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Final State Certification Program was developed and endorsed at the meeting of the Academic
Council of the Faculty of Journalism, Lomonosov MSU 27.12.2023 in accordance with the self-established
by Lomonosov MSU educational standard, approved by order of Lomonosov MSU dated December 29,
2018 Ne 1771, 1772 (as amended by the orders of Lomonosov MSU dated September 11, 2019 Ne 1109,
dated June 10, 2021 Ne 609, dated May 29, 2023 Ne 700, 702, 703) for the implemented professional training

programs of higher education in the field 42.04.02 “Journalism”.
Year(s) of admission — 2022, 2023.

[TporpaMma rocyaapCcTBEHHOH UTOTOBOW aTTECTAlMM pa3padOTaHa W YTBEPXKIACHA HA 3aCeHaHHUU
VYuenoro Cosera (akynbreta >xypHamuctuku MIY 27 nexkabps 2023 1) B COOTBETCTBHU C
CaMoCTOSITeNbHO ycTaHOBIeHHBIM MI'Y 00pa3oBaTenbHBIM CTAaHIAPTOM, YTBEPKACHHBIM Mpukazom MI'Y
ot 29 nexabdps 2018 roma Ne 1771, 1772 (B penakiuu npukazoB MI'Y ot 11 cenrsops 2019 roma Ne 1109,
ot 10 urons 2021 roma Ne 609, ot 29 mas 2023 roga Ne 700, 702, 703) mis peanu3yeMbIX OCHOBHBIX
npodeccuoHaNbHBIX 00pa30BaTEIbHBIX MPOTPAMM BBICILIEIO 0OPa30BaHUS 110 HANPABICHUIO MMOATOTOBKH

42.04.02 «Kypnanuctuka.

I'ox (romer) npuema Ha o0ydyenne — 2022, 2023.



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.

. Digital divide in Russia.

. Digital capital and digital inclusion of ethnic groups in Russia.

. Ethnic media in foreign countries.

. 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 )KypHaNUCTUKU B Poccuu u B Mupe.

. Oranyeckue CMU B Poccun: OCHOBHBIC HCTOYHUKY (PMHAHCUPOBAHUS U (POPMBI COOCTBEHHOCTH.
. ludposoe nepareHnctro B Poccun.

. udpoBoii kamuTan u MudpoBas BKIFOYEHHOCTh STHUYECKHX Tpymi B Poccuu.

. Otanyeckue CMU B 3apyOeKHBIX CTpaHax.

. Ponb atHMYueckux CMU B MEXKYIbTYpHOH KOMMYHHUKAITUH.

. 'ocynapcrBennas noanep:xka CMU stanueckux rpymnmn Poccun.

O~NOOOTDEWN PR

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 IOCYIapCTBO.
[IonaTHe WM TEopuM MyJBTUKYJIbTypaln3Ma. BBI30BBI M CIOKHOCTM MYJbTHUKYJIbTypanu3ma. Kpurtuka
MyJIbTUKYIbTypanu3mMa B Poccunm u 3a pyOexxom. IlpoGiembl TONEpaHTHOCTH M KOH(IMKTHOCTH B
COBpPEMECHHOM MHPE. KOMMYHI/IKaIII/HI B MHOI'OHAIIlMOHAJIbHOM U MYJIbTUKYJIbTYPHOM O6H1€CTBGZ BBI3OBBI U
BO3MOXHOCTH. MynbTUKYIBTYPHBIH XapakTep poccuiickoro oomecrBa. IloausTHuueckuit coctas
HaceneHus: Poccun (nannelie nepenucu HaceneHust 2010 u 2021 ronos). MexKynbTypHas KOMMYHHUKaIUs
nmpu BSaHMOHeﬁCTBI/II/I C IIPEACTABUTCIIAMU PA3HBIX 9THUYCCKUX I'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 3THHYecko :KypHaiaucTuku B Poccumu. Vctopuss CTaHOBIEHUS STHUYECKOH
KYPHAIIUCTUKU B Poccun coBeTCKOro U moCT-COBETCKOT'O IEepruoaoB. AI(TyaJ'IBHLIe noaxoabl K U3YYCHHUIO
STHHYECKOU KYPHAIUCTUKH W 3THHYCCKUX MEOHA. OTHUYECKaA KYPHAIUCTUKA U 3THOXYPHAJIIMCTHUKA:
OCHOBHBIC pa3IMyud U TCPMHUHOJIOTHYCCKUC ocobennoct. OCHOBHEIE (bez(epanLHLIe U pPCruOHAJIBHBIC
3aKOHbI MW 3aKOHOIIPOCKTHI B oOactu DOAACPKKHN 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.

ITHHYECKHE MeIHa M MEKKYJIbTYPHbIe KOH(PIMKTHBI. [Iprpoia MeXXKYIbTYPHBIX KOH(MIMKTOB U
IMPUYUHBI UX BO3HUKHOBCHMA. Hpoueccm HHTErpaiiii M aCCUMUIIAIHNU B KOHTCKCTC I/ICCJ'IG,Z[OBaHI/Iﬁ
KOH(MIUKTOB. Ponb rocymapcTBa B MUHMMH3ANMH KOHPIMKTOB. KOH(MIMKTEI Ha 3THUYECKOW MOYBE B
Poccunm 3a MMOCJICAHUEC I'0Jlbl: BOSBHUKHOBCHUEC, IIYTHU PCUICHUA. Pomr CMMU B cTaHOBIEHUH U paspyui€Hun
CTEPEOTHUIIOB IO OTHOLIEHHIO K 3THUYECKUM rpynmnam. f3bik Bpaxabsl B CMU. Dtuueckue npuHUUIBI
ACATCIIBHOCTH XYPHAJIUCTOB, OCBCHIAIOIMIUX MEKITHHUYCCKYHO TEMATUKY B Poccun. CMUM Ha
HaIlMOHAJIBHBIX A3bIKAX KakK (1)aKT0p COXPAaHCHUA HWACHTUYHOCTU H KYJIBTYPHOI'O HaACJICAWA 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.

JTHMYECKHE MeAUa B YCJIOBHUSIX cOBpeMeHHOI mugpoBoii cpeabl. COBpEMEHHOE COCTOSHHE
OTHHUYCCKUX MEAHa B Poccun (He‘IaTHLIe, AyANOBHU3YyAJIbHBIC, BHGKTpOHHHe)Z 3KOHOMMNYCCKHUC,
npo(ecCHOHANIbHBIC, TEXHOJIOTHYECKUE AacCIeKThl. ODTHUYECKHE MeAra W IUPPOBOE HEPABEHCTBO.
[IporpaMMbl 10 yCTpaHEHHIO HU(POBOIO HEPABEHCTBA B MYJBTUKYIBTYPHBIX pernoHax Poccuiickoit
Oenepanun. [{udpoBoii kanuTan ¥ nudpoBasi BKIFOYEHHOCTh. [[udpoBrU3amnmsi STHUYECKHX MeIua Kak
dakTop npeoosieHus MUPPOBOro HEPABEHCTBA. AHAIN3 KEHCOB 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 mmopanu3sm B CMMU. TlonsTue sA3bIKOBOT0, KyJbTYpHOTO,
JUHTBUCTUYECKOTO IUIIOpanu3Ma B Menua. [lmopann3m  Kak  BaXHBIM  (akTop  OTpa)kKeHUs
MHOTOHAIIMOHAJIBHOTO Xapakrepa Poccuiickoit @enepanyn B CMHW. Metoaukn aHanusa IIOpaln3Ma B
Meaua: pOCCHﬁCKHe n 33py6C)KHI>I€ HCCICN0BATCIIbCKHUE ITOAXOBI. 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/IBbI Pa3BUTHA ITHUIECCKUX MEIHA B Pocceun. DrHHUYECKHUE ME€arua U DTHUYCCKaAs
KYpHAJIUCTUKA B JJOJIT! OCpO‘-IHOfI MEPCICKTUBEC: HOBLIC HpO(I)eCCI/IOHaJ'ILHLIC IMPAKTUKU, PCHAKIITUOHHBIC U
OusHec-cTpaTeruu, TpaHcopmanusi Tpolecca MOATOTOBKM JKYpHAIMCTOB, CO3JaHMs U OTOOpa
marepuainoB. Kputepun s¢pdexrunoctu stHndecknx CMU. TIpornos pazsutust CMU Ha HallMOHATBHBIX
SI3BIKaxX B OJKaiie IATh-ACCATH JIET C YUETOM HUX COBPEMCHHOI'O COCTOAHUA U aKTyaJIbHBIX BEKTOPOB
pPa3BUTHA.

Literature/JIutepartypa:



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, skKills,
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, 1., 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: 540

Contemporary Russian culture in the global context /
CoBpemenHast KyJabTypa Poccuu B MEUPOBOM KOHTEKCTE

State examination questions / Bonpochl K rocyapcTBEeHHOMY 3K3aMeHY:

1. The fundamental stages and constants of Russian history, their influence on contemporary culture.
. The main historical events in the twentieth century Russia and their cultural meaning.

. Traditional religions of Russia and their characteristics.

. What are the basic features of the Russian Language Picture of the World reflected in the media.
. The crisis of traditional morality and the situation of the family in contemporary Russia.

. The role of education and science in Russia today.

