTOpHUHU. BONpOCHl peryaupoBaHus Meaua M KOMMYHHUKAIlUH B
nudposyro smoxy. Hoeeie 1mudposbie kyapTypel B XXI Beke. I{udpoBbie aGopureHbl: NpaKTHKA
MEIManpON3BOJICTBA M MeauanoTpedaeHus. MeauarpaMoTHOCTh B LU(POBYIo 31oxy. HoBble Urpoku u
aKTopbl B IHU(pPoBOH KoMMyHHUKauuu. [ludpoBas BKIIOUEHHOCTh / COLMANbHAS BKIIOYECHHOCTD:
KOppensiqui M B3auMo3aBUCHUMOCTH. OTHuueckue CMU B uudposyro smnoxy. WupopmanmoHHas
6e3omacHOCTh B IM(PpoByto smoxy. Ludposoii kanutan kak HOBBIA BUJ] MHTETPAIbHOTO KaluTasia.

The main stages of the development of mass media and journalism in the Russian Empire,
the USSR, and post-Soviet Russia. Mass media and social media as a part of Russian culture.
Cultural industries of Russia. M. Lomonosov as the first theorist of journalism. The ‘eternal” principles
and standards of professional activity of the profession which are based on ethical values. Essays on
censorship, its criticism, and the assertion of freedom of speech. Metropolitan and regional press in the
late 19"—early 20" centuries. Correspondents from among the rural intellectuals. Journalism, mass media
and propaganda in the ideological paradigm of Marxism-Leninism (1922-1991). Ideological foundations
of the Soviet system of mass media and propaganda. The principles of Soviet journalism: partisanship,
classism, proletarian internationalism (unity of the interests of the working people of different countries),
socialist patriotism (devotion of the working people of the countries of socialism to the socialist social
and state system), humanity and nationality (attention to the interests of the people). The connection with
literature (texts of journalists and publicists as texts of writers of Russian and foreign literature), the
connection with art (consideration of television in comparison with theater and cinema), the connection
with political economy (the current state of journalism in foreign countries from the standpoint of critical
Marxism). The fall of the Marxist-Leninist paradigm in 1991. The growth of the advertising market, the
widespread use of PR technologies in electoral processes. The Russian model of journalism. The theme of
the little man in Russian literature and journalism. Social problems in the media: determinism of Russian
literature. Russian cinema and TV series production. Advertising as ‘soft power’. Export of the ‘soft
power’ of cultural industries to the Russian-speaking and post-Soviet space. Three 'soft power’ markets
for Russian cultural and media products.

