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Elena L. Vartanova 

INTERPRETING MASS MEDIA AND JOURNALISM 
IN CONTEMPORARY SOCIETY

The Moscow school of media theory, which emerged at the Faculty 

of Journalism of Moscow State University, has long considered journal-

ism and mass media to be close and interchangeable terms, almost syn-

onyms. Researchers suggested that journalism is a professional creative 

activity, a kind of social activity and a distinct social system all rolled 

into one. However, the author of this article, who has focused on the 

evolution of the theoretical conceptions about the essence of “journal-

ism” and “mass media” in the context of the Russian research tradition, 

transformation processes in the industry itself and within the framework 

of world tendencies, believes that the last characteristic applies not so 

much to journalism as to mass media.

Key words: mass media, journalism, media text, theory of mass me-

dia, theory of journalism.

Today, we are becoming increasingly aware of the fact that mass me-

dia do not simply influence individuals’ knowledge of the ongoing events. 

In fact, there is plenty of evidence that mass media play a special part 

in shaping public consciousness, the system of collective and individual 

values, social and personal practices as well as in the functioning of social 

institutions. Yet it sometimes happens that when we pose questions we 

are unable to find answers to them because of terminological ambiguity 

and transformation of formerly precise notions, which, with the devel-

opment of the media system, have acquired new characteristics.

This is why it is essential to outline some vitally important points 

of change in the theoretical conceptions about journalism and mass 

media.
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Synonyms or different concepts? 

The Moscow school of media theory, which emerged at the Faculty 

of Journalism of Moscow State University, has long considered jour-

nalism and mass media to be close and interchangeable terms, almost 

synonyms1. Researchers argued that journalism is a professional creative 

activity, a kind of social activity and a distinct social system all rolled 

into one. But we believe that the last characteristic applies not so much 

to journalism as to mass media, which, in addition, constitute a self-

sufficient economic system.

This approach was based on the assumption that during XX century 

journalism has ceased to be the only profession supplying content for 

mass media. It is hard to disagree that journalism preserves its charac-

teristics and engages in professional activities, which implies that it per-

forms its duties, realizes its creative potential and remains socially active. 

Different scholars, however, are not unanimous about this last point. 

While adherents of the libertarian conception, based on the freedom of 

speech philosophy, maintain that the journalist must report facts as they 

are, in an unbiased manner2, for adherents of the conception of social 

responsibility it is active social position that is absolutely essential for 

professionalism.

Nevertheless, in both cases it is recognized that a certain social posi-

tion does influence the approach to the creation of a journalistic text. But 

whatever the viewpoint, none of them takes into account the systemic 

and purposeful activities of media companies engaged in producing a 

complex of media texts, in lending these texts an accomplished media 

form and in their further distribution. 

It seems reasonable to distinguish between the concepts of “mass 

media” and “journalism” in terms of the sphere of functioning and in 

terms of their nature. Journalism has been and still is an applied profes-

sion. The journalist’s task is evident: to find a event and report the news 

in the format required by a particular media outlet. This is the end of his 

task. Building this piece of news into a wider information context creat-



9

ing agenda and getting it across to the audience remains the responsibil-

ity of an editorial board, a media organization, a mass media channel.

Table 1. 

The Essence of journalism and mass media

The essence of journalism The essence of mass media

Producing information content 

(a journalistic text), characterized 

by the features of both creative 

and industrial production 

 An industry in charge of 

producing, packaging and 

distributing media texts 

of all types

 

After many years, during which mass media and journalism have 

been viewed instrumentally, apart from society’s demands and in direct 

dependence on the ruling elite, Russian media studies are beginning to 

realize that Russian mass media and journalism as a whole comply with 

the world practice. They do have their hallmarks but at the same time 

they develop in accordance with certain universal laws, and this is why 

Russian media reality should be viewed in the context of global paradigms 

and theories of mass media, while mass media themselves and Russian 

journalism – as indispensable components of the global information 

sphere. Articulating the universals of modern mass media, it might be 

concluded: journalism is a profession and a kind of creative activity serv-

ing as a basis for a particular social system which is at the same time a 

powerful modern industry, i.e. mass media. 

One without the other? Journalism underlying mass media

The concept of “mass media” encompasses the social institute and 

industry, the system of content production, from creation to packag-

ing, and partly organization of distribution channels. Mass media and 

the distribution systems are still separated from each other, a situation 
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which echoes the pre-convergent epoch of disconnection between the 

media industry, telecoms and post offices. However, the process of mass 

media convergence is becoming increasingly evident, and this process 

implies integration of media channels, media platforms and kinds of 

media content. Thus, cable operators, typical representatives of tele-

com in XX century, in recent decades have become full-fledged members 

of the media industry. The same is currently true of mobile telephony 

operators. 

A high level of industrialization has always been characteris-

tic of the media industry, and this fact is responsible for the use of the 

word “mass” in the term “mass media”. The word “mass” applies to 

both the amount of generated product, i.e. content, and the scale of 

its distribution, i.e. consumption. The term “industry”, suggested by 

T. Adorno and M. Horkheimer as far back as in 1940s, implies not only 

industrial production and “product” distribution but also its commer-

cialization, the use of the intellectual product, with a high degree of cre-

ative contribution, for making ultimate profits in the process of market 

exchange3. 

Being an essential sector in the labor market in the media industry, 

journalists create content. However, it would be wrong to assume that all 

mass media content is created by journalists. Advertisements found in 

any mass medium, feature films, television serials and musical records 

underlying programming for most radio stations all make a contribution. 

Within the unlimited concept of a “media text”, journalistic texts coexist 

with advertising texts, scripts, artistic photography and the like, this is 

why the term “journalistic text” suggested by Galina Lazutina appears 

to be quite correct. Undoubtedly, journalism remains a creative profes-

sion but it is progressively characterized by a contradiction between the 

creative nature of work and the high level of commercialization, indus-

trialization and standardization, which, paradoxically enough, increase 

under the influence of new technologies and the process of convergence. 

(See the figure below)



11

Figure 1. 