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

~No ok~ wiN

. OcHOBHBIE 3TaIbl U KOHCTAaHTBI UCTOPUH Poccuu, UX BIMSIHME HA COBPEMEHHYIO KYJIBTYPY.
. OcHoBHble ucToprueckue coObITHst XX Beka B Poccuu 1 X 3HaUeHHE B KYJIbTYpE.
. TpanuuoHHble penuruu Poccun u uxX XxapakTepUCTHKA.
. OcHOBHBIE YEPTHI PYCCKOH SI3bIKOBOM KapTHUHBI MUpPa B oTpaxeHrun CMU.
. Kpuzuc TpagumoHHO MOpaiu U MOJ0KEHUE CEMBU B COBPEMEHHOM Poccun.
. Pons 0OpazoBanus u Hayku B Poccun ceronus.
7. Kiaccuueckas nutepaTypa ¥ UICKycCTBO Poccuy: OCHOBHBIE TEUEHUS, aBTOPBI U XYA0KHHUKHU, UX
COBPEMEHHOE BOCIPHATHE.

AN DN DN W=

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 u OOLIECTBEHHBIX HayKaX. MHOTOHaIlMOHAIbHBIA COCTaB
KYJIbTYPbI Poccun: Tpaaulluu U HOBBIC (bOpMLI.

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

Pycckuii s3bIK, €ro poib W COCTOSHHE B Halle BpeMs. S3bIKOBOM 00pa3 Mmupa. S3bIK H
KOMMYHUKaIUA.
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Concepts of self and society in modern Russia, relations between sexes, parents and children,
attitudes to family, education and science.

JlmaHocTh M OOIIECTBO B COBpeMEHHOW Poccuu: OTHOIIEHHWS TIOJOB, CEMbs, BOCIUTAHUE,
o0paszoBaHKE M 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 HOpPMBI W TIpaBWja OOIIEHUS B COBpeMeHHOW Poccum. DTHka W penurus.
OTHoIIEHUE K MUPY U BOMHE, K paboTe U IOCYTY, K 3aKOHY, BIIACTH U TOCYAApPCTRY.

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

XynoKecTBeHHas JINTepaTypa U Jpyrue BUAbl CJIOBECHOCTH. MeCcTO IuTepaTypsl B CErOJHAIIHEN
KYJIBTYPpE.

Art in modern Russia: cinema, theater, music, dance, visual and new types of art. Arts and crafts.
HckycctBo coBpemeHHOM Poccuu: KMHO, TeaTp, My3bIKa, TaHIbI, U300pa3sUTENIbHBIE U HOBBIE
(dbOopMBI HCKYCCTBA.

Rites, festivals and holidays of modern Russia. Sports, games, tourism, entertainment.
OOpsiap! u npa3aHuku. CHOpT U JOCYT, TYPU3M, UTPBI U pa3BICUEHUS.

Social and personal communication: its role and forms in current Russian culture.
COI_II/IaJ'IBHa}I U NIEpCOHAJIbHasA KOMMYHHKaAIIUL: eé pOJIb U (I)OpMLI B COBpeMeHHOﬁ KYJIbTYPC.

Literature / Jluteparypa:

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 / IxoHomMuka poccuiickoro
MEAUAINpPoOUu3BOJACTBA

State examination questions / Bonpockl K rocy1apcTBeHHOMY 3K3aMeHY

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. OCHOBHbBIE ATalbl pa3BUTHS.

2. KonnenTtpanusi MeanacOOCTBEHHOCTH  KaK  KIOYEBash  XapaKTEPHCTHKA  POCCHMCKOM
MEIUACUCTEMBI.

3. DKOHOMHUKa TpPaJUIMOHHBIX ayIWOBU3YyAJIbHBIX Meaua (TeneBuaeHue, panuo) B Poccuum:
OCHOBHbBIE KOMITAaHUHU MEIHApPbIHKA.

4. DKOHOMHUKA TpPaJULMOHHBIX ayJAHOBU3YalIbHBIX MeAua (TeneBuueHue, paano) B Poccum:
KITFOUEBBIC HATIPABIICHUS PA3BUTHUS POCCUICKUX ayanoBu3yanbHbIXx CMU B I poOBYIO 3110XY.

5. DOKOoHOMHUKA TpamulMoHHBIX medatHhix CMMUM (raszer, >xypHasoB) B Poccuu. Kiroderwie
HaTpaBIIEHUs Pa3BUTHS poccuiickux nedatHeix CMU B iudpoByro smoxy.

6. DkoHOMHKA TpaJauIHOHHBIX medatHbix CMU (raszer, xypHaimoB) B Poccuu. OcCHOBHBIC
KOMITAaHUH.

7. «ldudpoBas» ayautropusi Kak OCHOBa HOBOM POCCHICKOM MeMa’KOHOMUKH.

8. B3anmoeiicTBre poccuiickor MEAMAUHYCTPHH C 3apyO0eKHBIMU METHAPBIHKAMH.

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
MeauacucreMsl Poccuiickoit @enepanun. Ayautopus ¥ (GMHAHCOBbBIE TOKA3aTENIN POCCUMCKUX MacCMeaMa.
KitoueBbie 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,Z[I/IaHpe,HHpHSITI/Iﬁ, 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 COBPEMEHHbIMH ayauoBu3yanbHbiMu CMMUMW B Poccuiickoit
®enepanyn. KiroueBble HanpaBiIeHNs pa3BUTHs POCCUMCKON cUCTEMBI ayinoBu3yabHbIx CMU B amoxy
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 HOBBIX 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
TpaHchOpMallMK ayJUTOPUM B YCIOBUAX MaclTaOHOW mudpoBu3anmu B Poccuiickoit denepanuu.
[lonarue «mokosieHUs» B KOHTEKCTEe moTpebureneid poccuiickux CMU. 3ampocsl ¥ MpeanodTeHus
COBPEMEHHOM OTEYECTBEHHOW ayJMTOPHH.

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[yKTOBLIC 0CO0EHHOCTH
COBPEMEHHOI'0O MEAWAKOHTCHTA B pOCCHfICKHX CMMU. KiaroueBrle CErMEHTHI PbIHKA MCIHWAKOHTCHTA.
HepCHeKTI/IBH Pa3sBUTHUA U MOHCTU3AIIMHU HOBBIX MCAUAIIPOAYKTOB.

Literature / JIuteparypa:

Lessons from Russia: A Neo-Authoritarian Media System. Journal of Communication 19(2):139-
63. DOI: 10.1177/0267323104042908

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

Gel’'man, V. 2015. ‘Political opposition in Russia: A troubled transformation’. Europe-Asia Studies
28(2):177-191. DOI: 10.1080/09668136.2014.1001577

Hallin, D. C., Mancini, P. 2004. Comparing Media Systems: Three Models of Media and Politics
(Communication, Society and Politics). Cambridge University Press.

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.

Levitsky S., Way L. 2010. Competitive Authoritarianism: Hybrid Regimes after the Cold War.
Cambridge University Press.

Napoli, P. M. 2011. Audience evolution: New technologies and the transformation of media
audiences. New York: Columbia University Press.

Oats, S. 2006. Television, Democracy and Elections in Russia. London: Routledge.

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

Toepfl, F. 2013. ‘“Why do pluralistic media systems emerge? Comparing media change in the Czech
Republic and in Russia after the collapse of communism’. Global Media and Communication 9(3): 239-
256. DOI: 10.1177/1742766513504176

Vartanova, E. 2011. The Russian media model in the context of post-Soviet dynamics. In
Comparing Media Systems beyond the Western World, eds. Hallin, D, Mancini, P. Cambridge: Cambridge
University Press.

Voltmer, K. 2008. ‘Comparing media systems in new democracies: East meets South meets West’.
Central European Journal of Communication 1(1): 23-40.

Russian media system / Poccuiickast MegnacucTemMa



State examination questions / Borpochl kK rocy1apcTBEHHOMY K3aMeEHY

1. Approaches to the definition of media systems. Features of the Russian media system.

2. News agencies in the media system in Russia.

3. Printed media in Russia. Classification of press. The history of development.

4. Radio broadcasting. The formation of modern Russian radio broadcasting. The main segments of
the broadcasting system.

5. Television. The formation of modern Russian television.

6. National media systems. Classifications and typologies. Theoretical concepts for the analysis of
media systems, leading theorists.

7. Russian media companies. History and specifics.

8. Internet media in Russia. Specifics of consumption and audience of the internet media.

1. IToaxoxs! Kk onpeneneHuo MearnacucreMbl. OCHOBHBIE XapaKTEpUCTUKU MeracucTemMsl Poccuu.

2. HoBocTHBIC areHTCTBA B MeanacucreMe Poccun.

3. [Tevatapie CMU B Poccun. Kitaccudukanmst 1 ucTopusi pa3BUTHS.

4. Panuoemanue. @DopMUpPOBAHHME COBPEMEHHOM MOJEIU POCCUMCKOTO pPaauOBEIIaHUS.
OCHOBHBIE CETMEHTBI CUCTEMBI PaIMOBEIIAHHUS.

5. TeneBunenue. PopMUpoOBaHUE COBPEMEHHOTO POCCUICKOTO TEIEBHICHUS.

6. HarmonansHbie MenuacucteMbl. Kiaccupukanuu u TUNONOTHU. TeopeTHdecKre KOHIICTIIINN
aHaJIM3a MEIMAaCUCTEM, BEIyIINE TEOPETUKH.

7. Poccuiickue meaunakommnanuu. Mcropust 1 0cCOOEHHOCTH POCCUICKUX MEAUAKOMITAHUM.

8. UnTtepuer-CMU B Poccun. Ocobennoctu notpedieHus u ayauropus uurepuer-CMU.

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.