Ocnosnbie 3Tanbl pasputuss CMU n xkypnamuctuku B Poccmiickoit Ummnepun, CCCP,
nocrcoperckoii Poccuu. CMU u coumanbHble MeIHa KaK 4YacTb POCCHHCKON KYJIbTYpBI.
Kyabtypusie nagycrpun Poccun. M.B. JIoMOHOCOB Kak NepBbIl TEOPETHK KYPHAIUCTUKH. «BedHbie»
OPUHLMIIBI U CTaHAApPThl MPOQPECCHOHATIBHONW NEATENbHOCTH Mpodeccuu, B OCHOBE KOTOPBIX JIEXKAT
ITUYECCKUE IICHHOCTH. CO‘{I/IHCHI/I}I, IMOCBAIICHHBIC LICH3YPEC, €€ KPUTUKEC U YTBCPKIACHUIO CBO60,Z[BI CJIOBA.
CronuyHas u peruoHanbHas nedath B kKoHile XIX — nauane XX BB. KoppecnoHaeHThI U3 Ynciia CeTbCKON
HUHTCIJIIMT'CHIIUN. H{ypHaJ'II/ICTI/IKa nu CMMUII B HHCOHOFHHCCKOﬁ napaaurMe MapKCHu3Ma-JICHUHU3MaA
(1922-1991 rr.). Uneiinbie ocHOBBI coBeTckoii cucteMbl CMUIL. TIpHHIMITBI COBETCKOM JKYPHATUCTHKH:
HapTHﬁHOCTB, KJIaCCOBOCTBD, HpOJ’IeTapCKI/Iﬁ HWHTCPHAIIMOHATIN3M (C,Z[I/IHCTBO HHTCPCCOB TPYAAIINXCAH
pPa3HbIX CTpaH), COLMAIMCTUYECKUH NATPUOTH3M (MPEJAHHOCTh TPYASIIMXCS CTpaH coLuain3Ma
CONHUAIIUCTUICCKOMY O6I_I_[CCTBCHHOMy U rocya1apCTBEHHOMY CTpOIO), 'YMaHHOCTb (‘-ICJ'IOBCKOJHO6I/IC) u
HapoOAHOCTh (BHUMaHME K HUHTepecaM Hapoaa). CBs3b ¢ JUTEpaTypoll (TEKCThl JKYpHAJIHCTOB U
Hy6J'II/II_[I/ICTOB KaK TEKCTHl ITHcaTeliel pYCCKOﬁ u 3apy6e>KH017I J'II/ITepaTprI), CBiA3b C HCKYCCTBOM
(paccMOTpeHHe TeJNEeBHJIEHUSI B CPaBHEHUU C T€aTpOM M KuHematorpadom), CBs3b C MOJUTIKOHOMHUEH
(COBpCMCHHOC COCTOSIHUC KYPHAJIUCTUKU B 3apy6e>KHBIX CTpaHax € HOSI/ILII/Iﬁ KPUTHYECKOT'O MachmMa).
[TaneHne MapKCUCTCKO-JIECHMHCKOM mapaaurMbel B 1991 1. PocT peknamMHOro pelHKa, HIUPOKOE
HCIIOJIb30BAHUEM IMHUAP-TECXHOJIOT Ui B I/I36I/IpaTCJILHLIX mnmponeccax. Poccuiickasa MOZCIIb XXYPHAJIMCTHUKU U
nyonunucTrka. Tema MaJeHBKOrO 4YelloBeKa B PYCCKOM JuTeparype W KypHaimuctuke. CornuanbHas
npobnemaruka B CMU: nerepMHMHUPOBAHHOCTH PyCCKOil inTepaTypoil. Poccuiickoe KMHO- U cepraibHOe



IpOU3BOJACTBO. PexslamMa Kak «MsArkas cuia». DKCHOPT «MSTKOM CHIIbI» KYJNbTYPHBIX HWHIYCTPUM Ha
PYCCKOSI3BIYHOE M IOCTCOBETCKOE MPOCTPAHCTBO. TpH phIHKA «MSATKON CHUJIBD) POCCUMCKOTO KYJIbTYPHOIO
U MEIHAIIPOIYKTA.

The current state of international communication. The role of national news agencies and
satellite TV channels in creating the global ‘agenda’. The activities of the Russian agencies MIA
‘Russia Today’, TASS and RT in the international arena. The Russian-language Internet as a
source of news about Russia. The global news production industry. From TV networks and IA to
platforms. Media giants of the modern world: platforms, social networks, messengers, video hosting. The
old ‘kings of the press’. The new ‘super league’ of global corporations in the media and creative
industries. Countries that have established leading global media companies, information and
communication technologies, Internet and telecommunication companies. Distribution of companies by
country: the USA, Europe, Japan, China. Telecommunications, information and communication
technologies, media, entertainment and Internet companies. The concept of ‘cultural dependence’,
influence on culture and human consciousness. Multinational corporations as global organisers of the
world economy. Communication and information as important components in the administration and
control system. The concept of ‘cultural imperialism’. Global enterprise networks as a ‘new international
labor force category’. Global content and its production: films, TV, news, pop music, games. Cultural and
political factors limiting the globalisation of creative industries. Glocalisation of media. The globalisation
of companies that are associated with large-scale advertising campaigns, and that need to advertise their
products in several local and national markets. The globalisation of the largest advertising agencies.
Global media platforms for advertising campaigns. Russian soft power products (domestic market, CIS
market, foreign market). The image of the Russian state. The influence of Soviet mythology. The
activities of the Russia Today TV channel, the publication of the Russia Profile magazine, the work of the
Russian World Foundation, etc. Runet and Russian-language presence on the Internet. Media platforms
created by Russians: Telegram, VK. Computer games produced in Russia.

