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Jessica Jacobs is a 23-year-old 
Belgian journalism student. She 
is especially interested in Rus-
sian language and culture. As an 
exchange student she lived and 
studied in the Russian city Kras-
nodar for ten months. In 2011 she 
obtained a master degree in Slav-
ic and Eastern-European Stud-
ies at Leuven University. A year 
later she graduated as a teacher 
in Russian language. In 2012 she 
decided to specialize herself in 
journalism hoping to become cor-
respondent in Russia for Belgian 
media one day.

I’m Pavel Galabov and I come from 
Bulgaria. I study journalism in Sofia 
University TV(international jour-
nalism) profile, but now I’m intern 
reporter in Bulgarin National Darik 
radio. My interest is based in inter-
national relations and beatufil things, 
like a skyscrapers. For the first time 
in my life I’m in another contry and 
this is Russia. I’m in love! Liulbliu 
tebq Moskva ! Now I am sure in one 
thing, I wanna go to other countries, 
wanna see other cultures. Here I 
found new friends and learned many 
things about Russian media reality. 
Thanks you, MGU!

Vittorio Bonino is 23 years old, was 
born in Sardinia and he is currently 
studying at the University of Pisa. 
He earned a three year university 
degree (bachelor’s degree) in Litera-
ture, publishing and cultural produc-
tion specialising in journalism, and 
is currently attending the first year 
of the degree in literary translation. 
He studied both English and Russian 
language, he’s a lover of Russian liter-
ature (his favorite authors are Dosto-
evsky and Chekhov), and he decided 
to study for a few months in Russia 
to learn about the culture that he has 
so much appreciated on the books. 
His dream is to be able to find a job 
that would combine his passion for 
the Russian language, literature, and 
the encounter with different cultures, 
such as a foreign correspondent for a 
newspaper or a magazine.

Alix d’Hautefeuille is a 24 year-
old PR student at CELSA in Paris. 
She has a deep interest in fashion, 
luxury and in literature, which she 
previously studied for five years at 
the Sorbonne. She works as a free-
lance fashion journalist for various 
online magazines and is also the 
author of the offbeat French-En-
glish fashion blog modassebook.
wordpress.com

Jolien Torfs is a 21-year-old second year 
Journalism student specialized in print 
media at the University College Thomas 
More Mechelen in Belgium. She works as 
a student editor-in-chief at Gazet van An-
twerpen, a Belgian newspaper. Next year, 
she will do her internship in South Africa 
at the magazine Cape Chameleon. After 
graduating in Journalism, she would like 
to study International Politics and travel 
around the world with her boyfriend.

Xavier is an advertising and management 
student in Paris. He worked for several 
companies such as ECU Film Festival, 
advertisement agency Herezie. He is fond 
of ads and spends lots of his time watch-
ing ads from all over the world. Xavier 
loves to travel and meet new people, dis-
cover news habits, countries, meals etc. 
If you travel to Paris, he will be glad to 
have a drink with you, so send him an 
email (xavierbernard.90@gmail.com)

Magdalena Kolaj is a 23 year-old stu-
dent in journalism. For the moment 
she is doing a second Master in Press 
Magazine and Photojournalism at 
IHECS in Brussels. Few experiences 
in the field of journalism as an intern 
gave her the opportunity to discover 
what she really loves: making docu-
mentaries. She hopes to have further 
experiences but this time all around 
the world.

Yoika De Koninck is a 19-year-old 
journalism student at Thomas More 
Mechelen in Belgium. She is majoring 
in print, but also likes to dig deeper 
in the television sector. Together with 
two fellow students she is working on 
the magazine Belmonde, which covers 
the stories of Flemish people working 
abroad. She loves travelling and ex-
ploring other cultures.
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Guillaume Chauvin is born in 1986. 
After he graduated from a decora-
tive art school in 2009, he worked 
as an independent photographer and 
author. Now he wishes to live and 
work both in France and in Russia.

Simona Raisyte is a master stu-
dent in International Communica-
tions at the University of Vilnius 
(Lithuania) and an exchange stu-
dent at Moscow State Universi-
ty. Discovering new cultures and 
experiencing local habbits has al-
ways been her passion. In the past 
few years she has been working in 
the sphere of event management 
and PR Communications. Simona 
thinks that the clash of today’s 
media, culture and communica-
tion causes unbelievable life or 
online events. For this reason she 
finds Moscow as a mother city of 
events. And yeah. It never sleeps! 