Omnpenesnenuss U cTpykrypa meauacucrembl. Menua, CMU, CMK — 0COO€HHOCTH TOHSTHUH.
HOI[XO)IBI K OIIPECACIICHUIO MCIUACUCTCMbI U MeﬂHaKOMMYHHKaHHOHHOﬁ cucteMbl. OCHOBHBIE CETMEHTEI
MEAUACUCTEMBI. MOAXOAbI K BBIACICHUI U KJ'IaCCI/I(l)I/IKaHI/II/I. HO}IXOI[BI Ha OCHOBE TEXHOJIOTUN
IMMPOU3BOACTBA, YIIAKOBKHU U PACIIPOCTPAHCHUA KOHTCHTA, (bYHKI_II/II\/'I KOHTCHTA, CCTMCHTAIlUN ayJAUTOPUH,
NepUOANYHOCTH, reorpaduu pacnpocTpaHeHus. bazoBble cekTopbl MeauacucteMbl. MHQopManoHHbIe
AreHTCTBa B ME€ANACUCTEME. HepI/IOL[I/I‘ICCKaH Ie4yaThb — ra3€THas U XypHaJibHad Ipecca. Pa,[[I/IOBeH_IaHI/Ie.
Tenesunenue. Hoebie menua. Kynbrypusie unayctpun u CMU: kHuronsnanue, My3blKalbHBI OU3HEC,
KI/IH06I/13HGC, MMPOU3BOJACTBO TCJICHPOrpaMM, KOMIIBKOTCPHBLIC W BUACOUTPHI. KOHLICHL[I/I}I «KPCAaTUBHBIX
unayctpuit». Uudpacrpykrypa cuctem CMMU. TenekomMMyHUKallMOHHAsE MHAYCTpHUs. MapKeTHHIOBbIE
WHCTUTYTHl (DJIEMEHTHI CHCTEM peKJIaMbl M CBSI3ed C OOIIECTBEHHOCTHIO). CIyKObI CEpPBUCHOTO
oOecnieueHrs (DyHKIMOHUPOBAHUS CHCTEM Ipou3BojacTBa M pacnpoctpaneHus CMMU. Crpykrtypa u
CEIrMCEHTaluA MEANACUCTEMBbI 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.

@akTopbl pa3sBUTUA U (PYHKIUOHUPOBAHMS MeIHACHUCTEM. YHUBEpCalIbHbIE (DAKTOPEI,
BJIMAIOINIUC Ha Pa3sBUTUC H (bYHKI_II/IOHI/IpOBaHI/Ie MEAUACUCTEM. ITommTHueckue (baKTOpBIZ BJIHUSIHUEC
rocyaapCTBa U NOJIUTUYCCKUX name”I, MEOAUAIIOJINTUKA U 3aKOHOOATCIbCTBO. DKOHOMUYECKUE (baKTOpLII
CHCI_II/I(l)I/IKa (1)I/IHaHCI/Ip0BaHI/I$I MEIHUACUCTEMBI, 0COOEHHOCTH YJKOHOMHYECKHAX OpFaHI/ISaHI/Iﬁ U MEXaHU3MOB
B MeMacucteMax. TUmbl COOCTBEHHUKOB B MeIMacucTemMax. [ 'eorpadus u TeppuTOpruaibHOE YCTPOHUCTBO.
KynabTypbl U MeHTanuTeT. AyauTopusi U BOIPOCH Tumoyioruu meaua. CoruanbHas cTpaTUdUKAUS U
cnenuduka meauacucteM. KoHmenuu u peaimu HHGOPMAITMOHHOTO OOIIECTBA U COBPEMEHHBIC MEIna.
Binsanne TexHOJIOTHH Ha JUHAMHUKY MCOUACUCTCM. Hpo6neMa J0CTyIa K HOBEHIITNM TCXHOJIOTHUAM,
mudpoBoe HepaBeHCTBO. Cnemmpuxka Web 2.0. IIpoGiiemMbl M THEpCHEKTHBBl MEAHMAKOHBEPTEHIIHH.
HpO}IBJ'IeHI/Ie INOJIMTHYCCKHNX, OKOHOMHUYCCKUX, COIHAJIbHBIX U TCXHOJOTHYCCKHUX (baKTOpOB B TCHACHLUAX
Pa3BUTHS U aKTyaIbHOTO (PYHKIIMOHUPOBAHMS MeanacucTeMsl 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.

HallI/IOHaJILHbIe MeAUACUCTEMBI: KJIaCCI/I(l)I/IKaIII/Iﬂ u HHAUKATOPLI. HaIlI/IOHaJII)HLIe
MEANACUCTEMBI. I[I/IHaMI/IKa pa3BUTHA. KJ’IaCCI/I(l)I/IKaI_[I/II/I U THUIIOJIOT'HUH. TeopeTquCKHe KOHICIIIIHUN
aHanu3a wmeauacucreMm. Benymme Tteopetuku. l'ocynapcTBo, MONHMTHKA, SKOHOMHKA, OOIIECTBO U
HallMOHAJIbBHBIEC MCIHUACHUCTCMBI. CooTHo1IEeHHE 06I_I_IeHaI_II/IOHaJ'IBHOFO u peI‘I/IOHaJ'IbHOFO/J'IOKaJ'IBHOFO,
PBIHOYHBIX W HEPBIHOYHBIX MEXAHHM3MOB B HAIMOHAJIIBHBIX MCIHACUCTEMAX. MCI[I/IaCI/ICTGMI)I CeBepHoﬁ
AMepI/IKI/I, EBpOHBI, A3HMaTCKO-THXOOKEAHCKOT' O peruoHa B KOHTEKCTEC TCOPCTHUYCCKUX IIOAXOHOB.
OcCHOBHEBIE HaIlpaBJICHHUA U HpO6J’IeMI>I rno6an1/13au1/11/1 1 UX BJIUIAHUEC HAa MECAUACUCTECMBI. MGI[I/IaCI/ICTeMa
Poccun B ri100aipHOM 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 npou3BOACTBA M PACIIPOCTPAHEHHSI HOBOCTHOI0 KOHTeHTa B Poccnu. OcobenHocTi
IMPOU3BOACTBA U paCPOCTPAHCHUA HOBOCTHOI'O KOHTCHTAa B COBPEMCHHBIX MECINACUCTEMAX. E)I(eleeBHaSI
npecca u I/IH(I)OpMaLII/IOHHLIC areHTCTBA KaK HauOoJiee IIOKa3aTelbHbIE CETMEHTEI IMPpOnU3BOACTBA U
pacnpocTpaHeHus HOBOCTHOT'O KOHTeHTa B Menuacucteme Poccun. IHpopMalmoHHbIe areHTCTBa U Ipecc-
CUHAUKATBI B CTPYKTYPC HOBOCTHBIX MCIHA. Tumonorua rasetrHoit TIPECCHI. O6H_ICHaI_II/IOHaJ'ILHLIC,
pETHOHANIbHBIE W JIOKAJbHbIE M3IaHUSA. E)XKeqHEBHbIC U €XKEHEJEIbHbIC Ta3€Thl. Y TPDEHHUM U BEUECPHHIM
BBIXO/. KauecTtBeHHas u MaccoBas nmpecca. DduHaHCOBO-DPKOHOMHUYECKIE HU3JaHusgd Ha COBPCMCHHOM
razeTHoM pbiHKe. [azeTbl nosmTHyeckux mapTui. becruiaTHas W peknamHas raseTHas IIpecca.



Cnenuanu3upoBaHHble Ta3eTHble u3nanus. JKypHanbHas mnedartb. MaccoBble KypHasibl. OCHOBBI
cHenuaiu3allid B JKypHaJIbHOM wu3aaTtenscTBe. KpymHeiimue cerMeHThl JKypHaJbHOTO —pPBIHKA.
CrenuanusupoBannbie u npodeccuonanbubie (B2B) xypuanbl. KopriopatuBHbeie w3nanus. [ modanbHbIe
KypHaJIbHbIE OpeHAbl — CTpaTerud pa3BUTHSA.BnusHue HOBBIX MeAua U MEIUAKOHBEPreHIMH 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 nmpoM3BOACTBA M PACIPOCTPAHEHHUS MPOCBETHTEJHCKOr0 W Pa3BJIEKATEJIbHOIO
KoHTeHTa B Poccun. OcCOOCHHOCTM TPOW3BOJACTBA W PACIPOCTPAHCHHS MPOCBETUTEIBCKOTO H
Pa3BJICKATCIIBHOTO KOHTCHTA B COBPECMCHHBIX MCIUACUCTCMAX U B MCINACUCTEMC Poccun. TCJIGBI/I,HGHI/IG
KakK HanOoJIee MoKa3aTelIbHbIi CETMEHT IMPOU3BOACTBA U PACIIPOCTPAHCHHUA PA3BJICKATCIIbHOI'O KOHTCHTA B
MeauacucremMax. OCHOBEI TOCYAapCTBECHHOI'O PEryjiupoBaHusa TCICBUACHHUA W PpAIUOBCHIAHUSA B MHPC.
Co3aHue TeIeBU3HOHHOTO COJIEPKAHUS — CTYAUH, TPOAFOCEPCKUE KOMITAHUH U pa3padoTIHKH (hOPMATOB.
Kunounayctpus kak ¢pakTop coxpaHeHHUs HAlMOHAIbHOU ueHTUYHOCTH TB. JIuctpubyTopsl coaepkanus
U CHHIWKATOPLI B TEJIEBU3UOHHOMI HHAYCTPpHH. CucreMa TeJIEeBU3MOHHBIX KaHAIOB — 3(1)I/IpHI>IC U Ka0eJIbHO-
CITYTHUKOBBIC KaHaJIbl, KaHaJIbI O6H.[CFO HHTEpCCa U CIICHUAIIN3UPOBAHHBIC. ITonsatue TCICCECTH, MOACIIN
TENEBU3UOHHBIX ceTeil. Cuctembl goctyna kK TteneBuaeHuto. Ddupnoe TB. llenTpanuszoBannoe u
JJOKAJIBHOC BC€IIAHHUEC, CHCTEMa JIOKAJIbHBIX TCHGCTaHHHﬁ. IImaTHOE TCICBUACHUEC — KalOelbHBIE H
CIyTHUKOBBIE onieparopsl, oneparopsl IPTV. Ilponecc nepexona Ha nudpoBoe TB B pa3nuuHbIX CTpaHaxX.
KOMMCp‘{eCKOC, 06H.ICCTBCHHO€ U roCyapCTBCHHOC BCIIaHUC. KOHI_IGHI_II/ISI O6H_ICCTBCHHOFO BCIIaHUA KaK
WHCTUTYTa 00ImecTBeHHOW cdepbl. Moaenu opranuzanuu u (QuHaHCUpOBaHMsS obOmiecTBeHHOTO TB B
pPa3HbIX CTpaHax. MO,Z[GJ'II/I TOCyHdapCTBEHHOI'O TB. «I[yaJ'ILHaH» MOZCIIb TCJICBU3UOHHOI'O PBbIHKA —
OCHOBHBIC MCXAHU3MBbI ITOCTPOCHUA U q)yHKHI/IOHHpOBaHI/IfL CGFMGHTaHI/IH B COBpPCMCHHBLIX CHUCTEMax
ayauoBuzyanbHbix CMU u nmpuHLuns! pparmMeHTannu ayauTopuu. ['oOanbHble TeIeBU3HOHHBIE PHIHKU.
BiustHue HOBBIX MeIMa M MEeTMaKOHBEPTEHIIMN Ha MMPOU3BOJICTBO, COOP, paclIpOCTPaHEHHE U MOTPEOICHNE
Pa3BJICKATCIIBHOT'O KOHTCHTA. Poccuiickaga cucrema AYJAUOBU3YAJIbHBIX MEANAa B KOHTCKCTC PA3BUTHUA
OCHOBHBIX HAITMOHAJIbHBIX MOI[GJ'IGI\/JI.