CoBpeMeHHOE COCTOSIHME MEXKIAYHAPOJAHOI KOMMYHUKaUMu. Poiab HalHOHAJIbHBIX
I/IH(l)OpMaI.[I/IOHHbIX ACHTCTB U CIYTHUKOBBIX TE€JC€KaHAJ0B B CO3JaHHUH IJ100aJIbHON «MOBECTKH
aus». JeareabHocTh poccuiickux areHtctB MUA  «Poccusi Cerognsn», TACC um RT na
MeKIYHapoaHOH apeHe. Pycckossbiunblii UHTEepHET Kak HCTOYHMK HOBOcTel 0 Pocenu. Mnaycrpus
Ipou3BOJACTBA TNoOanbHBIX HOBocTeW. Ot Tenecere m HMA k mnnatdpopmam. MenuaruranTsl
COBpPCMCHHOT'O MHpa: HHaT(bOpMLI, CONHAJIBHBIC CCTU, MECCCHKEPbI, BUACOXOCTHUHIH. CTapLIe «KOpOJIH
npeccbl». HoBast «cynepnura» riaoOaibHBIX KOprnopauuid B cepe Meaua- U KpeaTUBHBIX HWHIYCTPHIl.
CTpaHH, B KOTOpPBIX CO3daHbl BCEAYIIHC rI100aIBHBIX Me,[[HfIHLIe KOMIIaHHUH, I/IH(I)OpMaI_H/IOHHO-
KOMMYHUKAIIUOHHBIC TEXHOJIOTHU, HHTCPHET M TCICKOMMYHUKAIITMOHHBIC KOMIIAHUU. PacnpeneﬂeHI/Ie
komnanuii no crpanam: CIIIA, Eppomna, fnonus, Kurail. TenekoMMmyHuKanuu, nWHGOpMalMOHHbIE U
KOMMYHUKAIIMOHHBIC TCXHOJOIWHU, MCJAUa-, Pa3BJIICKATCIbHBIC W HWHTCPHCT-KOMIIAHHUHU. ITonsarue
((KyJ'IbTypHOI\/'I 3aBUCUMOCTH», BJIUAHHUC HA KYJIBTYPY U YCIOBCUCCKOC CO3HAHUC. MyHLTI/IHaLII/IOHaJIBHBIe
KOpIOpalMy Kak riodanbHble OpraHu3aTopbl MUPOBOI SKOHOMUKH. KoMMyHMKaus v nHGoOpMalus Kak
BAKHBIC KOMIIOHCHTBI B CUCTEMC aIMUHUCTPALIUN U KOHTPOJIA. Iloustue (KYJIBTYPHOI'O UMIICPUATIU3MA)).
['moGanpHBIE ceTH MpeanpuUsTUi Kak «HOBas MEXJIyHapojaHas Kareropus paboudel cuib». [1100anbHBIM
KOHTCHT U €TI0 IMPOHU3BOACTBO: KUHO, TB, HOBOCTH, IIOII-MY3bIKa, UT'PHBIL. KyJ’ILTypHBIC U INOJIUTHYCCKUEC
(bakTopel OTrpaHUYCHHS TI00aTU3aIMi KPEaTUBHBIX MHAYCTpUH. ['mokammzamust meaua. [ moOamuzamms
KOMHaHHﬁ, KOTOPBIC CBsA3aHBI C prrIHOMaCIJ_ITa6HBIMI/I PCKIIaMHBIMU  KaMIIaHUAMH, W KOTOPLIC
HYXXTAIOTCId B PEKJIIaME CBOCTO TOBapa Ha HCCKOJIBKUX JIOKAJIBHBIX W HAOWOHAJIBHBIX PBIHKax.
I'moGanu3anust KpymHEHIIUX peKIaMHBIX areHTCTB. ['nobaibHble MeauariatGopMbl Ui pPEKIaMHBIX
kaMmraHuid. Poccuiickue MmpoayKThl «MATKON CUibDy (BHYTpeHHUM pbIHOK, phiHOK CHI', 3apyGexHbIit
pbIHOK). IMHTK poccuiickoro rocyaapcTsa. Bausiaue coBerckoit Mugonorun. JlearenbHOCTh TelleKaHala
Russia Today, usmanme xypnama Russia Profile, pabota ¢onnma «Pycckuit mup» u ap. Pyner nu
PYCCKOA3BIYHOC NPHUCYTCTBUC B I/IHTepHeTe. MC,I[I/IaHHaT(I)OpMBI, CO3IaHHBIC POCCUAHAMU: Telegram,
VK. KomnbroTepHble UTPbl POCCUIICKOTO MPOU3BO/ICTBA.