Nastasia Anzad is a 23-year-old jour-
nalism student from Brussels, Bel-
gium. She’s specializing in magazines 
and photojournalism but the media 
she loves the most is television. She 
enjoys traveling and in the future, she 
would like to make documentaries.

Yoika De Koninck

More and more people read their newspaper or maga-
zine online on a computer or iPad. Nowadays it is still 

free in Belgium, but a change is coming. Publishers think 
about putting their website after a paywall during this year. 
Flemish and French-speaking media companies are working 
together on a media passport or Media ID. This should help 
people to pay and register only once to have access to all 
kinds of news.

Very few people still buy a classic newspaper in a kiosk. 
We are surfing on different news websites, most of the time 
for free. Publishers are getting ready to let people pay for 
online news. Via a Media ID for all the news websites, 
paying for digital news has to become easier. Gert Ysebaert, 
publisher of Het Nieuwsblad and De Standaard: ‘All Flem-
ish media companies want to take the initiative to develop 
a joint technology. Hereby, they want media users to get 
access to the websites in a user-friendly and safe way.’ With 
Media ID there will be the possibility to make a profile to 
use on all news websites. This profile provides you to log in 
with the same username and the same password. 

To launch Media ID, publishers will start a cooperation 
between all the big Belgian publishers. The Flemish pub-
lishers that are involved are De Persgroep (De Morgen, Het 
Laatste Nieuws, de Volkskrant), Corelio (De Standaard, Het 
Nieuwsblad), Concentra (Gazet van Antwerpen, Het Belang 
van Limburg), Mediafin (De Tijd, L’Echo), Sanoma (Story, 
Flair) and Roularta (Knack, Trends). The French-speaking 
publishers Rossel (Le Soir) and IPM (La Libre Belgique, 
La Dernière Heure) are also part of this project. Media ID 
is being tested now, so that the actual launch of the project 
can take place on the first of September.

Business newspaper De Tijd let people pay for most of 
their online content already in 2010. 1 out of 4 readers pay 
for the online news. Isabel Albers, editor-in-chief of De Tijd 
says: ‘We believe that our online readers have equal rights 
to quality information as our readers on paper. As an online 
newspaper you have to be able to publish right away. If you 

want good journalistic articles, then it is going to cost you 
money. Everything has its price.’

Three big television groups of the Flemish side are inter-
ested in joinig the project. The Flemish Media Company 
VMMa (vtm, 2BE, Jim) already has the website iWatch, 
where you can pay to see their television programmes. 
Together with De Vijver Media (VIER, VIJF, Humo) and 
VRT (één, Canvas, Ketnet) you may find them in the 
portal in the future. 

There are two types of paywalls, a hard and a soft one. 
The hard paywall requires paid subscription before any 
of the online content can be accessed. In the soft version 
there is a metered model. This allows users to view a spe-
cific number of articles before paying. This soft version 
appeared to be the most successful.

Other countries
The British newspapers The Times and The Sunday 

Times were the first ones to put up a paywall in 2010. 
Two other newspapers from the Rupert Murdoch empire 
The Daily Telegraph and The Sun will introduce the 
paying system during the second semester of this year. 
The Daily Telegraph can read up to 20 articles for free 
per month. The Telegraph is the next one to follow in 
Great Britain. 

In the United States people have to pay to read The 
New York Times, The Wall Street Journal, Los Angeles 
Times and Washington Post. 12 of the top-20 US newspa-
pers already have a paid scheme or plan to do so.

The Daily was the first exclusive online newspaper for 
the iPad only. But the audience wasn’t large enough, so 
after two years the journal was over.

The Moscow-based TV channel Dozhd has plans on let-
ting viewers pay for online broadcasts and full-length ver-
sions of its programmes. News and clips from programmes 
will remain free though. Beside this TV channel, the busi-
ness newspaper Vedomosti is the only medium to have put 
content behind a paywall so far.

Future lays in paywalls
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Xavier Bernard

This is the story of a small sen-
tence, which could be forgotten 

as soon as it had been said. Internet 
users have decided otherwise.