Journalism in Mass Media Environment 

 

                            

 
 News & Data    
(Journalism)  

 
     Mass Culture 

 
Advertising 

 
  Movies  

 
     Music 

 
 PR texts 

Figure 1 illustrates that today not only journalists are engaged in pro-

ducing content, media texts. Suppose we ask: what is the part journal-

istic texts play on Russian television currently? The answer is obvious: 

it is quite insignificant. News, documentaries, analytical programs do 

not prevail either on Russian federal channels or foreign national ones, 

even if it is a case of public broadcasters. In view of this situation, the 

introduction of entertainment elements into traditional journalistic texts 

has been evident: information intermingles with entertainment resulting 

in infotainment, documentary films are interwoven with drama bringing 

forth docudrama, the genre of political talk show transforms into enter-

tainment and drama talk shows. No less evident are the current changes 

on radio, particularly musical stations, where journalists, producers of 

journalistic texts, are few and far between.

Analyzing the current situation with journalistic texts and the content 

produced by journalists in mass media, we understand that they must be 

built into a wider context of the area of content/information production. 

Drawing on the industrial approach to mass media, we suggest consider-

ing mass media themselves as part of the emerging cluster of content (or 
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content production) industries, wherein journalists only partly perform 

the functions of creating, processing, distributing and storing informa-

tion4. It should be noted, however, that the concept of content industry 

partly contradicts modern interpretations of the media industry, which 

increasingly take into account the current process of convergence oc-

curring in industries and in mass media themselves, whereby integration 

encompasses content and its distribution channels, production of texts 

and technological platforms for their reproduction5. 

A modern book, the oldest medium of information, is a illustrative 

example. The question of whether a book is part of mass media has in-

creasingly intrigued researchers over recent years. From the traditional 

point of view, the answer is an emphatic “No”, especially if we take into 

account the factor of periodicity, crucial for mass media outlets. How-

ever, the idea of content industry suggests that a book is a text, which, 

along with other texts, competes for the audience’s (consumers’) time 

and attention. Moreover, the digital content of a book does not differ 

from other digital texts. It is possible that the functions performed by 

journalistic texts are different from those performed by non-journalistic 

texts. But within the frames of the industrial approach there are numer-

ous intersections and overlaps. Among them are: a possibility to orga-

nize leisure time, competition for the audience, an identical digital form. 

Hence, a modern book (and also its electronic version) is undoubtedly 

becoming part of the mass media industry.

Despite the above mentioned contradictions, today’s mass media in-

clude a huge volume of journalistic texts. Analysis shows that the histori-

cally “older” and technologically more traditional the mass medium is, 

the more content produced by journalists it includes. The oldest mass 

medium of today is a newspaper. A hand-written newspaper can by no 

means be regarded as a newspaper in the modern sense, although it laid 

the foundations and formed our conception of the periodical press. But 

Roman tabuli or Chinese handwritten bills still lacked an essential el-

ement, namely mechanical reproduction of large texts, which became 

possible with the invention of the printing press. Those were editions of 
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one or a few copies. It was not until the printing press was invented that 

newspapers turned into a mass medium because the original copy, creat-

ed by journalists and other editorial staff, was now reproduced on the in-

dustrial scale for further distribution. This invention laid the foundation 

for another sector of economy – the printing industry. Postal service also 

contributed to information production by distributing print periodicals.

Newspapers were totally made by journalists or people directly relat-

ed to journalism, even in the case of French newspapers of XIX century, 

whose lower parts contained texts of Alexandre Dumas’ novels. It is well 

known that co-operation with the mass newspaper Le Siecle became a 

good way of making money for the writer: love for long dialogues consist-

ing of short phrases, a hallmark of Dumas Father’s novels, was accounted 

for by the terms of payment, namely lineage. The newspaper exploited 

A. Dumas both as a content producer and as a writer whose name was in 

lights and attracted readers, a fact which laid the foundation for its early 

marketing strategies6.

The arrival of advertising was imminent for mass media. Advertis-

ing established the only business model that enabled mass media to be 

relatively independent. The fact is that in response to targeted financing 

by the state, political parties, the church or any other social institutions 

mass media have to complete a particular order. In the context of the 

advertising industry, however, despite possible negative consequences of 

dependence on advertising, newspapers, magazines, radio and television 

can achieve relative autonomy. On the other hand, in many countries, 

including Russia, mass media independence is a matter of political cul-

ture of the political and financial elite and the presence of enlightened 

civil society.

The development of radio, cinema and television, which laid the 

foundation for audio- and visual mass media, shifted the balance by es-

tablishing prerequisites for the media industry becoming the entertain-

ment industry. It is a fact that most viewers turn on their TV sets just to 

spend their free time, with the exception of those professionals for whom 

life without an incessant flow of television news is simply unthinkable. 
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Most viewers in Russia, the USA, Western Europe and Asia watch TV to 

have a rest after a working day, relax and enjoy themselves. This is why 

over recent decades television programming strategies have come to in-

clude many films, serials, animated cartoons, panel games and quizzes 

and musical concerts, i.e. content that is not created by journalists.

But even in the case of seemingly journalistic programs, journalism 

is not always there. Thus, the advertising volume on Russian television is 

strictly regulated by the Law on Advertising, which restricts the duration 

of commercials. However, Russian TV is so attractive to advertisers that 

many programs carry implicit advertising in the form of product place-

ment – advertising integration into journalistic texts. As a result, viewers 

are offered hosts of life-style programs about cuisine, repairs, interior 

design “spiced” with advertised food products, home decoration materi-

als, furniture… Is it journalism or not?

Journalism as part of the system of creative professions

In Russia, journalism grew out of literature, of large-volume mag-

azines, of the cumulative literary and cultural process of XIX century, 

which shaped the moral, publicistic and educational fundamental prin-

ciples of journalism but disregarded, for many decades, the aspects re-

lated to news and reporting. 

Unlike literature, however, journalism reports and analyses real facts. 

Notably, analysis is applicable to both journalistic and literary texts. When 

we read L. Tolstoy, we appreciate his analysis based on perfect knowledge 

of life. But in the text of “Anna Karenina, for example, we find fictional 

characters, fictional facts and the fictional world, so the analysis made 

in a literary work differs from journalistic analysis. Journalism is always 

based on a real fact, journalistic analysis is an investigation of reality. This 

is where the dividing line between journalistic and non-journalistic cre-

ative work is. Svetlana Sorokina’s political talk shows and Dmitry Nagi-
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yev’s talk show “Windows” are absolutely different types of program. The 

former was based on real facts while the latter was based on fiction. There 

is nothing wrong about fiction as it is, it is “raw material” for literature, 

but journalists work with “raw material” of a different kind. Their “raw 

material” is real life, therefore journalism should be viewed as texts based 

on facts and comprehension of reality.