Literature / JIuteparypa:

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
KYyJbTYpPHbIe HHAYCTpUHU B Poccun

State examination questions / Bompocsl K rocyiapcTBeHHOMY 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: The concept of Richard Florida and its
transformation in the Russian realities.

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. “Glocalization” in modern Russian culture.

1.Mcropus n3ydyeHus KyabTypHBIX HHyCTPHI B IEPBOM MONOBHHE XX BEKa.

2.Manyctpuanusanys 1 MacCOBU3alusl KyJIbTYPHOTO IIPOM3BO/ICTBA.

3.KynsTypHble uHAYCTpUHU B POoccuM: HCTOPUYECKUH, TOTUTUYECKUHN, MHYyCTPHUAJIBHBIN U

counanbHbii KoHTEKCT CCCP.

4. KynbTypHOE NHpPOHM3BOJICTBO M HIKOHOMHUKA KyabTypbl B Poccuu. ®Dopmbl COOCTBEHHOCTH
OPEINPUITHH KYJIbTYPHBIX WHAYCTPUW, MPUHLMIBI (POPMHUPOBAHUS LI€H HA DPA3IUYHBIE KYJIbTYpHBIE
IIPOJYKTHI.

5.IloHsATHE KpEaTUBHOCTH B KYJbTYPHBIX MHAYCTpHAX. «KpeaTuBHBIN Kinaccy: koHuenuus Pudapaa
®nopuasl U ee TpaHchopMaIHsl B POCCUMCKUX peausix.

6.Ponb coBpemennsix CMMU (mpecca, TeneBuaenue, paano, IHTEpHET) B pa3BUTUU KYJIbTYPHBIX
uHaycrpuii B Poccnn.

7.1IpoaBuxkeHne NPOAYKTOB KyJIbTYPHBIX HHYCTPHMN.

8.5IBieHue «rnoKanu3alumn» B COBPEMEHHOM pOCCUICKON KYIbTYpeE.

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.

KynabTypHBIle MHAYCTPHM: TeOpPeTHYECKHIl B3IV M HUCTOpHsA uM3ydeHus. CTaHOB/IeHHEe U
pa3BuTHE KYJbTYPHBIX HHAYCTPHl. Onpeaenenue noHATuss. OCHOBaHHS BOSHUKHOBEHUS TUCKYCCUU O



KYJIbTYPHBIX UHAYCTpUsX. KyabTypHBIN NMPOAYKT U €ro BOCIPOU3BOAUMOCTh. KynbTypHbIE HHIYCTPUU U
nyonuyHas cdepa. Commonorn «ppankdyprckoit mkonb» B. benbsmun, T. Anqopro, M. Xopkxaiimep.
[Ipuoputersl KyabTypHOW NOJUTHKU B IIOCIEBOEHHBIE Iojbl. MaccoBOE€ NPOCBEIEHUE KaK CPEICTBO
MIPEOJIOJICHHS COITMAIBHBIX MpoOsieM. PeBomtoniust 1968 roga u m3aMEeHEHHE BEKTOPa KYJIbTYPHOU MOJTUTHKH
B EBpomne. Teopun noctuHIycTpraibHOro 0omecTBa. Kpusuc HHIYCTpHUaIbHOM SKOHOMHUKH M U3MEHEHHS
B [NOJIMTHYECKUX, SKOHOMUUYECKHNX U COUMAIBHBIX cucTeMax. OT KyJIbTYpHOI UHAYCTPUH - K KYJIbTYPHBIM
uHaycTpusaM (Xesmongani). KynbTypHas MHIyCTpus Kak TEKCT M CO3/1aHUE HOBBIX CMBICIOB. KpeaTtnBHas
SKOHOMUKA U KPEaTUBHbIE UHAYCTPHH.

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 CTAHOBJIEHHS U Pa3BUTHS KYJIbTYPHBIX HHAYCTPUi B Poccun, Haunnas ¢ 1920-
X rogoB. Cnenuduka CTaHOBJIEHUS KYIbTYPHBIX HHAYCTpU B Poccun — nctopuueckue, NOIUTUIECKUE,
HHAYCTPHUAJIbHBIC W COLHUAJIBHBIC ITPCAIIOCBUIKH. KyanyprIe HHAYCTPpUU nocTcoBeTckoil Poccuu kak
pecypc pa3BUTHS, HWHCTPYMEHT MOJJCPKAHUS KYJIbTYPHOTO pPa3HOOOpasuss W (aKTop COMHUAIHLHOTO
BOSHeﬁCTBHH. Ocobennoctu COBPEMCHHBIX KYJIIBTYPHBIX I/IHI[}ICTpI/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.

KyabTypHbIe NpoM3BOACTBA H MHCTPYMEHTHI 3KOHOMHUKH KYJIbTYpPbl B Poccnu. DkoHOMMKA
KYJIbTYpbI Kak crnernuduueckas chepa sxoHomMuku. OcoOeHHOCTH (YHKIIMOHUPOBAHUS MPEANPHUSITHIA B
chepe KynbTypHBIX HMHIyCTpuil. TBOpUeckoe Npou3BOACTBO. MHaycTpmanuzanus U MaccoBHU3aIUs
KYJIbTYPHOI'O IIPOHU3BOACTBA. ILCMOKpaTI/IBaI_II/IH KYJIBbTYPBHI. eraTI/IBHOCTL u KOHKypeHTOCHOCO6HOCTL.
MeHeKMEHT KyJIbTypHbIX UHAYCTpU. DOopMbl COOCTBEHHOCTH MPEANPUITUN KYJIBTYPHBIX UHIYCTPUM.
[Tpunmns! GopMUpOBaHUs LIEH Ha pa3iIMyHbIE KyJIbTypHBIE MPOAYKTHL. HepaluoHanibHble 0COOEHHOCTH
OKOHOMHYCCKOI'0 MOBCACHUS NPOJABIOB 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.

KyabsTypHasi moJMTHKAa M ee BJIMSIHME HAa pPa3BUTHe KYJbTYPHBIX HHAYycTpuil B Poccum.
KyJbTypHble HHCTUTYTBI. PerynupoBanue B cdepe KpeaTMBHbIX MHIycTpuid. KynbTypHas monuTuka:
O0COOEHHOCTH B YCJIOBHSIX POCCHHCKON peanuu. “Msrkas cuna” B KyJbType Kak ¢popMa MOJUTHYECKOTO
YIPaBIEHUS U MOPAJIbHOIO BIMSHUS YEPE3 MEIUa Ha MEXAyHapOoJHOM ypoBHeE. KylbTypHbIE IPOTYKTBHI
KaK cpeAcTBO MHTerpaunu Poccnn B MeXIyHApOAHBIM KyJbTYPHBIM NPOLECC W TNPOABUKEHUS €€
IIO3UTHUBHOI'O UMH/IKA 3a py6€)KOM. Bosneuenune TBOPYCCKUX PECYPCOB B IIPOrpaMMbI TCPPUTOPUATIBHOT'O
U PpErUOHAJIBHOI'O0 pPasBUTHA. HpaBI/ITeJ'IBCTBeHHI)Ie U HCMIPAaBUTCIbCTBCHHBIC KYJIbTYPHBIC OpraHu3allyvu.
JInnepcTBO U KpeaTUBHBIE UHYCTPUH.

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.



Kareropusi TBopuecTBa (KpeaTMBHOCTH) B KYJbTYPHBIX HHAYcTpusix. KpeaTuBHble ropoaa,
KJacrTepbl, coodmecTsa. KpearuBnbiii kiaace. Counonorus KyabTypbl. «KpeaTuBHblil Kitace» Pudapia
DopuIbl, «KKpeaTUBHBIEC TOPOJIAY», KKPEATUBHBIC KJIAcTepbl». KpeaTuBHbIC MHIYCTPUH KaK BaXKHBIN pecypc
pa3BUTHS SKOHOMUKHU. KpeaTuBHbIe KilacTepbl KAK MHCTPYMEHTHI ACLIEHTPpaIN3aluU B cpepe SIKOHOMUKHU U
KynbTypbl. KpeatuBHslil kiacc B Poccuu: Menuiinblii o0pa3 U peaibHOCTb.