Modern approaches to the concept of culture. Russian culture in the global information
space. Russian literature and its film and television adaptations on the global media market.
Modern Russian cinema, theater, museums, art exhibitions as the content of ‘soft power’. Russian
high culture as a highly-reputed product on the international market. Russian Ballet. The Stanislavsky
system. Russian composers. Russian artists. Russian architecture. Representation of Russian culture and
Russians in Hollywood products. The image of Russian culture abroad. Federal portals about Russian
culture (xynerypa.pd, pockyibrypa.ru, ‘Kul'tura Rossii’, ‘Kul'tura regionov Rossii’. Digital Russian
museums as a segment of new media. Virtual tours of the Moscow Kremlin and Red Square, the State
Tretyakov Gallery, the Pushkin State Museum of Fine Arts. Multimedia projects of reading novels by
Russian writers by public people (for example,” Anna Karenina’ by L. Tolstoy on YouTube, etc.), the All-
Russian project ‘Reading classics’ or ‘Poems about the War’ on the radio ‘Vesti FM’. Literary Internet
project ‘Magazine Hall’. Festival films of Russian film directors and their marketing strategies (on the
example of the films of A. Zvyagintsev ‘Leviathan’, R. Litvinova ‘North Wind’, etc.). Projects about
domestic tourism in the digital space. Contemporary Russian art and its media presence.

CoBpemeHHbIe MOAXO0AbI K NOHATHIO KyJaAbTypbl. Kyiabtypa Poccum B riodanbHom
HH(POPMALMOHHOM mnpocTpaHcTrBe. Pycckass JurTeparypa M ee KHHO- M TeJeBU3HOHHBIC
JKpaHU3aLMU Ha 1J00ajbHOM MeauapbiHke. CoBpeMeHHbIN pOCCHICKUI KHHemaTorpag, rearp,
MY3€H, XyA0KECTBCHHbBIC BHICTABKH KaK COACpPKaHHE «MATKOH CHJIBI». PYCCKaSI BBICOKasA KYJIbTypa
KaK BBICOKOPEIYTAllMOHHBIM NPOAYKT Ha MEXKIyHapoJHOM pbiHKe. Pycckuit Oaner. Cucrema
CTaHHUCIABCKOIO. PYCCKI/IG KOMITIO3UTOPBLI. PYCCKI/IG XYAOXKXHHUKH. PYCCKa}I APXUTCKTYpa. Pere3eHTaI_[I/II/I
PYCCKOM KyJIbTypbl M pycckux B mnpoaykuuu [ommmByna. OOpa3 pycckoil KyJabTypbl 3a pPyOEKOM.
OenepalibHble MOpPTaibl 0 poccuiickoil kynbType Kymerypa.pd, Pockynerypa.ru, «Kymstypa Poccumny,
«Kynbrypa pernonos Poccun». Llndpossie poccuiickue My3en Kak CETMEHT HOBBIX Menna. BupTyanbHble
skckypeun 1o MockoBckomy Kpemnto m Kpacnoit minomanu, no I'ocymapcrBenHoil TpeTbskoBckoi
ranepee, mo 'MUUN um. A.C. [Tymkuna. MynpTuMeaniiHbIe TPOEKTH YTCHHUS MYOJUYHBIMH JIFOJbMHU
pOMaHOB pycckux mmcatenei (Hampumep, «AnHa Kapenwmna» JI.H. Toncroro na YouTube u nap.),
Bcepoccuiickuil mpoekT «Yurtaem knaccuky» win «Ctuxu o BoHHe» Ha paauo «Bectu FMy.
JlutepatypHblii uHTepHET-TIpoeKT <« KypHanbHblii 3am». @decTtuBanmbHbIE (QUIBMBI  POCCHIMCKHI
KMHOPEKUCCEPOB M MX MapKETHHIOBBbIE CTpaTeruu (Ha npumepe puiabMoB A. 3BsruHuesa «JleBnadany,
P. JIutBuHOBO# «CeBepHblii BeTep» U Ap.). [IpoeKkTsl 0 BHyTpeHHEM Typu3Me B IU(PPOBOM IIPOCTPAHCTBE.
CoBpeMeHHOE POCCUICKOE UCKYCCTBO U €T0 MEIUAIPUCYTCTBUE.