Reality is diverse and complicated, however, it consists of numerous 

facts, related or unrelated to each other. For journalism it is not only the 

choice of a single fact that matters but its correlation with other facts, 

causes and results, its background and prospects for its future develop-

ment. This is why journalists do take into account a wide social context 

even when they report one event.

There is no doubt that journalism is a profession similar to literary 

work, kind of philological field, but today it is no longer possible to un-

derstand it only within the frames of classical philology. The contempo-

rary political process, elections at all levels can hardly be realized without 

journalism. Thus, here we are faced with the issue of journalism effects, 

which are part of the profession. But effects belong to the realm of so-

cial psychology, sociology and social anthropology. Journalism, as well 

as mass media system as a whole, also determines certain societal phe-

nomena: education, socialization, shaping national identity and integra-

tion of individuals into social life. Moreover, the functioning of a market 

economy is impossible without journalism because it is journalism that 

creates and organizes news flows both for the business infrastructure and 

for consumers. 

If we consider journalism only as a philological discipline, as “ars 

gratia artis”, i.e. as texts generated to realize journalists’ creative poten-

tial, we impoverish this socially significant profession. Journalism, which 

is today an indispensable part of the system of creative specialties and 

creative industries7, should be seen through the prism of the effects it 

makes (or does not make) on society and individuals. This is because 

the task of journalism is to simultaneously satisfy individual, group and 

social news/information needs.
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Information needs of a modern man and of a modern society are an 

objective reality, and without taking this fact into consideration it is no 

longer possible to understand either the functioning of political institu-

tions or the existence of individual members of society. This is why it is 

appropriate to speak about the emergence of a “media human”. Previ-

ously, researchers coined the terms a “social human” (homo socialis) 

and an “economic human” (homo economicus) relating man’s main 

qualities and the peculiarities of his physical and intellectual activity to 

the dominant influence of this or that societal stratum8. The analysis of 

modern practices allows us to conclude that a “media human” has ap-

peared because it is mass media that influence the process of making de-

cisions by most people as well as people’s very existence. Moreover, the 

more tangible the results of the digital revolution are the more evident is 

man’s dependence on the media environment. Mass media today are so 

different and diversified because a “media human”, with his information 

needs, must be attended in a variety of ways. Consequently, journalists 

have to complete all kinds of orders, namely orders for information, rec-

reation, integration and mobilization. But the more universally journal-

ism and mass media attend to the audience’s information interests the 

closer is modern man, who is offered this attendance, to a “media hu-

man”. 

Journalism as a social institution

Journalism satisfies information needs of both individuals and soci-

ety as a whole. The basic information needs of society could be divided 

into several groups. 

First of all, society needs information for proper functioning of the 

political sphere. We have here two groups of interests. On the one hand, 

we have politicians, who need to contest elections organizing the political 

process. Whether politicians’ aims are to support and develop democracy 

or to be re-elected for mere satisfaction of their own ambitions, demo-
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cratic elections are absolutely essential. Today it is equally impossible to 

inform the citizenry and shape the voters’ attitude without mass media. 

Thus, mass media participation in organizing the political process is the 

response of journalism to one of societal demands.

It is extremely doubtful whether Barack Obama could have been 

elected in the absence of mass media and the Internet. The circumstanc-

es of his election in 2008 indicate that it is hard to overestimate the role 

of mass media in politics. The relationship was discovered during John 

Kennedy’s election in 1960. The television debates, organized for a pres-

idential candidate for the first time, were so impressive and the young 

candidate was so captivating that the results of the election were prede-

termined. The first election in the history of the USA wherein television 

played a strategic part became the starting point for further conceptual-

ization of the role of mass media. This statement has been proved by all 

elections in modern Russia after 1991. 

The situation with Barack Obama’s election also resembled that of 

1960, the difference being that in the context of the digital revolution it was 

the Internet which contributed mostly to his media promotion. Through 

the global Network the candidate communicated with his electorate, in-

formed the public about his program and raised money. Researchers main-

tain that the new media are an important instrument in achieving success. 

Mass media contribute to the political process not only in politi-

cians’ interests but also (ideally) in voters’ interests. Without journalists’ 

help, voters are unable to get an idea of political developments and the 

possible forms of civil participation. Public opinion polls indicate that 

the newspaper audience is always more active both at the elections and 

in their local communities. Frequent internet users are often politically 

competent and socially active. Mass media take part in any significant 

social action you care to mention. Remember the St. George Ribbon: 

five years ago several activists distributed the ribbons of their own accord 

and wrote about it on the Internet; in time, the initiative evolved into a 

government-supported national campaign. Few people realize that such 

initiatives are capable of changing the political climate in society. It is a 



18

fact that not only journalism but mass media as a whole are becoming a 

vitally important element in the political process.

Secondly, despite the fact that Russian society’s economic needs are 

not fully satisfied by means of mass media, on the world scale exam-

ples abound. Our new, post-totalitarian economy is still inferior to that 

of Western countries. However, every investor and every private minor-

ity shareholder in Russia is dependent on the economic print press or 

economy sections in newspapers. Advertising meets many consumers’ 

pragmatic demand, because it answers very important questions: what is 

sold, where it is sold and where it is sold cheaper. People read advertise-

ments because they provide necessary information. 

It is another matter that unprofessional advertising is becoming its 

own enemy and it is no longer read. But people do care about cheap 

purchases. Worldwide, people attend sales having coupons they cut out 

of newspapers and magazines enabling them to buy more cheaply and 

in addition get a discount. From the viewpoint of the customer, there is 

a point in advertising as it fosters his economic competence and forms 

his consuming habits. But advertising has a wider meaning: it serves the 

market. No market economy based on consuming behavior will function 

unless consumers buy goods and services, unless they consume. But for 

demand and supply to meet one another, an information field is needed. 

In a market economy, such an information field is mass media. 