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 naaycrpun B CMMU: ocBemenne u B3aumopeiicrene. CMU kak MHCTPYMeHT
NMPOJABHKEHHS MPOAYKTOB KpeaTHBHBIX HHAYCcTpUii. Poibs coBpemennbix CMU (mipecca, TeneBuIeHue,
paauoBenianue, MIHTepHET) B pa3BUTUU KylIbTYpHbIX HHAYCTpuid. CMU Ha ppIHKE CBOOOAHOIO BPEMEHHU.
MG,Z[I/IaHI)OI/ISBOI[CTBO n  pacipoCTpaHCHHUC TBOPYCCKOI'O KOHTCHTA. MapKeTI/IHF U IHIPOABHIKCHHUC
KYJIbTYPHBIX HNPOAYKTOB KaK OCHOBHOH 3Tall CO3JaHUuA LCIIOYKU IIEHHOCTH. HpOI[BI/I)KeHI/Ie IMPOAYKTOB
KYJIBTYPHBIX HHIYCTpUI: 0T Oymaru k lHTepHeTy, OT apT-KpUTHKU K apT-Ou3Hecy. KonBeprenmus. Meaua
U MEXaHU3M OLICHKM KyJIbTYpPHBIX LIEHHOCTEH. Meaua B JajpHEHIIEM IIPOLiecCe MHAYCTPHAIA3ALUU
KYJIBTYpBI.

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 pa3BuTHs KyJbTYPHBIX HHAYCTPHi B Poccun u mupe. ['eorpaduueckas sxcnaHcus
KYJBTYPHBIX UHAYCTpUA. [100anbHOE U JTOKAIbHOE B COBPEMEHHOM KyinbType. HANKAaTOphl U3MEpeHus
KyJIbTypHOH aTtMmocdepsl B ropoje. Bospactanue ponu ayrcopcuHra u ¢punanca. MHauBuayaibHoOe
NpeaApUHUMATCIBCTBO. TpaI[I/IL[I/IOHHBIe U BHUPTYAJIbHBIC MY3CH. I/IH,[[yCTpI/IaJII/I?»aLII/I}I KJIacCH4YeCKOH
My3bIKH. Mys3blkanpHasgs HHAyCTpUsa. JIpamaTudecknid TeaTp B COBPEMEHHOW  MeIuacpene.
HpOI[IOCI/IpOBaHI/Ie KpCaTHBHBIX I/IHI[YCTpI/Iﬁ KaKk OOBEKT HHTCpECa TMOJIUTUKH U COLUOJIOIUU.
[Tonb3oBarenbckas KpeaTHMBHOCTh M CHUCTEMa TIJI0OATBHOTO IPOM3BOJCTBA COJEp)KaHUA. ApTXaycHas
KpCaTUBHOCTb U KaCTOMHU3UPOBAHHOC TBOPYCCTBO. HepCOHI/Iq)I/IKaI_II/ISI KYJIbTYPHOI'O KOHTCHTA.
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Image of Russia in foreign media / O6pa3 Poccun B
3apy0exHbIX Meaua

State examination questions / Borpochl k rocyiapcTBeHHOMY 3K3aMeHY:
. 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.

O~NOOOT A WN B

. Pons Mena B hopmupoBanun o0pasa cTpaHsbl 3a pyOexoMm.

. ConmoKkynbTYpHBIE MEeXaHU3MBI (hopMupoBaHust oOpasza Poccun.

. Ucropuyeckas namsTh u ee BIUsiHUE Ha 00pa3 Poccuu 3a pydexom.

. Axtops! popmupoBanus oopasza Poccuu B 3apy0eXxHOM MEAHAIIPOCTPAHCTBE.

. Crepeoturnsl 0 Poccuu u pycckux B 3apyOeKHBIX Meua.

. IlepcriekTuBsbI pa3BuTUs Mennaodpasa Poccun 3a pyoexom.

. IlpeoOnanarommye crepeoTHIIbl B OCBEIIeHHH coObITUI B Poccun 3apyOekHbIMU Meua.
. O6pa3 Poccuu B MEeKXIyHApOAHOM MOTUTHYECKON KOMMYHHUKAIIUH.

0NN KWK

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 crTpaHbl B TeOpMHM MAacCCOBOWl KOMMYHHUKAINMH. MeTOapl MOWCKAa HMCTOYHHUKOB
uHpopmanuu. PazpaboTka kos1a y1si KOHTEHT-aHAIUTHYECKOr o nccienoBanus Marepuanos CMU B pamkax
IMMOATOTOBKH HCCICHOBATCIILCKOI'O ITPOCKTA. CooTHOIIIEHNE TTOHITHH 06]333, UMUK, 6peH,u, reo6peHz[.
Tlousate «Msrkas crmiaa» Kak 30HTUYHOE II0 OTHONIIEHHUIO K TaKUM IIOHATHUAM, KakK 6peHz[, HMH K,
HICHTUYHOCTH, CUMBOJIMYCCKAA ITOJUTHKA, KYJIBTYpHASd AUIIJIOMAaTUA U 1P. Pons ME€aua B q)OpMI/IpOBaHI/II/I
oOpa3a cTpaHsbl 3a pyOeKOM.

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.

Hcropuyeckne Bexm cTaHoOBJIeHHsi oOpa3za Poccum B 3apy0e:KHOM IOJMTHYECKOM H
Meauaauckypcee. lcropuko-monuTuyeckass TpajulMs U IPEEMCTBEHHOCTh CYIIECTBOBaHHS 00paza
Poccun 3a py6e)KOM. «EBpOHCﬁCKOCTB» A caMOOBITHOCTE Poccun. AMOMBAJIEHTHOCTL €€ BOCIIpUATHA
BHYTpH CTpaHbl U u3BHE. COLIMOKYJIBTYpHbIE MeXaHU3MbI (hopMupoBaHus 00paza Poccun mpuMeHUTENbHO
K pa3JIMYHbIM HAlTMOHAJIBHBIM KOHTCKCTaM 1 BIIUAHUC NOJTOCPOIHBIX (I)aKTOpOB u TeKyLueﬁ MOJIMTUYECKON
nmoBeCcTKH. VcTopuyeckas mamsaTh W €€ BIWSHHE Ha ObIToBaHWe oOpaza. dopmaTel W aBTOPHI
MeInaJucCKypca o Poccuu B IIPpOILIIOM. Hpe,Z[HOCBIJIKI/I CTCPCOTUIIN3AINNH U MI/I(I)OJIOI‘I/IZ’»aLII/II/I 06pa3a.



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.

Poccusi B MupoBoii nosmtuke. Poccust kak MupoBas aepkaBa. Posib Poccrn B MUpOBO# MOJIUTHKE.
®opmarsl yyactusi Poccuu B pa3iIMuHbIX MEXAYHAPOIHBIX OpraHu3anusax. Buemmnss nonutuka Poccun Ha
coBpeMeHHOM dTane. OCHOBHBIE EPCOHAXH U COOBITUSA poccuiickoi moauTuku 2000-X ro0B, U3BECTHBIC
3apy0eKHOMY YHUTATEIIO.

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.

KyiabTypa coBpeMeHHOH MeKAYHAPOAHON KYPHAJIMCTHKM M «aumiomatuss TBurrepa».
N3menenus B npodeccun KypHaIMCTa-MEeXIyHapoaHuka. OCHOBHBIE TEMbl W MPOOJIEMBI aKTyalbHBIX
MmaTepuaioB o Poccun B Meaua. ABTOPCKHMM KOPITyC CHEUAINCTOB 110 Poccuu: »ypHaJIUCThI, 3KCIEPTHI,
6morepsl. Pois coricereii B co3gannu HHPOPMaIMOHHOM 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.

Poccusi kak reodopena. llectuyronsuuk C. Auxonpra. «Msirkas cuna» — xonuent Jx. Has.
VYcnoBus co3gaHus HaAIMOHAJIBHOTO OpeHpa. ['nmoOamusamus, spa pacuBera IU(POBBIX TEXHOJOTHH,
BKJIFOUCHUEC 06H1€CTBGHHOCTI/I PAa3IMYHBIX CTPAH B MCKAYHAPOAHBIC ITPOLCCChHI 1 HOBOI'O BUTOK PAa3BHUTHA
JUISL TEOpUH «MSTKON cuibly. «MHaekc msarkoi cuib» k. Mak Kiopu. bpeHa-MeHeIKMEHT B KaueCTBe
OCHOBHOI'O MHCTPYMCHTA «MATKOU CHUJIIBI». TEeXHOJIOTHU CO3aaHusd, MOAACPKAHUA U pa3BUTUSA 6peHI[0B
TroCcydapcCTB.

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 Italy, 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.

OcHoBHBIC CyOBEKTBI M 3JIEMEHTHI npouecca (popmupoBanusi odpasa Poccun 3a pyodeskom.
3HAKOMCTBO C MHCTUTYTaMH, CTPYKTypaMHu U KOMIIaHHUSIMH, YJacCTBYIOIIMMU B Ipolecce popMupoBaHUs
umuka Poccum 3a pyOexoMm, a Takke ¢ HUX HHPOpPMAaLMOHHBIMU pecypcamu. Poms MUJ[ PO,
PoccorpynnuuectBa, RT, «Russia Beyond the Headlines», MUA «Poccust ceronnsi», ®onga «Pycckuit
MUp», «Bannaiickuii kiyo», [IMO®, «Pycckue cezons» B Mtanuu, nepekpectHsie ['ona cTpan (a Takxke,
['oma KynbTypHl, si3b1Ka, Typu3Ma). IHbIe COOBITHS (MBEHTHI), CIIOCOOCTBYIOIINE TPOIBMKEHUIO UMHJIKA
CTpaHbl 3a pyOexoM, MoMajarollue B 30HY BHUMaHMi Meaua. YemmuoHat mupa mo ¢yrbomy-2018,
Omumnuana-2014. HemocpeactBenno 3apyOexknbie meaua. IIpoume akTopwel ¢dopmupoBaHus oOpasza
Poccuu B 33.py6e)KHOM MCOUAITPOCTPOCTPAHCTBE.