Five years ago a French TV chan-
nel NRJ12 launched Les anges de la 
télé-réalitée (Angles from reality TV), 
which is a programme where former 
reality shows participants live togeth-
er and have to find a job. This year 
one of the angels is Nabilla, a young 
bimbo who had created a huge buzz 
because of few words after shopping. 
Two girls asked for shampoo, but the 
shopping will be paid by the common 
pot and Nabilla considers that sham-
poo is a self-purchase. She was so up-
set and surprised that the girls didn’t 
have any hair care, and expressed it 
by saying:

«Non mais allô quoi, t'es une fille 

t'as pas de shampoing, c'est comme 
si je te disais t'es une fille t'as pas de 
cheveux»

No but hello what, you're a girl, 
you don't have shampoo, it's as if I 
told you you're a girl, who doesn’t 
have hair.

Few words, big buzz.
As soon as it has been broadcast on 

TV, Internet users used it as a modjo, 
making parody of it. It became such 
a huge fact that all media (Radio, 
TV, newspapers), played with this 
sentence, and mocked it. Twitter was 
full of parody, a specific hashtag was 
created (#NonMaisAllo). The famous 
furniture brand IKEA made a adver-
tisement about its cushion HALLÖ...

When Nabilla understood she had 
made a big effect, she realized she 
should use it somehow. That's why she 
registers her sentence as a trademark. 

Clever girl!
However funny this story could 

be, the main point we can under-
stand about it, is that Internet us-
ers are really important in the media 
industry nowadays. On one hand, 
it shows how fast Internet is able 
to create reputation, implying the 
strength of the Internet could be a 
dangerous issue for celebrities, firms, 
anonymous users. On the other hand, 
this is quite scaring, and it makes us 
think about the people we think of 
as important : about fifty years ago, 
famous French philosophers were 
interviewed about the crisis France 
went through. Today, when France 
has the highest unemployment score 
since decades, we show this kind of 
people because they make us laugh, 
not think.

We have got the thinkers we deserve.

“Non mais allô quoi?”
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Guillaume Chauvin

Everywhere in France, if you knock on a door and say 
you’re a journalist, people will consider you as a pro-

fessional liar, making money from the hardships of your 
neighbours... Indeed, even if you’re a war correspondent, 
people may think that you work from your protected 
hotel room, doing some naughty tricks to get spectac-
ular news, copying and pasting information that other 
journalists had written before you, and don’t even check 
your sources... And this only concerns war or investi-
gative journalists, the brave ones, the elite! Concerning 
all the others, most of the French people always keep in 
mind that a common journalist just got his job because of 
his father’s or friend’s help, and he doesn’t even care to 
do his job, preferring to surf on the web, stealing at the 
last moment the intern’s work, and adding his own name 
to the byline... And above all, he gets for that a very de-
scent salary and a press card that presents him lots of ad-
vantages... And the ones in France who don’t think this 
way are journalists themselves! Of course, this is quite 
exaggerated, but the golden age of French journalists, 
when they were respected, is over: all the great figures 
are stuck far in the past, and today’s situation is no more 
exemplary. Journalists don’t even know why they work, 
reduced to an auto-censored activity, later consumed by 
an audience who just wants entertainment. Most of the 
time, hot news, audience, money are the supreme rule far 
beyond ethic, and more than ever in France, the medium 
is the message. I’m even sure that very soon, when a 
journalist covers some riots and is hit by the cops, the 

crowd will help them to beat him! 
That’s for France... But my feelings there are differ-

ent, in a way, more optimistic. Of course my knowledge 
of Russian journalism and journalists is very poor, and 
even today I keep in mind phantasms of a totalitarian 
country showing TV crap, and on the other hand some 
proud soldiers of the information fighting behind enemy 
lines against the supremacist “tandemocracy” and oli-
garch lobbies, and sometimes dying for that… That’s why 
I allow myself the permission to see the situation there 
not as bad as the French one. The origin of this interpre-
tation is not my analysis of the Russian media, but the 
way the common people look at them and consider jour-
nalists, the popular belief. When for example I asked for 
information in the Russian streets, as a photojournalist, 
local people always helped me. When I wished to get an 
access somewhere, even a sensitive place, authorities al-
ways gave me the permission. Of course I’m French, and 
people there also have their own phantasms and positive 
stereotypes about my nationality. But Russian photo-
journalists told me they experienced the same “facilities” 
to work. I hope I am not mistaken, because that’s one of 
my strongest feelings here: the population keeps its faith 
in journalists. And that’s all the difference between us. 
Of course there is a price to pay. Audacity, risks… But 
these are the proofs that your work is useful, and the 
path to a society where you’re not ashamed to say: “I’m a 
journalist”. In a way, the motto of Arnold Schwarzeneg-
ger was right: “no pain, no gain”… But French journalists 
rarely speak English, as you read it…

LES MISÉRABLES
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Nastasia Anzad 
“Jersey Shore”, “Les Anges de la télé 
réalité”, “Dom-2”, “Big Brother” and 
it’s different variants all over the 
world…The last 15 years have defi-
nitely been marked by the emergence 
of reality TV and the growth of its 
success. How did it all started and 
why is it still working? 