Commercial advertising of modern type appeared in newspapers in 

the late XVIII century and since then has become an indispensable part 

of mass media9. Previously, advertising was confined to quality newspa-

pers because only well-to-do people could afford to consume. Thus, un-

til the early XX century, the first page of the British newspaper The Times 

entirely consisted of advertisements. Later on, The Times discontinued 

the practice but the fact is that for two centuries advertisements have re-

minded readers that this quality newspaper has not been published with 

the Monarch’s money or politicians’ money but with advertisers’ money, 

which means that it has been less dependent on a particular person and 

more on market conjuncture.
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Thirdly, journalism as a social institution satisfies society’s cultural 

needs. Let us consider the most obvious aspect of the problem. What do 

Muscovites and residents of the Far East have in common except for citi-

zenship? What enables us to feel that we are compatriots? First and fore-

most, it is the Russian language. That very language, common to all of us, 

understandable by everyone, which “dwells” in mass media, namely in 

federal news, entertainment TV shows, on the pages of large-circulation 

“yellow” newspapers and in mass culture products distributed through 

mass media channels. It is through the Russian language and mass media 

that we have been shaping, over recent years, a common culture, forming 

common values, common idols, heroes and anti-heroes.

And lastly, mass media satisfy needs of nation states for identity devel-

opment and societal integration. Everywhere in the world mass media have 

always been a kind of a tool facilitating the formation of nations and ensuring 

their existence. The Russian state found itself in a better position because 

after 1991, when it started to emerge, almost all citizens had access to televi-

sion. The role of mass media in forming collective values and identity devel-

opment understood and appreciated by researchers was also appreciated by 

politicians, who, exerting direct pressure on content production, failed to 

make use of TV potential for constructing new Russian identity.

At the same time, Russian mass media when meeting public demand 

are capable of performing these functions without being pressured from 

“above”. The iconic film of 1990 “Brother-2” and its main character be-

came, after the film was shown by all federal channels, not only a mass cul-

ture phenomenon but also a form of the nation’s awareness of its heroes/

anti-heroes, which played a more important part in shaping Russians’ 

general notion of contemporary times than all the preceding appeals from 

“above”. This fact confirms the truth universally acknowledged in media 

research: in all countries of the world the nation states have one effective 

tool for developing national identity, namely federal television channels10. 

It is not surprising, therefore, that the state exercises special control 

over television in all countries of the world. The European regulation 

model is based on evident legislative support rendered by public broad-
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casters. In many countries of Western Europe, public broadcasting, in 

between the early 1950s, when it was established, and the 1980s, when 

liberalization began, monopolized the area. Many researchers attribute 

this fact to the governments’ determination to protect national cultural 

identity from the expansion of American mass culture11. 

The USA opted for a different path: in this country foreign ownership 

in television is banned, so a foreign citizen cannot own a national televi-

sion network. R. Murdock, a powerful and prosperous media tycoon, had to 

become naturalized in the USA in order to buy the TV network Fox. All this 

indicates that television has always been in the focus of state’s attention. And 

even today when the EU, the USA and Russia are planning to go digital in 

the nearest future it is the state that takes upon itself the organization of this 

process. Along with this, each country preserves its own political culture, its 

political and cultural traditions. One of the most intriguing manifestations is 

a purely American system of Hollywood’s collective values. An interesting 

question is in what way Hollywood, a commercial structure oriented toward 

entertainment, not politics, was able to become so deeply integrated into 

American way of life without experiencing any pressure from “above”.

To conclude the analysis of some aspects of today’s correlation be-

tween the concepts of “mass media” and “journalism”, one must admit: 

the above statements may fail to be unambiguous, well-argued and well-

timed. But one thing is evident: it is not only mass media that undergo 

change. Journalism – whatever meaning the term has for us – will never 

remain in place. There are no doubts about its development/evolution/ 

transformation. Nor are there doubts that it is time to conceptualize this 

process, in the first place, from the theoretical point of view. 

***
1 Prokhorov E. “Vvedenye v teoriyu zhurnalistiky” (An Introduc-

tion to the Theory of Journalism). M.,2009. Lazutina G. “Osnovy 

tvortcheskoy deyatelnosty zhurnalista” (The Basics of the Journalist’s 

Creative Activity). M., 2007.



2 Being in fact paradigmatic this viewpoint can be found in a great 

number of works. See, for example, the fundamental work: Siebert F., 

Schramm W., Peterson T. Four Theories of the Press. Chicago, 1956.
3 Horkheimer M., Adorno T. Dialectic of Enlightenment: Philo-

sophical Fragments. New York, 1944.
4 For further details see: Vartanova E. “Mediaekonomika zarubezh-

nikh stran” (Media Economics of Foreign Countries). Chapter 1. M., 

2003.
5 Vartanova E. “Mediaindustriya y konverghentsya” (The Media In-

dustry and Convergence) // Lukina M. (Internet-SMI: teoriya y prak-

tika” (Internet Mass Media: Theory and Practice). M., 2010.
6 Salamon L.”Vseobschaya istorya pressy” (The World History of 

Press). M., 2004.
7 Florida R. The Rise of the Creative Class: And How It’s Trans-

forming Work, Leisure, Community and Everyday Life. New York: Per-

seus Book Group, 2002.
8 Moles A. Sociodynamique de la culture. Paris, 1967.
9 Shchepilova G. “Reklama v ekonomicheskoy structure SMI” (Ad-

vertising in Mass Media Economic Structure). M., 2006.
10 Vartanova E. “Severnaya model v kontse stoletiya” (The Nordic 

Model at the End of the Century. The Print Press, TV and Radio Be-

tween Governmental and Market Regulation). M., 1997.
11 De Bens E. Television Programming: More Diversity, More Con-

vergence // Brants K., Hermes J. (eds.). The Media in Question. Popu-

lar Cultures and Public Interests. London, 1997.



22

Galina G. Schepilova

ADVERTISING IN THE MASS MEDIA: 
PRINCIPLES OF CLASSIFICATION

The article considers principles involved in the classification of ad-

vertising. The classification is based on a number of criteria according 

to which advertising is divided into kinds, types, forms and genres. Mass 

media advertising as a whole is viewed as a kind which is further trans-

formed into types of advertising on the basis of distribution channels: 

newspapers, magazines, radio and television. Certain forms of adverti-

sing and their genre distinctions are isolated for each channel. 