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.



CymectByomue uccienosanus oopasa Poccun B 3apyde:xnbix CMMU. M3ydyeHne MeTonuK,
MOJXOJ0B W BBIBOJOB AaKTyaJIbHBIX MeauamccienoBanuii obpaza Poccum 3a pyOexxom. Haumbonee
yCTOMUYMBBIE CTepeoTUnsl 0 Poccuu M pycckux B 3apyOexHBIX Menua. llepcoHanmzanusi poCCHHCKUX
BHYTPUIIOJIMTHYECKUX porieccoB. [Ipeobnanaronue ¢ppeiiMbl. MeMbl Ha POCCUHMCKYIO 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  mnpodjemMaTuka cylmecTBoBaHusi obpaza Poccum B 3apy0e:xHOM
uHopManuoHHoM mnpocTpancTBe. [Ipeomonenne mudpoB u crepeotunoB o Poccun. BripaboTrka
pPEKOMEHAANUHI 10 yIy4IIEHHI0 HHPOPMHPOBAHHOCTH 3apyOekHOW ayautopuu o Poccun (Hampumep, mo
aHAJIOTUH C UTAJIbIHCKOH «CI/ICTeMa-CTpaHa»). q)OpMI/IpOBaHI/Ie aJICKBATHOI'0O HMMHJ)KA CTpPAaHbI.
Briienenne mpuoOpUTETHBIX JUISl OyIyHIMX >KYPHAIUCTOB ACHEKTOB PAadOThI Haj ero (OpMUPOBAHUEM.
[TepcniekTuBbl pa3BuTUs Menuaobpasa Poccun 3a pyoeskoM. Ponb miudpoBrsanmm B 5ToM KOHTEKCTE.
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Russian media as soft power / CMHM Poccnu kak «MsIrKasi
CHJjia»

State examination questions / Bopochl 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’.

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

6. Country branding and Soft Power global ratings.

1. Konnermms «msirkoi cvtbl» k. Has. OCHOBHBIC HCTOYHUKH «MSTKOU CHIIBIY.

2. IuXoTOMUS «KECTKask CHUJIa» — «MsTKas cujiay. KOHIenus «yMHON CHIIBIY.

3. OCHOBHBIC 3JIEMEHTBI «MSTKOW CHIIBI». KyJIbTypa, OOpa3oBaHHE, SI3bIK, [IEHHOCTH, CMBICIBI,
B3aMMO/JICUCTBHE COLMAIBHBIX IPYIII.

4. IHCTpyMEHTBI peaau3aiii «MATKOU CHITBD.

5. Odurmanpabie 1 HeOPUIIUATBLHBIE KaHAIbl PACIIPOCTPAHEHUS U MIPUMEHEHUS «MSITKON CHIIBD».
[TyOnuaHas quIuIOMaTHSL.

6. CTpaHOBOM OPEHIUHT U €T0 OTPAKEHUE B INIO0ATBHBIX PEUTHHIAX «MSTKOHW CHIIBD).

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 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.

Teopernyeckue OCHOBAHUS TEPMHUHA “MATKas cujia” u ero reesuc. OCHOBHbIE HHCTUTYTHI,
3aKOHOAaTeIbHOe M (UHAHCOBOe ofecrevyeHHe TMPOABHKEHUS MNOJUTHKU «MATKOH CHJIBI»
COBpPEMEHHOro rocyaapcrBa. KoHmemmus «MATKOW CHIIBI» Kak —pa3paboTka MIOJIUTOJIOTHH.
Meramporeccsl  coBpemeHHocTd 1o . Kporiyy u ux poiab B (OPMUPOBAHUHM «MSTKOW CHIIBD):
MeauaTu3anuvs, MHAWBUAYyaIu3alus, KOMMEpUOHaJInu3auusa u rno6am/13au1/15{. OcHOBHEBIE pPECYPChI «MSTKOM
CHIIBI». Meaua Kak OJWH U3 KIIOYEBBIX HMHCTPYMEHTOB «MSTKOM Ccuibl». KoMIUIeKCHbI moaxon K
IIOCTPOEHUIO CTpATeTHH «MATKoW cuiibl» JIk. Has. Mcropuueckue MpeanoChlIKA CO3AaHUs TUXOTOMUHN
«OKECTKasl CUJIa» — «MsATKas cuiiay. Teopus HeonbepalbHOT0 MHCTUTYIIMOHATU3Ma. KoHIenus «yMHOM
cuibl». OCHOBHBIE DJIEMEHTHI «MSTKOW CHIIB): KYJIBbTypa, OOpa3oBaHWE, SI3bIK, IEHHOCTH, CMBICIEI,



YeJIOBEYECKHE CeTU. VMHCTPYMEHTBI pealu3allii «MITKOM CHJIBD». MeAHa M KOMMYHMKAIUH, CBS3H C
OOIIECTBEHHOCThIO W TIPAaBUTEILCTBAMH, SI3bIK, OPCHIMpPOBAHHWE CTPAaHbI, HAIlMOHAJIBHAs JHacropa 3a
pyOexoM, HalMoHaNbHas Bbicmias ImKona. CTpaHOBOW, HAIIMOHAJIBHBIN M TEPPUTOPHAIBHBIA OpEHINHT.
[lpomaranma u pa3pabotka PR-cTpaTerus Kak 3J€MEHTBl «MSATKOW cwiibl». OdunuanpHbie |
Heo(UIaTbHbIEC KaHAJIBI pealn3alui «MIrKoi cuibly. [lyonmunas qummomatus. Haponnas quriomatusi.
Twitter diplomacy. Mmumk rocyaapctsa. MeskayHapOaHbIH pERTHHT «MSITKoi cuib» The Soft Power 30.
A Global Ranking of Soft Power. Kputepuu peiitinra: KyabTypa, TYpU3M, BO3MOKHOCTH UMMHIPAIIHH,
NOJUTHYCCKHIA CTpPOH. JlemapTaMeHThl M JTOKYMEHTBI, PErJIAMEHTHUPYIOIIHE HCIOJIb30BAHUE «MSTKOM
CHJIBD» B CTPaHaX MHUDA.