Reality television has been a part of 
the televisual landscape for a while. 
In 1972, Americans were already 
fascinated by “An American fami-
ly” broadcast on PBS, which later 
inspired MTV to create “The real 
world”. 

We could define reality TV as 
non-fictional programmes, in which 
portrayal is presumed to present cur-
rent, historical events or circumstanc-
es. The production itself must be a 
realistic account. This definition in-
cludes lots of different programmes, 
talk shows, documentaries, real world 
events, etc. 

 Today what we most common-
ly call reality TV are shows, where 
viewers can observe the daily life of 
participants, who are generally select-
ed through a casting. The best way to 
understand the concept is by quoting 
the Real World which was created by 
MTV in 1992 and which is a pioneer 
of this kind of reality TV: “Seven 
strangers who are picked to live in a 
house, to find out what happens when 
people stop being polite and start be-
ing real”. 

Reality TV has never been more 
popular and new shows are being cre-
ated constantly. During the first sea-
son of the Russian reality TV “Behind 
the glass”, about 3000 people were 

coming every day to see the contes-
tant through a two-way window. 
“Koh Lanta”, the French version of 
“The survivor” was bringing around 
8,000, 000 viewers every week. 

Cheap and diverse
Reality TV is cheap to produce. 
There is no need for carefully con-
structed plots, so no expensive writ-
ers to pay. The contestants are usu-
ally regular people who don’t require 
big sums from the productions. For 
example, the production of an episode 
of a reality shows costs around $750, 
000 whereas the price of an episode 
of a sitcom can go up to $3, 000, 000. 
It’s no surprise that producers are 
put under the gun to produce what 
will generate profit. They are more 
willing to take risks launching new 
reality shows than new sitcoms and 
soap operas. 

Another explanation for the success 
of reality TV is the diversity of pro-
grammes. As against as a person can 
be about watching reality shows. The 
diversity makes it hard for someone 
not to find a kind of reality program 
fitting its interest, cooking, house 
building, singing, etc. 

Paradoxically, criticism takes a big 
part in the success of these reality 
shows. As the saying goes “there is no 
such thing as bad publicity”. Hearing 
bad comments about reality shows 
makes people want to watch them 
just to be able to create their own 
opinion on these shows. 

With all that said, it’s now clear 
that reality shows are on the right 
track to continue to be in our pres-
ent in the televisual landscape for a 
long time. The question now is, what 
directions are these kinds of pro-
grammes going to take? 

Why are reality shows so popular? 

Seven 
strang-

ers who are 
picked to live 

in a house, 
to find out 

what happens 
when people 

stop being 
polite and 
start being 

real
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Magdalena Kolaj
Ignored from the fashion world, fashion blogs impose them-
selves on the scene since few years. Adored by some, hated 
by others, fashion blogs don't stop to raise trough the years 
with an incredible success. 

Between 2006 and 2009, first fashion blogs were brought 
to light. Seen at the beginning as a pastime, fashion bloggers 
have the opportunity to show what they are capable. And 
it pleases.

Some people, not very well-informed, think that having a 
blog is limited to taking pictures of some nice clothes, pub-
lishing these pictures on the blog, making ads for brands and 
receiving a lot of gifts. But in fact, it's much more. 

First of all, a fashion blog is not only about clothes and 
luxury brands but can also include other fields like arts, 
literature, culture, travelling. It's a virtual space where you 
can openly express yourself about things you like and trans-
mitted to others.

Nice intermediate 
Fashion seems sometimes impenetrable to people. For luxury 
brands, it's also difficult to reach another part of the popu-
lation. Not only rich people have the right to buy expensive 
products. Troughs the years, more and more brands have 
tried to target different types of people. To be more attrac-
tive, brands use the help of fashion blogs. Fashion bloggers 
became rapidly the intermediate between the inaccessible 
world of fashion and ordinary people. Today, it is easy to 
get quick information about this world in expansion. With 

blogs, the possibility to follow the universe of a person and 
try to embellish yours is within easy reach.