Key words: advertising, classification, mass media, form, genre.

General criteria for classification 

Hardly anyone who writes about advertising has resisted the tempta-

tion to sort out classification parameters and elicit a structural matrix. 

Many researchers, however, disagree about the classification concepts. 

A survey of relevant literature has provided a wide spectrum of classi-

fication approaches, many of which are inconsistent or lump together 

diverse levels.

Here are some examples. C. Bovee and W. Arens distinguish several 

kinds of advertising: advertising to various target audiences, direct and 

indirect advertising, advertising to different coverage areas, advertising 

for different distribution channels, commercial and non-profit advertis-

ing, product and non-product advertising1. W. Wells, Dzh. Bernet and 

S. Moriarti isolate the following types of advertising: trademark advertis-

ing, retail trade advertising, political advertising, reference advertising, 

feedback advertising, business advertising, institutional advertising and 

social advertising2. A. Mudrov focuses on such a classification criterion 
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as “generally accepted norms” and speaks about private, unethical and 

misleading advertising referring to these groups as types of advertising3. 

Among other approaches to classification even more extravagant ones 

can be found. One of the websites suggests a division of advertising into 

“good” and “bad”.4 As can be seen from the above examples, none of 

the authors observes principles of classification. In addition, there is no 

clarity about the words “kind” and “type”, which are often used inter-

changeably.

The scientific substantiation of the classification of advertising im-

plies a division of advertising and the area of advertising activities into 

particular groups with certain attributes through the use of the principles 

of taxonomy. Taxonomy (from the Greek roots “taxis” – arrangement in 

an ordered manner and “nomos” – law) is a theory of classification and 

systematization, i.e. an arrangement of classified elements in a certain 

systematized sequence.

Before we discuss the grounds for classification, it is important to 

note that there is advertising as a process and advertising as a product. 

Talking about the process, we focus on the interaction of all the partici-

pants and distinguish the role functions of advertising. Talking about the 

product, we intend to define the major classification criteria and distin-

guish, in accordance with them, four groups: 

classification based on the purpose of advertising• 

classification based on the means of distribution• 

classification according to the geography of distribution• 

classification according to the target audience• 

Within the frames of each classification group, kinds of advertising 

are distinguished. The word “kind” is understood here in the way it is 

defined in the Brockhaus and Efron dictionary: “Kind 1) logic In logic, 

it is a notion subordinated to another, more general one; its volume is 

part of the volume of the more general notion”5. Then “mass media 

advertising” is a sub-notion (kind), whereas “advertising” is a generic 

term. These two notions are relative: any given concept in relation to a 

concept with a smaller volume is a generic term but in relation to one 
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with a larger volume is a sub-notion (kind); thus, “advertising” is a ge-

neric term with regard to the concept of “mass media advertizing” but 

a sub-notion (kind) with regard to the concept of “marketing commu-

nications”.

1. Classification based on the purpose of advertising
According to this criterion, advertising is divided into three major 

kinds: commercial, social and political advertising.

Commercial advertising is intended to pass on commercial informa-

tion from the advertiser to the consumer in order to increase sales and 

make a profit or to achieve a more stable position of the firm in the mar-

ket. As its object, commercial advertising may have a product, a service, a 

company or its individual subdivisions as well as ideas whose propagation 

enables a company to achieve stability in the market or increase its influ-

ence upon the consumer.

Social advertising implies non-profit information provided by gov-

ernmental bodies and public organizations concerning healthy way of 

life, environmental protection, preservation and rational use of energy 

resources, prevention of unlawful behaviors, social protection and public 

safety. As a rule, neither the product nor its producer are mentioned in 

this kind of advertising.

Political advertising has specific attributes: its aim is to enable indi-

vidual political leaders, parties and ideas to gain in popularity. 

2. Classification based on the means of distribution
In this group, we distinguish the following kinds of advertising: mass 

media advertising, outdoor advertising, internet advertising, advertising 

at the points of sales, direct advertising and personal advertising.

Mass media advertising is a classical variety of advertising, i.e. paid 

impersonal appeals distributed by the mass media in order to inform a 

certain group of people about goods, services or ideas.

Outdoor advertising is distributed through advertising vehicles locat-

ed in the streets; it also includes transit advertising.
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Internet advertising possesses a wide range of forms and presentation 

techniques.

Advertising at the points of sales is designed to supply the customer 

with commercial information directly at the point of sale.

Direct advertising implies searching for new clients through the use 

of postal and telephone communication, by putting flyers and handbills 

into letter boxes; in addition, it includes catalogue retailing and trading 

operations by means of interactive marketing.

Personal advertising means that salespersons advertise the product 

themselves. In fact, multilevel marketing is based on personal sales. In 

addition, personal sales are widely used in the B2B area and in the sale of 

exclusive costly goods.

3. Classification according to the geography of distribution
There are four kinds of advertising in this group: international, na-

tional, regional and local advertising.

International advertising is aimed at the markets of several countries. 

This kind of advertising is widely spread nowadays. For the most part, it 

is a case of world brands advertised in various countries in national lan-

guages. A hallmark of international advertising is a focus on graphic and 

stylistic elements facilitating brand identification.

National advertising appeals to consumers in several regions of the 

country or across the country.

Regional advertising is designed for advertising goods and services 

distributed in only one region. A region may include one or several prov-

inces. Many editions, television and radio companies of national scale 

sell both national and regional advertising. But regional advertising is 

distributed in the form of regional inserts in print media and regional 

advertisements inside federal advertising blocks on TV. The display of in-

ternet advertising can also be limited to an individual region on account 

of the IP-address; this is referred to as geo-targeting.

Local advertising is important for those advertisers whose goods and 

services are distributed in one city/town or one trading area. Local ad-
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vertising is often referred to as retail sale advertising just because most 

of it is paid for by retail trade enterprises. While national and regional 

advertising focuses on the advantages and unique selling points of a prod-

uct, local advertising informs customers on where this product can be 

purchased. 

4. Classification according to the target audience
The kinds of advertising in this group are consumer advertising and 

business advertising. 