Russian audio-visual media content on the global media market. Russian music, animation,
and game projects on foreign media markets. Soviet cinema. The films of Eisenstein and Tarkovsky as
classics of world cinema. The animated film ‘The Snow Queen’ (1957) and its foreign counterparts. The
success of the animated films ‘Crocodile Gena’ (1969) and ‘Cheburashka’ (1971). The success of
animated films and its characters in Japan. The influence of E. Uspensky's characters on Japanese anime.
‘Hedgehog in the fog’(1975) and the creation of the cult cartoon. Acclaim of Yuri Norstein abroad. The
originality of Norstein's cartoons and the connotations to the ‘mysterious Russian soul’. The film
‘Moscow does not believe in tears’ (1979). The Academy Award scandal. The phenomenon of the
Russian national character. Films of the early 2000s. ‘Night Watch’ (2004) and ‘Day Watch’ (2005). The
new Russian blockbuster as a phenomenon of mass culture. ‘Leviathan’ (2014) for the enlightened
European and American audience. Other festival films (‘Elena’, ‘Loveless’, etc.). Russian animated series
‘Masha and the Bear’ as a popular children's show in the world. The TV series ‘Epidemic’ by Pavel
Kostomarov is the most expensive Russian TV series sold by Netflix. Other successful series: ‘Better than
people’, ‘Method’, ‘Trotsky’ for Netflix, ‘Mistresses’ for Amazon Prime. The music industry: from
popular music to opera. The phenomenon of the band ‘Tatu’. Russian opera singers, pianists,
bandmasters, etc.

Poccuiicknii ay1moBH3yaJbHbIH MEJUAKOHTEHT Ha r100a1bHOM MenuapbiHke. Poccuiickue
MY3bIKAJbHbIE, MYJbTHILINKALIMOHHbIE, HMIPOBbIe MNPOEKTHI HAa 3apy0eKHBIX MeIHAPBIHKAX.
CoBerckuii kuHemarorpad. @uibMbl Oii3eHITeliHa U TapKOBCKOro0 Kak KJIacCHKa MHPOBOTO
KkuHemarorpada. AHUMAMOHHBIN (uibM «CHexHas kopojieBa» (1957) u ero 3apyOexHble aHAJIOTH.



Ycnex anmmanuoHHBIX (unbMoB  «Kpokomun Tena» (1969) wu «Uebypamka» (1971). VYcmex
MYJIbTHTUTMKAITMOHHBIX (PMIIBMOB U €ro TepoeB B AnoHuun. Bnusaue repoeB D. Y CneHCKOro Ha SAIMOHCKOE
anume. «Exwuk B Tymane» (1975) u coznanue kynbra MmynbTduibma. [Ipusnanue KOpus Hopriireiina 3a
py6exxoM. CamMoObITHOCTh MYNIbTQHIbBMOB HopinTeiiHa 1 KOHHOTAMU K «3araJloqYHON PYCCKOW IyIe.
OunbM «MockBa ciiezam  He Beput» (1979). Ckangan ¢ npemueit «Ockap». DEHOMEH PYCCKOTo
HallMoHaNbHOTO Xxapaktepa. KuHo HyneBbix. «Hounoit mozop» (2004) u «JlneBHO# mo3zop» (2005).
HoBerii poccmiickuii  OmokbacTep Kak sIBIEHHE MAaccOoBOW KyibTyphl. «JleBmadan» (2014) s
IIPOCBEIICHHOTO E€BPOIEUCKOro U aMepukaHckoro 3purens. Jpyroe ¢ecrtuBanbHoe KuHO («EneHay,
«Hemo060Bb» 1 1p.). Poccuiickuit mynbrcepuan «Marra 1 MeaBenb» Kak BOCTpeOOBaHHOE JETCKOE II0Y
B mupe. Cepuan «Onunemus» [laBna KoctomapoBa — caMblid JOpOroi pOCCUICKUIN cepua, MpoIaHHbII
Netflix. [pyrue ycreminbie cepuansl: «Jlyume, dem moam», «Merom», «Tpouxuity mis Netflix,
«Conepxankm» aast Amazon Prime. Mys3bikajibHass UHIYCTPHs: OT IMOMYJISPHONH MY3BIKH 10 OIEpPHI.
®enomeH rpynnsl «Taty». Poccuiickue onepHsble EBIb], TMAHUCTHI, JUPHUKEPBI U 1.
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