We don't need them!
“Why bloggers are sitting on fashion's front row? Do we 
need the They don't give any opinions. They still talk about 
them and take pictures of their absurd clothes” reacted the 
editor of Vogue Italia, Franca Sozanni.

In their blogs, fashion bloggers say openly what they 
think. But most of the time they don't take part of issues 
and don't give their opinions. It's that mentality that more 
and more editors disapprove. 

According to Franca Sozanni, it's easy, today, to write 
about anything you want and edit it on the Internet. She 
insisted on the fact that some blogs are really well done, 
with a good content but the most important thing is to bring 
something knew in the air. 

Journalists or not?
It is difficult to define the work of bloggers. Making ads 
for brands, receive gifts and money, write without opinions 
seems weird for the journalism profession. Bloggers, often, 
don't respect the ethic that a journalist must follow. That's 
why it's hard to describe them as journalists. Of course, they 
propose a huge mass of information but not with the same 
restrictions that has a journalist. 

Blogs are seen today as a powerful media that is not ready 
to disappear. Each month, new blogs make us discover new 
atmospheres and new personalities. 

The power of Fashion Bloggers
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Vittorio Bonino

Beppe Grillo, head of the Italian po-
litical party Five Stars Movement, 

“the populist with wild hair, a booming 
voice and untucked shirts” (New York 
Times), shocked the world, thanks to 
the results of the Italian elections. For 
the first time a political party born in 
the Internet participated in an election, 
and took more than 26% of the votes. 
At the beginning, Grillo was surprised 
by the success of his party. He proved 
that this party was not only a mass 
movement. Firstly he took part in the 
elections in order to win a bet, but this 
victory turned out to be something 
bigger than just a game. What is the 
secret of such an incredible success? 
The charismatic leader of the move-
ment? The anti-particracy and ecolog-
ical ideology? The correct answer is: 
Internet. Beppe Grillo, although his 
opponents see in him a dangerous pop-

ulist who evokes memories of the fas-
cist dictator Benito Mussolini, found a 
new way to captivate the attention of 
his electorate. He used the fascinating 
world of blogs to reach a large part of 
people who were bored with the old 
way of doing politics in Italy, large-
ly young people: he created a fluid 
and unpredictable electorate at a time 
“when the nation needs a clear direc-
tion to fight its economic woes”(Bos-
ton.com). Grillo started a political blog 
in 2005, where he wrote his opinions 
about different topics and problems in 
Italy. After that he met Gianroberto 
Casaleggio, an Internet expert who sel-
dom appears in public: he’s the owner 
and founder of Casaleggio Associates, 
which enjoys a strong partnership with 
the American company Enamics, which 
is a leader in the business technolo-
gy management, and he is the found-
er (together with Grillo) of the Five 

Stars Movement (Movimento Cinque 
Stelle), political party that since 2009 

continued to acquire 

popularity and respect. 
But how? Avoiding since the begin-
ning debates and talk-shows in tele-
vision channels, Grillo decided to use 
only the Internet to spread his ideas 
and opinions. He formed his own 

The Jiminy Cricket: a brief history of 
Beppe Grillo’s Internet revolution 

Grillo tried 
to show 
himself 

like a differ-
ent kind of 

politician, 
actually 
a non-poli-

tician
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movement, and he wrote a manifesto 
stating improvement of public water, 
transportation, development, Internet 
connection and availability, the envi-
ronment, and last but not the least, 
euroscepticism. Hurling abuse from his 
blog at the political caste (La Casta) 
and talk vehemently about the Italian 
politicians (he refers to Silvio Berlus-
coni as “the psycho dwarf” and to Pier 
Luigi Bersani, the leader of the cen-
ter-left Democratic Party, as “a dead 
man walking”), he succeed to draw 
the attention not only of the Italian 
media, but also of the whole world. 
Talking with the world of the Internet, 
he tried to make a new kind of way 
to make politics. After the launch of 
the movement on 9 September 2009 at 
the Emerald Theatre in Milan, every 
other landmark decisions was taken us-
ing the blog. The World Wide Web 
audience chose its favorite candidates 
for the elections of 2010 and 2013 by 
voting on Beppe Grillo’s Blog, and the 
dismissals of members of the movement 
were always announced on the Inter-
net. Although it’s true that “Mr. Grillo 
typifies a new style of politician rising 
from the fires of the European Union’s 
long-running economic crisis and voter 