Consumer advertising (the B2C area). Most advertising messages 

in the mass media represent consumer advertising. Normally they are 

aimed at those people who are likely to buy the product for themselves 

or for others. The audience for consumer advertising falls into particular 

sectors in accordance with demographic and social and economic char-

acteristics, which enable us to distinguish advertising oriented toward 

consumer groups varying in age, gender and income. 

Business advertising (the B2B area). Business advertising is aimed 

at those company representatives who engage in business purchasing 

or influence the sphere of acquiring industrial commodities used in the 

production of other goods (plants, machines and equipment) or as an es-

sential part of another product (raw materials, semi-manufactured goods 

and assembly parts). Industrial commodities also include items that are 

necessary for doing business, such as office equipment, computers, fur-

niture, materials and services for companies. Part of business advertising 

is advertising goods and services to go-betweens in order to encourage 

wholesale purchasers and retail traders to buy goods for resale. In addi-

tion, this kind of advertising includes advertising oriented toward pro-

fessional groups: doctors, teachers, accountants, arhitects, engineers, 

lawyers and so on.

All the classification criteria and the kinds of advertising correspond-

ing to each group are presented in the table below:
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Table 1

Classification of advertising
 

Classification criterion Kinds of advertising

Purpose of advertising 

commercial• 

social• 

political• 

Means of distribution

mass media advertising• 

outdoor advertising• 

internet advertising• 

advertising at the points of sales• 

direct advertising• 

personal advertising• 

Geography of distribution

international advertising• 

national advertising• 

regional advertising• 

local advertising• 

Target audience
consumer advertising• 

business advertising• 

As the subject of our research is mass media advertising, we intend to 

analyze this kind of advertising in greater detail and distinguish the types 

of advertising.

The word “type” literally means “print”, “form” or “matrix”. How-

ever, communicativists suggest, for the purpose of differentiation, that 

this term using when considering the information distribution chan-

nels (type of channel)6. Applying this approach to mass media adver-

tising distributed through various channel we can isolate the following 

types:

newspaper advertising • 

magazine advertising • 

radio advertising• 

television advertising• 

internet advertising• 7
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Each type of advertising has its characteristic features in terms of ad-

vertising development, its presentation and its efficiency.

V. Tsvik maintains that “the foundations of advertising typology are 

different from those of traditional journalism: here the genre peculiari-

ties give way to content characteristics, with the idea of purpose in the 

foreground. Thus far, advertising theorists consider the purpose a mate-

rial pursues to be more important than how it has been made”8.

In our opinion, this statement is not quite correct. Journalism as well 

as advertising is unthinkable without certain purposes, though these can 

be qualitatively different. On the other hand, for an advertising product 

as well as for a journalistic text it is also very important how it has been 

made, otherwise perception principles may be abused and the advertis-

ing product will miss the target. V. Tsvik also wrote: “The beginning was 

very simple. The classification of advertising was confined to two con-

cepts: the so-called direct advertising (advertisements) and, as they say 

in English-speaking countries, the “advertorial” – something in between 

an advertisement and an editorial in a newspaper or a TV/radio program. 

In the latter case, the advertising material was removed from the tradi-

tional advertising section, where advertisements abounded. So the “ad-

vertorial” unhurriedly discusses this or that problem soluble by means of 

the offered product or service”9.

V. Tsvik finds it inappropriate that “textbooks on advertising do not 

even try to consider advertising production for the mass media in terms 

of the journalistic theory. But he argues that “it would be wrong to extend 

the traditional journalistic genres to all advertising products”10.

We have cited the honorable professor so extensively because his 

opinion seems important to us: on the one hand, he acknowledges self-

sufficiency of advertising, on the other, he believes that advertising and 

journalism have much in common. Therefore, the approach to the clas-

sification of advertising should take these circumstances into account.

Moreover, many researchers recognize that advertising is a constitu-

ent part of the media product11. Yet we find it vitally important, while 

classifying mass media advertising, to take into consideration the spe-
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cific formal technical peculiarities of advertisements in the print and 

electronic mass media.

So far we have considered the major approaches to the classification 

of advertising. Advertising as a whole is viewed as a generic notion. Fur-

ther we distinguish the kinds of advertising based on several classifica-

tion criteria: purpose of advertising, means of distribution, geography of 

distribution and target audience. Within the kind “mass media advertis-

ing” (distinguished on the basis of the criterion “means of distribution”) 

we isolate several types of advertising: newspaper, magazine, television, 

radio and internet advertising. Each type has its peculiarities in terms of 

presentation and genre approach.

Advertising forms and genres in the print mass media

We believe that advertising in the print mass media can be classified 

along several dimensions. To begin with, there is a formal criterion. The 

second criterion includes certain genre characteristics. And the third cri-

terion refers to the place and mode of advertising. 

1. Classification according to the formal criterion
In the print mass media, there are three forms of advertising presen-

tation, and these forms are also fundamental in advertising sales.

Modular advertising
A module is a certain part of a page corresponding to the minimum 

amount of space that can be sold to the advertiser for positioning his ad-

vertising message. Normally, a page is divided in a standard way into the 

following segments: 1/2, 1/4, 1/8, 1/16, 1/32, 1/64 and so on.

Sometimes the module is calculated on the basis of the five-column 

or six-column makeup. In this case, a page is divided into five or six 

columns, which are further divided. This method is not very good for 

advertising sales because it violates the uniformity principle. A division 
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into modules based on proportionate dissection of the page enables one 

to prepare a standard make-up page which can be put in newspapers of 

different formats. For example, the make-up page designed for 1/2 of 

the A4 format page will fit into 1/4 of the A3 format page or 1/8 of the 

A2 format page. Such standardization is convenient for large advertisers 

enabling them to advertise in several editions.

This principle of modular division is mostly used by newspapers while 

magazines are keener on a different modular grid – 1/2, 1/3 and 1/4.

Modular advertising is sometimes referred to as “display” advertis-

ing, for it implies a certain structure of an advertising message which is 

modeled on the computer in the form of a make-up page through the use 

of graphic programs. 

Classified advertising 
Any newspaper today publishes a great number of advertisements. 