‘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 cwiia» B MeXKIYHaApoOaAHOil KoMMyHHKanuu. KioueBble 0COO0EHHOCTH MOJUTHKH
«varkoi cuiaspy CIHIA, BeaukoOpuranumn, I'epmanun, ®@pannuu, crpan BPUKC B koHTekcre
pa3BuTHa MX MeauacucreMm. HannoHanbHble OCOOEHHOCTH MOCTpoeHMs «Msrkod cuib». CHIA wu
pacrpocTpaHEeHHE HEANOB JEMOKPAaTHUYECKUX LEHHOCTEH. «AMepuKaHcKas meuTa». KocmomomuTusm
CIIIA kax HaunoHasbHas uAeHTUUKanys. OCHOBHBIE HAIIPaBJICHUS peau3aluu «Msarkoi cuibs» B CLITA
— KyJbTypa, aHTJUICKUM SI3BIK, HAYYHO-TEXHUYECKOE COTPYIHUYECTBO U COTPYAHMYECTBO B 00JacCTH
WHHOBAIIUM, pa3BUTHE YIKOHOMHYECKUX CBsI3el M 001IecTBeHHOU Oe3onmacHocTH. OOpa3oBaHue U HAyKa B
BenukoOputanun. AHITIMICKUM A3bIK U co3AaHue OpeHaa OpuraHckoro odpazoBanus. OOpa3oBaTesbHas
MOJIMTUKA BBICIINX Y4EOHBIX 3aBEJACHHUN M MEXAyHapoAHbIE MporpaMmbl oOMeHa (IJI00aJbHBIM OMBbIT).
Crparerus as3uaTcKoW ajanTalMud «MATKOW cuibl». KoHuenmmms «rapMoHMyHOro wmupa» Kwuras.
MI/IHI/IMI/I?;aIII/Ifl oraceHui MCKAYHApPOIHOI'O COO6H1€CTBa OTHOCUTCJIBHO HACU BO3BBIIICHUSA Kuras.
be3onacHoCTh Kak MPHOPUTET B peanusanuu «Msarkoi cuibe» B noautuke KHP. Oneir crpan bPUKC:
KMHeMaTtorpad, cepuaisl, eaa, Typusm. Keiic bonnuByna kak npoTUBOCTOSIHUS «MATKOM cuie» ["ominuByaa.
OmnsIT eBponelickux crpad (Ppanuus, ABctpus, I'epmanus, Utanus) B MpUMEHEHHH «MSTKOM CHUJIBI» B
TOCYJapCTBEHHOM YyIpaBieHUU. lIoHATHME «HOPMATHMBHON» CHIBl KaK aKTyaJlbHOE OIPENEIICHHE U
YCTAHOBJICHHE KaTErOpUU HOPMBI C OITOPOH Ha MPaBo, ITHKY U 00IeuenoBeYecKre IIeHHOCTH. BHeipenue
(dpaHITy3CKON KyJIbTyphl Ha BHEIIHETIOJUTHYECKOM yYpOBHE uepe3 akagemudeckoe coobmectBo u HKO.
OpaHIly3cKas JUIIOMATH U aKIIEHT Ha HApYIICHUH MIPaB ueloBeka. MeXTyHapoIHbIi MUK DpaHiun
KaK MHpPOTBOPIIA 3@ CUET YPEryJINPOBaHUS KOH(DIUKTOB, MpueMa UMMHUTPAHTOB 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 KOHTCEKCTE «MATKOH CHJBLD» rocyapapcraa.
CucreMa MeIMAaMHCTPYMEHTOB «MATKON cuiabDy. [o0anu3anuss MHPOPMALNMOHHBIX NPOLECCOB,
MMpouecChl BeCTepHI/I3aIII/II/I/)IeBeCTepH]/I3aIII/II/I, aMEpUKaHu3auM B COBPEMECHHOM Me}IHﬁHOM
AUCKYPpCeE. OCHOBHBIE CETrMEHTEI MCANACUCTCMblI KaK KaHaJlbl pCaiu3allhin «MATKOM  CHIIBLY.
Wndpopmanmonnsle areHTCTBA W (OPMHPOBAHWE BHYTPHU- W BHEIIHETIOJIMTHYECKOH IMOBECTKH.
[Tepuoanueckas nedats (ra3eThl M KypHAIbI) B MOJIUTHYECKOM, SKOHOMUYECKOW M JOCYroBOM cdepax.
Mopa 1 CTHIIb ®U3HU KaK MPOAYKT TJISTHUEBOM KypHAIMCTUKU U IN100abHOM pekiambl. Paguoselanue u
TCICBUACHUEC KaK HAITMOHAJIBHBIC ME/1HA. HosBrie MEIHua KaK riao0abHbIE Mmeaua. KYJIBTypHLIC HHAYCTpUHU
u CMU: kuurouwsgaHue, My3bIKaJIbHBIH OW3HEC, KUHOOM3HEC, MPOU3BOJICTBO TEJIETPOTPAMM,
KOMITBIOTCPHBIC U BUICOUTPHI. KOHI_ICHI_II/I}I «KPCaTHUBHBIX HH)IyCTprI». CDy'HI(I_II/IOHI/IPOBaHI/Ie KpCAaTUBHBIX
I/IH)IYCTpI/Iﬁ B KOHTEKCTE «MSITKOU CHIIBDY. ATeHTBl BIUAHHA B KpCaTUBHBIX HWHAYCTPHUAX.
TenekoMMyHHMKallMOHHAs U ceTeBas MHGpacTpykTypa MeauacucteM. Ilnardopmbl. ConmanbHble CETH.
Meccenmxkepsl. [loaurakonomuss CMMU kak HayyHoe HampapieHue. DeHOMEH KOHIIEHTpaluu B
MCIANANHAYCTPUH. CoOCTBEHHUKH Meaua. Br130BHI MEJina U KyJIbTyp€ CTpaH Boctokau 38.1'[8.,[[21 B YCJIIOBHUAX
nudpoBU3aIuy, MEAUAKOHIEHTPAIMK U TiolOamu3amuu. AMEpHUKaHU3alus W JeaMepUKaHU3aIus
I/IHQ)OpMaHI/IOHHO-KOMMYHI/IKaI_[I/IOHHBIX MpOoLECCCOB. BCCTepHI/I3aL{I/I}I U JCBCCTCPHU3ALHNA KYIBTYP. Poct
g poBoro HepaBeHCcTBa. [losiBIeHnEe HOBOM MeMa- 1 KOMMYHUKallMOHHOM TOJMTUKH, HAallpaBJIEHHOM Ha
noJ/IepkKy o diaaiiH M OHJIAH aKTUBHOCTU KYJIbTYPHBIX, SI3BIKOBBIX M THMYECKHX Tpynn. BrusHue
COIMAJIbHBIX, MOJIUTHYCCKHUX, S3KOHOMHNYCCKUX, TCXHOJIOTMYCCKHUX W KYJIbTYPHBIX TpaHC(l)OpMaHI/II\/'I Ha
MCKKYJIbTYPHYIO KOMMYHUKAIIUKO U HaI_[I/IOHaJ'ILHYI-O/ rpyrmOBon/ KYJIbTYPHYIO HACHTUYHOCTD I'PAXK/AH.
[TosiBeHME HOBBIX )KYPHATUCTCKUX MPAKTHK B HUPPOBOIl cpelie 1 HOBOM poiu «Msrkoi cuiel» y CMU.
Hudposas xypHaIUCTHKA: HOBbIE MPAKTUKU, (POPMBI, METObI, ayAUTOpUU. Bompocs! perynupoBaHus
Meara U KOMMYHHUKanuu B uudposyro smnoxy. Hosbie mudpossie kynbTypbl B XXI Beke. [{udpobie
a60pI/IFCHBIZ MMPAaKTUKHU MCAUANPOU3BOACTBA U MCI[I/IaHOTpC6J'ICHI/I$I. MC,Z[I/IanaMOTHOCTB B I_II/I(I)pOByIO
snoxy. HoBble Urpoku u aktopsl B U(ppoBoil koMMyHHKauu. L{udposas BKIIOYEHHOCTH / cOIHaIbHAS
BKIIFOUCHHOCTb: KOppCIsINUKU W B3aNMMO3aBUCUMOCTH. Oranueckue CMU B LII/I(prBYIO OII0XY.
Nudpopmarinonnas 6e3omacHocTs B HUPpoByro 3moxy. Ludposoii kamuTan kak HOBbIN BUJI UHTETPaIbHOTO
KalmuTala.

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.

OcHoBHble 3Tanbl pasButua CMU m sxkypnaaucrtuxku B Poccmiickoir Ummnepun, CCCP,
nocrcoperckoii Poccuu. CMU u conmaibHble MeIMa KaK 4YacThb POCCHIICKOW KYJbTYPBI.
Kyabstypasie naaycrpun Poccun. M.B. JIOMOHOCOB Kak NEpBbIl TEOPETUK KYPHATUCTUKU. «BeduHbie»
OPUHIUIBI U CTaHJAPTHl NMPO(ECCHOHANBHON NeATeNFHOCTH NpOoQeccuy, B OCHOBE KOTOPBIX JIEKaT
3THUYECCKUE LCHHOCTH. CO‘II/IH@HI/I}I, MOCBALICHHBIC LICH3YPC, €€ KPUTUKEC U YTBCPIKIACHUIO CBO6OI[LI CJIOBA.
Cronuynas u peruoHanbHas nedath B KoHie XIX — nauane XX BB. KoppecnoHaeHThI U3 4nciia CeIbCKON
unTemurenuuu. XKypuanuctuka 1 CMUII B uneonornyeckoit napaaurme Mapkcusma-neHuau3ma (1922—
1991 rr.). Uneiinbie ocHoBbl coBeTckod cucteMbl CMMUIL. TlpuHOMNBI COBETCKOW KYpPHATUCTUKH:
HapTHﬁHOCTB, KJIaCCOBOCTB, HpOJ’IeTapCKI/Iﬁ HHTCPpHAIIMOHAJIU3M (e,Z[I/IHCTBO HHTCPECOB TPYIAAIINXCAH
pPa3HbIX CTpaH), COLMAJIMCTUYECKUN NATPUOTH3M (MPEJAHHOCTh TPYASILIMXCS CTpaH CcoLuanu3Ma
CONUAINCTUICCKOMY O6H.[€CTB€HHOMy U rocyaapCTBECHHOMY CTpOIO), 'YMaHHOCTb (‘IeJ’IOBeKOJ'IIO6I/IC) u
HapoOAHOCTh (BHUMaHME K HUHTepecaM Hapoaa). CBs3b ¢ JUTEpaTypoll (TEKCThl >KYpHAJIHCTOB U
NyOJNMIIUCTOB KaK TEKCThl MHcaTellell pycCKoll M 3apyOekHOW JIMTepaTyphl), CBA3b C HCKYCCTBOM
(paccMOTpeHHEe TEeNEeBHUJIEHUSI B CPaBHEHUU C TE€ATPOM M KHUHeMmarorpadom), CBS3b C MOJUTIKOHOMHUEH
(COBpeMeHHOG COCTOSIHUC KYPHAJIUCTUKU B 3apy6e)KHBIX CTpaHax € HO3PIL[PII>’I KPUTHYECKOT'O MapKCI/ISMa).
[Tagenne MapkcuCTCKO-IEHHHCKOM mapaaurmel B 1991 1. PocT pexknaMHOro pblHKA, IIMPOKOE
HUCIIOJIB30BAHHUEM HI/Iap-TeXHOJ'IOI‘I/Iﬁ B I/I36I/IpaTeJ'ILHLIX nmpomneccax. Poccuiickasa MOZCIIb XXYPHAJIMCTHKU U
nyonunucTuka. Tema MaJeHBKOTO 4YelloBeKa B PYCCKOM JuTeparype u KypHamuctuke. ConmanbHas
npobnemaruka B CMU: neTrepMHMHHPOBAHHOCTH PycCKOil inTepaTypoil. Poccuiickoe KMHO- U cepraibHOe
IpOU3BOJACTBO. Pekiama kak «Msrkas cuiay». DKCIOPT «MSTKOW CHIIBD) KYJIbTYPHBIX HMHIYCTpPUM Ha
PYCCKOA3BIYHOC U ITOCTCOBETCKOC MPOCTPAHCTBO. TpI/I PBIHKA «MAT KOI CHJIBD» pOCCHfICKOF O KYJIbTYPHOT'O
A MEIUaANpPOAYKTA.

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 1A 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.