discontent in other countries, like Alex-
is Tsipras, the young upstart in Greece 
who rode an anti-austerity wave to 
head the second-largest parliamentary 
party” (The New York Times), despite 
of his political opponents and enemies 
Grillo used a different way to achieve 
his goals. Pier Luigi Bersani and Silvio 
Berlusconi by now preferred the con-
ventional systems of communication 
for their political campaign, like tele-
vision, radio, newspapers. To Italians 
this way of communication seemed old 
and stale. Grillo tried to show himself 
like a different kind of politician, actu-
ally a non-politician, and using a com-
pletely different way of communication 
he achieved his goal: to seem different 
from other politicians. Although Grillo 
is considered very far from being a fair 
leader (when someone of the move-

ment had tried to criticize his line of 
political behavior he immediately ban-
ished them vehemently), and although 
it seems that he doesn’t fully under-
stand the key role that has assumed 
within the Italian government (any 
future political order that will be de-
cided is in his hands), however “his 
biggest edge has been exploiting the 
power of the Internet and social me-
dia to get his message out. When he 
started is political blog, people logged 
in by the millions to engage in de-
bate.” (New York Times). The revolu-
tion has begun on the Шnternet, and 
now is going to end up on the books 
of Italian history.‘‘However it goes 
– wrote Italian writer and journalist 
Beppe Severgnini - and whoever wins, 
this will be remembered as the elec-
tions of Beppe Grillo.”
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Pavel Galabov

Bulgaria is a country where if you 
ask someone what minorities are 

there in your country, then in most 
cases they will get an answer - Gyp-
sies and Turks. There are very few 
people who think that there are other 
minority groups. Not as much as in 
Russia, but still have them, and they 
develop different activities to keep 
the culture. 

The Russian minority in Bulgar-
ia is not a large group of people. It 
counts about 15 thousand. But the 
Russians have many clubs and cen-
ters where they can share their in-
terests. This minority group is fully 
incorporated into the Bulgarian so-
ciety and it doesn’t have problems 
with Bulgarians.

If you think there is a Russian ra-
dio and television in Bulgaria, you 
are mistaken. In our country you can 
find a bilingual newspaper "Russia 
Today". It is a typical example of the 

media that in its 24 pages, 12 Bulgar-
ian and 12 Russian pages attempts to 
reflect the events of the past week 
to follow politics and economics in 
Russia and in former Soviet repub-
lics. The media outlet tries to pay 
more attention and space to culture, 
history, military affairs, and religion.

You might ask yourself how the 
editors manage to fit so many differ-
ent topics in only 24 pages. But they 
really do it with great professinalism. 
I do not know where in the world 
you are reading this article, but for 
me like a Bulgarian, it is quite inter-
esting because many of the Bulgarian 
newspapers are filled with idiocy, not 
good for reading. The answer is yes, 
they managed just a single page asso-
ciated with the secular news.

The media outlet was established 
in 1997. For its 10th anniversary in 
2007, the newspaper issued a short 
book entitled "10 years later". Inside 
one can find most interesting analy-

sis of the authors of the paper. The 
former President of Bulgaria Geor-
gy Parvanov, sent a special letter of 
thanks to the owner of the media and 
called them a "bridge" between Bul-
garia and Russia.

Like many Russian media, it gives a 
pro-Putin perspective. As we learned 
from our course at Moscow Univer-
sity related to Russian media, it is 
not unusual for the Russian media, 
which are close to the government. 
The problem of freedom. The limits 
the government poses represent, to 
my mind, the limitation of the stereo-
types present in the Western media. 

What is the Russian-language 
newspaper for the Russians in Bul-
garia?

The newspaper gives you a chance 
to take a glimpse at your own coun-
try, while you are abroad. It gives in-
formation about the upcoming events 
held at the Russian Cultural Centre 
in Sofia. Some of the pages provide 
analysis related to the foreign policy 
of the former Soviet republics. How-
ever, there is one condition - you 
must speak Bulgarian, as the newspa-
per is not only for Russians, but for 
Bulgarians as well. The paper teaches 
that to live well in a foreign country 
you have to respect it and try to be 
part of it, though being a foreigner.

“Russia today” in Bulgaria
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Simona Raisyte 

Lithuanian Internet is just over 20 years, despite the 
youngish age of this country, it is perhaps the best 

developed compared to the rest of the world. 
In the past few years Lithuanian television has lost a 

part of its audience (and whatever efforts it puts now, to 
get back youngster in front of the screens – they seem 
to be useless), while the amazingly increasing growth of 
Internet plays absolutely impressive part in Lithuanians’ 
lives. And this growth leaves the unforgettable impres-
sion in the memories about Lithuania among others – 
and in this case – the talk is not about how beautiful, 
attractive or undiscovered this country is, but about how 
foreigners are impressed by the usage of Internet there.   