These come from both natural persons (private announcements) and le-

gal entities (firms and organizations). The blocks of classified advertise-

ments can be divided into groups depending on the market demands: 

real estate, cars, employment, materials and equipment, services and the 

like. Large blocks may have subdivisions. For instance, the subdivisions 

of the “real estate” block may imply certain actions: “Property wanted”, 

“Property to sell”, “Property exchange”, “Property to let”. Sometimes 

the so-called object headings are used: “Flats”, “Garages”, “Country 

houses” and “Offices”.

To work out the prices for classified advertisements the modular grid 

is sometimes used, which is typical of business newspapers and maga-

zines. More frequently, however, the price is defined for a square centi-

meter or a character taking into consideration the type size and type face 

accepted in the process of making up.

Copy advertising
This is a case of materials stylistically similar to the editorial copy 

but which is published for advertising purposes. Sometimes the adver-
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tiser does not like the idea of a classical advertisement or a classified ad-

vertisement but wishes to inform the reader about his new product and 

its advantages over his competitors’ product. In this case the advertis-

ing material may represent a text resembling, in terms of genre, edito-

rial journalistic materials: articles, interviews and even reports. Special 

forms of presentation can also be found, and these will be considered 

later.

2. Classification in terms of genres 
Unfortunately, there is no unified approach to the classification of 

advertising genres, though many attempts have been made to work it out. 

We are inclined to approach this classification from our own position 

taking into consideration what has already been done by other research-

ers. We are going to isolate various genres in all the three format groups: 

modular, classified and copy advertising. 

Within the frames of modular advertising it is possible to distinguish 

the genre of advertising collage, which has a stable structure. In clas-

sified advertising we can isolate text announcements and photographic 

announcements.

The group of copy advertising is represented by a wide range of genres 

most of which echo the structure of journalistic genres. In Western prac-

tices, copy advertising, which stylistically resembles editorial copy, is re-

ferred to as advertorial. In Russia, this term is not very common, and we 

tend to stick to the term “copy advertising”.

We divided the genres of copy advertising into two groups. The first 

group is represented by the genres invented exclusively for advertising 

and product promotion. For example, the genre of a “life story” is a de-

scription of a person who is able to solve a problem because he makes 

use of a product or a service. In this genre psychologists and ESP experts 

offer their services. Another genre we conventionally designate as “us-

age experience” describes people’s feelings about the use of this or that 

product. It is very often used by producers of OTC medicines, cosmetics 

and perfumery products and household chemicals.
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The second group represents journalistic genres used for advertising 

purposes. These include information genres (a news item, a write-up, a re-

port, a letter, a question-answer), analytical genres (an interview, a survey, 

a critical review) and artistic and publicistic ones (a sketch, an essay).

And lastly, it is hard to disagree with the authors of the book “Ad-

vertising: a palette of genres”, who maintain that “genres continuously 

interact, and this gives rise to new, so far unrecognized varieties”12. How-

ever, we do not think that these new varieties are genres proper, we regard 

them as unconventional advertising solutions.  

Now it seems reasonable to show the structure of genres in the three 

groups, isolated according to the formal criterion, in a table. 

Table 2

Structure of forms and genres in the print mass media

Forms of advertising Genres of advertising
Modular advertising collage• 

Classified advertising
text announcement• 

photographic announcement• 

Copy advertising

Group 1. Advertising genres:

life story• 

usage experience• 

expert’s advice• 

Group 2. Journalistic genres used for advertising 

purposes:

Information genres: news item, write-up, • 

report, letter, question-answer

Analytical genres: interview, survey, critical • 

review

Artistic and publicistic genres: sketch, essay.• 

Many authors in their study of advertising only focus on the genre of 

collage, though they do not always use the word, and sometimes they do 

not even mention genre characteristics. Thus, for instance, the author of a 
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well-known book “The texts of print advertising” Khristo Kaftandzhiyev 

considers the structure of print advertising as a whole; he does not classify 

it according to genre criteria but undoubtedly speaks about collage13. 

Other authors characterize collage as an advertising appeal, an ad-

vertising message14. We believe that these two are part of any advertising 

genre. Most authors analyze the advertising text as a whole relegating 

to it verbal and visual elements together15. Other researchers distinguish 

between these two groups. For example, I. Morozova provides an inter-

esting analysis of the constituent elements of advertising16 but views print 

media advertising as an indivisible space, whereas we have already shown 

that newspaper and magazine advertising is far from being homogeneous 

and is represented by different genres.

We define the genre of advertising collage as a structured and com-

plete advertising product having verbal and visual components; by means 

of this product the advertiser appeals to customers and consumers, with 

its help he hopes to persuade them to make a purchase, use his services 

or enter business relationships.

Advertising collage is a genre which is most widely spread in the print 

mass media. Its structure includes a slogan, an illustration, a text, a firm 

block and an address block.

3. Classification in terms of place of advertising
In the print mass media, places of advertising vary considerably. 

In newspapers we can find:

inside page advertising• 

front and back page advertising• 

top-of-the page advertising (“attic”)• 

below the page advertising (“basement”)• 

advertising in special supplements (“useful neighborhood”)• 

advertising in a loose insert• 

In magazines we isolate:

basic page advertising• 

pasted insert advertising• 
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gate folder advertising• 

cover advertising• 

spread advertising• 

classified advertising• 

special advertising• 

Admittedly, the basic page in a magazine is an inside page which is in 

between 1/3 from the beginning of the issue and 1/5 from the end. But 

most editions hold that the basic page is any page which is not part of 

separately sold spreads.

In theory, the spread means any two neighboring pages. But in real 

life, by the spread editions only mean the pages at the beginning of the 

issue. Thus, for instance, the Russian version of Forbes distinguishes the 

1st, the 2nd, the 3d and the 4 spreads plus two spreads inside Contents.

The pasted insert is a format page which does not belong in the total 

page numbering and normally differs from the basic page in paper den-

sity or texture.

Most magazines encourage advertising in particular columns. The 

Russian version of Vogue, for example, offers advertisers the following 

columns: “The issue was prepared by”, “Our contributors”, “Vogue’s 

choice”, “Reconnaissance”, “Purchases”, “Our leaders”, “Horoscope”, 

“Viewpoint”. Normally, it is possible to put an advertising page or part of 

it inside the column.

Many editions also isolate two varieties of advertising in accordance 

with vertical or horizontal makeup.