CoBpemMeHHOEe COCTOSIHME MEXKIYHAPOJHOH KOMMYHHUKaunuu. Poub HanmoHa bHBIX
HH(OPMANMOHHBIX ATEHTCTB M CHYTHUKOBBIX TEJEKAHAJIOB B CO3IaHUH IJI00AJIbHOI «IOBECTKHU
aus». JeareabHocTh poccuiickux areHTctB MUA  «Poccus Cerognsn», TACC um RT Ha
MeKIyHApoaAHOi apeHe. Pycckosizpiunbiii UHTEepHeT Kak HCTOYHMK HOBOCTel 0 Poccnu. Munyctpust
POM3BOJICTBA IMT00ANbHBIX HOBOCTeH. OT Tenecereit 1 A k muiatopmam. MeauaruranTsl COBpEeMEHHOTO
MUpa: MIaTQOopMbl, COLUATBHBIE CETH, MECCEHIXKEPbI, BUICOXOCTUHTH. CTapblie «Kopoiu npecchl». HoBas
«CyHepaura» riodaabHbIX KOpHopaluui B cpepe Menua- U KpeaTuBHbIX UHAYCTpUid. CTpaHbl, B KOTOPbIX
CO3MaHbl BEAYIIME TIJIOOATBHBIX MEAWIHbIE KOMIAHUH, HWH(OPMALMOHHO-KOMMYHUKAIIHOHHBIE
TCXHOJIOTUHU, UHTCPHET U TCIICKOMMYHUKAIIMOHHBIC KOMIIAHWH. PaCHpeILGHCHI/Ie KOMITQaHUH TI0 CTpaHaM:
CIIA, Eppoma, Smnonusi, Kuraii. TenexkommyHukanuu, WHGOPMALMOHHBIE U KOMMYHUKAIIMOHHBIC
TCXHOJIOTUHU, MCIHa-, PA3BJICKATCIIbHBIC U MHTCPHCT-KOMIIAHWH. Iloustue ((KyJIbTypHOﬁ 3aBUCUMOCTH),
BJIMSTHUE HA KYJIbTYPY U 4ellOBeYeCcKoe co3HaHue. MynbTHHAIIMOHATbHBIE KOPIOPAIMU KaK Ti1o0aIbHbIe
OpraHnu3aTopbl MHpOBOfI OKOHOMUKMU. KOMMYHI/IKaIII/ISI u I/IH(l)OpMaLII/IFI KaK Ba>XHbIC KOMIIOHCHTHI B CHUCTEMEC
aIMUHHUCTpAIMK U KOHTpouis. [IoHsATHE «KyIbTYpHOTO UMIIepHaln3May. [ mo0anbHbIe CeTH MPeapUsITHIA
KaK «HOBasi MEeX1yHapoaHas KaTeropusi padoueii cuiibl». [ 100anbHbI KOHTEHT U €10 IPOU3BOJACTBO: KUHO,
TB, HOBOCTH, MMON-MY3bIKa, UTPbL. KynbTypHbIE U monuTUYeCKue (HaKTOpbl OrpaHUYECHUS [II00aTU3aluu
KpeaTUBHBIX WHAYCTpUi. [nokanmm3amms wMenua. [moOanmu3amusi KOMITAHWH, KOTOPBIE CBS3aHBI C
KpPYIHOMACIITa0OHBIMU PEKJIAMHBIMH KaMITAHUSMHU, ¥ KOTOPbIE HYKJAIOTCS B pEKJIaMe CBOEro TOBapa Ha
HECKOJIBKHX JIOKAJIBHBIX W HAIlUOHAJIIBHBIX PBIHKAX. FJ'IO63J'II/133HI/I$I prHHefIHIHX PEKIIaMHBIX arc¢HTCTB.
['moGanpHBle MeauanIaTGopMbl Ui PEKIaMHBIX KammaHwidl. Poccuiickiie MpOIyKThl «MSTKOW CHIIBI»
(BHyTpeHHU pbIHOK, peiHOK CHI', 3apyOexHbiil ppiHOK). UMUK poccuiickoro rocyaapctsa. BiausHue
coBeTckoil mMudornoruu. JestenpHocTh TenekaHana Russia Today, u3ganue >xypHana Russia Profile,
pabora ¢donma «Pycckuit mup» u aAp. PyHer u pycckos3bluHOe mpucyTcTBUE B HTepHere.
Memuarmiardopmel, cozganubie poccusHamu: Telegram, VK. KowmmbroTepHble HIpbl  POCCHHCKOTO
IIPOU3BO/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
(kynmeTypa.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 MOAXOAbI K MNOHATHIO KyJabTypbl. Kyasrypa Poccum B riodaabHoM
uH(popManMOHHOM NpocTpaHcTBe. Pycckas iuTeparypa v ee KHHO- M TeJIeBU3HOHHbIE JKPAHU3ALMU



Ha rjgof0anbHOM MeauapbiHke. CoBpeMeHHBIH poccuiickuii KuHemartorpad, TeaTrp, My3eH,
XYA0KECTBEHHbIE BBICTABKHM KaK CO/epKaHHMe «MATKOM cuibDy. Pycckas BbICOKas KyJabTypa Kak
BBICOKOPEMYTAlIMOHHBII IPOAYKT Ha MEXTyHapOAHOM pbIHKe. Pycckuii 6anet. Cuctema CTaHHUCIaBCKOTO.
Pycckue komnosutopsl. Pycckue xynoxHuku. Pycckas apxurekrypa. PenpezeHTranun pyccKoi KyiabTypbl
U pycckux B npoaykiuu ['ommuByma. O0pa3 pycckoil KynbTypsl 3a pyoeskom. DepepaiibHble OPTAIBI O
poccuiickoit kynbrype Kymbrypa.pd, Pockynerypa.ru, «Kymerypa Poccum», «KymbTypa permoHon
Poccun». LudpoBsie poccuiickie My3eH KaKk CEerMEHT HOBBIX Meaua. BupTyaiabHbIE 3KCKYPCHH IO
MockoBckomy Kpemitto u Kpachoit momanu, no I'ocynapctsennoit TpetbsikoBckoit rasiepee, no 'MUNU
uM. A.C. I[lymkuna. MynbTUMeAUiHBIE TPOEKTHl YTEHUS NYOJUYHBIMHU JIIOABMHU POMAHOB PYCCKHX
nucareneil (Hanpumep, «Anna Kapenwna» JI.H. Toncroro na YouTube u ap.), BcepocCHUCKHN POCKT
«Huraem knaccuky» mwin «Ctuxu o BoitHe» Ha paauo «Bectu FMy. JlutepaTypHblii HHTEPHET-TIPOEKT
«Kypnanpupiii 3am». decTuBaibHble (QUIBMBI POCCUHCKHUNA KHHOPEKHCCEPOB M HMX MApPKETUHTOBbBIE
crpateruu (Ha npumepe GuibMoB A. 3BsrunieBa «Jlesuadany, P. JIutBunoBoit «CeBepHbIl BeTep» U AP.).
[TpoekThl 0 BHyTpeHHEM Typu3Me B I poBoM npoctpaHcTBe. COBPEMEHHOE POCCUNCKOE HCKYCCTBO U €T0
MEAMATIPUCYTCTBUE.

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 MEJHAKOHTEHT HA I100a1bHOM Meanapbinke. Poccuiickne
MY3bIKaJIbHbIE, MYJbTHIJHKANHOHHbIE, HMIPOBbIe MNPOEKTHI Ha 3apy0e:KHBIX MeIHAPbIHKAX.
CoBerckuii  kuHematorpag. PunbMbl Dif3eHmTeiiHa U TapkoOBCKOro Kak KJIacCMKa MHMPOBOIO
kuHemaTtorpada. AHUMAMOHHBIM (uibM «CHexHas KopojeBa» (1957) m ero 3apyOekHBIE aHAJIOTH.
Ycnex anuManuoHHbix (unbmMoB  «Kpoxomun Tena» (1969) wu «UeOGypamka» (1971). Vcemex
MYJIbTHIDTHKAIIMOHHBIX (PUIBMOB 1 ero repoeB B Snonnu. Biausiane repoeB O. YCIEHCKOTO Ha SMTOHCKOE
anume. «Exwuk B Tymane» (1975) u coznanue kynbpTa MynbTuibma. [Ipusnanue KOpus Hopiireiina 3a
py6exomM. CaMoOBITHOCTh MYJIbTQHIBMOB HopiuTeliHa 1 KOHHOTALMU K «3arafjodyHoN pyccKOM AyIie».
OwmieMm «MockBa cne3am He Beput» (1979). Ckanpman c¢ mpemueit «Ockapy. DeHOMEH pyccKOro
HalMoHajabHOro xapakrepa. Kuno nynessix. «Hounoit no3op» (2004) u «/lneBHoii 1o3op» (2005). HoBeiit
poccuiickuii 61ok0acTep Kak sBI€HHE MaccoBOW KynbTypbl. «JleBuadan» (2014) nns mpocBemeHHOro
€BPOTICICKOr0 M aMepuKaHcKoro 3purens. Jpyroe decrtuBanbHoe kuHO («Enena», «Hemro00Be» U ap.).
Poccuiickuit mynbpTcepuan «Mama u MeaBeap» Kak BOcTpeOOBaHHOE JeTckoe 1oy B Mupe. Cepuan
«Onuaemus» IlaBna KoctomapoBa — camslii joporoit poccuiickuii cepuai, npoaannsiii Netflix. Jpyrue
ycIeminble cepuansl: «Jlyamre, yem moan», «Metoa», «Tporkuit» ans Netflix, «Conepxankm» mms
Amazon Prime. My3bIkaibHasi HHIYCTPHUS: OT MOMYJISAPHOM MY3bIKH J10 orniepbl. DeHomeH rpymiisl «Tatyy.
Poccwuiickue onepHbie EBIbI, TUAHUCTHI, TUPHKEPHI U JIP.
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