Get ready to be highly impressed
“I did not know a lot about this country before, especial-
ly about the possibilities to connect to the Internet. But 
to be honest, I can say that after two days and nights 
spent in Vilnius, I realized – we were using Internet 
all day long. Why? Because it was everywhere,” says 
24-year-old Pavel from Moscow, who visited Lithuania 
a few months ago. Youngsters (to clarify – they are not 
only the ones to notice) believe, that Internet in Lithu-
ania is everywhere: starting with supermarkets, shopping 
molls, main squares and ending with connecting to the 
World at night time – basically all of the bars, pubs 
and coffee houses provide you free Internet connection. 
“You do not need to search for the Internet in Vilnius, 
it seems – that Internet is searching for you” – says 
32-year-old Marija, businesswoman from Austria, which 
has been living in Lithuanian for 2 years. To put it short-
ly, Lithuanian is the leading Internet country not only 
in the Baltics. Impressive worldwide rankings have been 
reached so far. 

Officially No 1
Remembering that Internet in this country is compara-
bly young, already in rankings of 2011 it hit the world 
records and was awarded as the country with the fastest 
Internet in the world. While talking about delivering 
high speed Internet to consumer we never forget the 
USA or the UK, at that point, Lithuania stepped forward 
in the No 1 spot, with a speed of 31.89 mbps, an awe-
some 99.6 per cent of the figure advertised (Net Index, 
Ookla, 2011). It also proves the fact, why the spreading 
of Internet spots is surprising locals and foreigners com-

paring with other countries, especially in Eastern Eu-
ropean. In 2013 in the Global Information Technology 
Report of The World Economic Forum Lithuanian name 
has shined once again – in term of individual indica-
tors, Lithuania scores high in “mobile network coverage” 
(shares 1st place with several other countries) and “adult 
literacy” (6th in the world with a 99.7 percent literacy 
rate) (WEF, 2013, April). So opinions of foreigners are 
not only the good feedbacks of Lithuanian image as a 
country with high developed Internet sector, but this 
data also proves the fact of high Internet literacy, that is 
felt even in the smallest Lithuanian villages.  

To sum up, there is a pure statement why Lithuania is 
proud of its societies’ Internet literacy, why Lithuanians 
are already used to have not only the connection to the 
Internet in every step they make, but also they cannot 
imagine daily life without really fast Internet or why 
the development of Internet supports the positive image 
creation of the country. And a widely discussed question 
comes – does (and how) it influence the transformation 
of Media? It does. And a lot. But – how? Let it inspire 
you think! 

Lithuanians beating 
the worldwide 

Internet ranking
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Alix D’Hautefeuille 
In the subtitle of the blog Face Hunter (facehunter.blog-
spot.com), street style is defined as “eye candy for the 
style hungry”. Such an expression can help understand 
the point of street style photography and the success it 
has had for the last few years. Why are these pictures can-
dies for fashion lovers? First of all because they convey a 
certain taste, but also because they are not too serious as 
traditional fashion photography can be. Eventually, since 
they are shot from life and are not the result of a long 
artistic reflection, you can have plenty one after the other 
without feeling like it is too much. In other words, street 
style photography offers a simple and inspiring access to 
fashion. That is certainly the reason why this trend has 
had such a great impact on fashion magazines and on the 
fashion sphere at large during the last few years. 

Despite the recent success of street style, it is not new 
that people should find that fashion as is it worn by real 
people in the street is inspiring. In France, in the early 
20th Century, the Seeberger brothers went to the races 
to immortalize the most elegant women of their time and 
sold what was then considered as “fashion reportages” to 
fashion magazines. But it is with the rise of 2.0 Internet 
and the popularization of blogging in the 2000’s, that the 
phenomenon imposed itself as a real trend. Through their 
blogs, photographers were given the chance to share their 
passion for street pictures and their vision of fashion with 
a global public in a simple click. Street style was immedi-
ately perceived as an interesting and democratic approach 
of fashion, as well as a way to stay tuned to the main 
trends around the globe: it thus started to become more 
and more popular on the Internet. 

Street style photography: 
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from a hobby to a journalistic trend
Today, street style blogs have become an institution 

in the sphere of fashion. The best example of this is 
Scott Schumann, one of the pioneers of street style 
blogging. His blog, The Sartorialist – www.thesartori-
alist.com -, receives about two million unique visitors 
a month. He already published two books, and he even 
won a CFDA award – the equivalent of Oscars for 
fashion - in the Media category in 2012. Other famous 
photographers such as Jak and Jil – jakandjil.com –
Stockholm Streetstyle – carolinesmode.com/stockhol-
mstreetstyle – and Face Hunter can be mentioned as 
today’s most influential street style artists.

As a consequence, the press seems to have integrated 
the main principle of that photographic trend. Many 
fashion and lifestyle magazines such as Elle, Glamour 
or Vogue have a special “street style” or “look book” 

page and sometimes organize contests during which the 
readers can post their own pictures. The influence of 
street style on fashion editors is also obvious, and many 
series deliberately hint to the most archetypal shots of 
street style photography, showing busy looking wom-
en hurrying on crossroads, or details of hands covered 
with jewels and holding a statement clutch.

Could street style represent a threat for artis-
tic fashion photography and fashion spreads as we 
know them? Not necessarily; if fashion lovers find 
an interest in real life situations presented by these 
picture, for many people fashion remains a way of 
sublimating the everyday life, and we can assume 
that pictures which present outfits in a more so-
phisticated and artistic way will always find their 
audience. 
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Olympic games always represent a huge media event, which 

draws the attention of leading media outlets. The upcom-
ing Sochi games are not an exception. Below you can find an 
infographic material, which shows what facilities the agency RIA 
novosty will use to cover the big event. 

All eyes 
on the game 

Ria.ru
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Jessica Jacobs

Journalists make a really important part of the whole 
Olympic Games experience. Even though sport re-

sults will appear on social media networks even before 
journalists can publish their articles. A lot of different 
journalistic skills are needed for this kind of reporting 
to give an added value for readers. We are interested in 
which Flemish media will send their correspondents to 
Russia for this reporting that could bring positive media 
attention for Russia.

Belgium is a rather small country with three official 
languages. Only seven and a half million people live in 
the Flemish speaking part of the country. Because of this 
small population and the rather low interest in Russian 
language and culture, there are no permanent Flemish 
correspondent in Russia at the moment. 

So whom will Flemish media send to the Russian Win-
ter Games in 2014? “We will send Maarten Vangramber-
en en Ruben Van Gucht to Moscow”, says the national 
public-service broadcaster VRT. These two men are both 
sports journalists with no particular knowledge of Rus-
sian language or culture. Sporza, a part of VRT that is 
totally dedicated to sports, has send Maarten Vangram-
beren to Sochi a year before the start of the Olympic 
Games.

The commercial television stations VIER and VIJFtv, 
both part of the SBS Belgium group, said that “at the 
moment we have no plans on bringing news or topi-
cal programmes about this subject. Of course, this could 
change very fast, but for now there is no need for us to 
have correspondents in Sochi or make preparations for 
covering the Winter Games.”

This probably shows best the rather low interest in 
Flanders for what is happening in Russia. Maybe it is 
partly because of the economical crisis and savings in 
the media. No extra money will be spent on journal-
ists who cover Russia during the preparations for the 
Olympic Games. However, as we have seen with the 
Boston bombings, it is often hard to write about Rus-

sia when you don't understand its culture and conflicts. 
“Some journalists referred to the Chechen brothers as 
Russians. When someone writes about Russia, he should 
understand the sensitivity of this subject”, says Diana 
Kulchitskaya from Moscow State University.

Dutch reporters
The ties between Russia and the Netherlands are closer 
than those between Russia and Belgium. There are a 
couple of Dutch reporters living in Russia. Floris Ak-
kerman only last week stopped his correspondentship in 
Moscow. “I am in Kiev at the moment, on my way to 
the Netherlands. My next journalistic goal is to write as 
a correspondent for the former Soviet Union countries.”

Another Dutch freelance journalist, Jerke Verschoor, 
works for a company in Russia and sometimes writes 
articles about Russia. “It would certainly be interesting 
for the Flemish media to have a correspondent at the 
Olympic Games in Sochi who knows something more 
about the Russian culture. A sports journalist could 
write about the sports results, and another journalist 
with more knowledge of Russian culture and language 
could accompany him to make nice background stories.” 

Dutch speaking  
 journalists 
at Sochi 2014

Flemish journalist Maarten Vangramberen went to Sochi to take a look at the preparations to the Olympic Games
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