To sum up, we classify print media advertising in accordance with 

three criteria: advertising forms, its genres and peculiarities of its place. 

Forms and genres of radio advertising

In classifying radio advertising we are inclined to isolate the forms of 

advertising and its genres.
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In terms of form, we distinguish direct advertising, radio programs 

sponsorship and the integration of advertising into radio programs.

1. Direct advertising 
By direct advertising we mean advertising messages distributed in 

any advertising genre in special advertising blocks. The volume of di-

rect advertising is regulated by current legislation, in particular, by the 

federal law “On Advertising”, and it must not exceed 20% of daily 

broadcasting.

Direct advertising genres:

 • Advertising announcement is defined as a short audio appeal which 

uses only the word and its value characteristics: intonation, inflec-

tions, rhythm, tempo and timbre of voice. The purpose of such an 

announcement is to draw the potential consumer’s attention to the 

place and terms of selling a product or rendering a service as well as to 

inform listeners about a certain event important for the advertiser.

 • Radio commercial is a complete piece of advertising in which all or 

some possibilities of radio communication are used: words, music, 

sounds, special effects and editing. This is the main genre of radio 

advertising. In some degree it can be compared to advertising col-

lage, which was isolated as the main advertising genre in the print 

media. Radio commercials can be subdivided into three groups.

Information commercials• , unlike advertising announcements, 

contain not only words but also music and special effects.

Dramatic commercials • are usually true-life monologues or dia-

logues. Here we find music, special effects and more complex 

sound editing. Normally, scripts for dramatic commercials are 

elaborately written. 

Musical commercials.•  The major component of this genre is spe-

cially composed music in combination with either an original, 

usually poetic, text or a slogan. Special effects and complex 

sound editing are characteristic of musical commercials as in the 

case of dramatic ones.
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While in information commercials there is particular information 

about the place and terms of selling a product or rendering a service, in 

dramatic and musical commercials you will hardly hear addresses and 

telephone numbers. The purpose of these genres is to draw attention to 

the trade mark or product, make them more memorable and evoke in the 

listener a positive feeling about them. 

2. Radio program sponsorship
For an advertiser, sponsorship is a chance to stand out among com-

petitors. For a radio station it is a significant revenue item. As analysts 

maintain, the share of sponsorship in radio broadcasting is steadily grow-

ing. In terms of volume of sponsorship, Ekho Moskvy has been an abso-

lute leader among musical radio stations for several years17.

Sponsorship has a number of tangible advantages over direct adver-

tising. First of all, it is more recipient-oriented. Second, the advertising 

message goes beyond the advertising block and appears in the program 

itself. Third, such advertising is less imposing.

A sponsor has several opportunities to make a name for themselves.

announcer’s mention of the sponsor in the genre of • an advertising 
announcement
bumpers usually made in the genre of • a musical commercial
 • information and dramatic commercials during a program

 • radio trailers of a program in which the sponsor is made known

 • prize distribution provided by the sponsor

 • program totally devoted to a sponsoring firm

 • interview with the sponsor
 • joint actions of the radio station and the sponsor

It should be noted that information radio and musical radio attract 

sponsors in different ways. It is hard to imagine someone sponsoring a 

song, broadcast by a musical radio station, whereas on information ra-

dio any newscast, any discussion program, any author’s program, any 

interview can be sponsored. However, musical stations compensate by 
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means of off-air projects, concerts and other events in which well-known 

singers and musicians take part. As a result, the two formats have equal 

chances of making money on sponsorship.

At the radio station Ekho Moskvy it is individual programs that are 

most often sponsored. At the radio station Serebryaniy Dosht thematic 

and author’s programs are in demand, especially those with well-known 

presenters. For example, in each installation of “The nightingale’s 

warbles” with Vladimir Solovyov [“nightingale” in Russian is solovey – 

translator’s note] sponsors are present, their genre participation varying 

from being a guest in the studio and giving an interview to talking about 

a product and presenting experts’ comments.

In addition, there exists sponsorship of prize drawing: presents to lis-

teners are provided by a company promoting its goods and services.

The major tendency in the area of radio sponsorship is the non-tra-

ditional approach to radio advertising. However, there are some signifi-

cant restrictions. Large radio stations tend to stick to their broadcasting 

grid and are reluctant to allow special projects, even if these have been 

adapted to the station’s format. If the grid comprises a program which is 

interesting for an advertiser and which has not been bought as a sponsor 

platform, co-operation is quite likely to occur. If, however, this program 

is already used by some sponsor, another, similar one, will never be in-

cluded in the broadcasting grid as this will come into conflict with the 

programming principles and listeners’ interests. 

Radio sponsorship is an exciting and efficient form of advertising. As 

experts predict, the volume of sponsorship will increase. Moreover, there 

are also reasons to expect sponsor projects to make accomplishments in 

the area of genres. 

3. Integration of advertising into radio programs 
The integration of advertising into programs is more characteristic of 

television, which is to be discussed below. In the case of radio, integrated 

advertising, or product placement, is often worked out within the frames 

of sponsor packages. However, we intend to isolate this form of advertis-
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ing because, according to experts’ estimates, radio increasingly considers 

product placement as a self-sufficient approach within the frames of in-

teraction of radio stations with advertisers. It is not surprising that today 

product placement is much more common for the radio stations of the 

non-musical format. 

Product placement is realized by radio stations in three ways:

presenters mention the product• 

a guest in the studio talks about the product and its merits• 

the product appears in dramatic programs• 

Sometimes radio stations make a special program devoted to this or 

that product but in the broadcasting grid this program is disguised so as to 

fit the station’s format. For example, a guest in the studio may be a rep-

resentative of a real estate agency. He will give many recommendations 

on how to engage in a transaction of property sale or rent. However, his 

membership of a certain firm is evident. Alternatively, a “neutral” guest 

may be asked which car he drives and whether he likes it. And he will 

express his feelings about this product sharing with listeners his opinions 

and impressions and giving advice.

A product can also “take part” in entertainment shows, quizzes, pan-

el games and the like. Thus, connoisseurs of history, geography or cin-

ema answer the presenter’s questions, and the winners get as a prize some 

necessary and useful things: a ticket to a particular cinema hall, a book of 

a particular publishing house or an invitation to a particular restaurant.

For instance, one of the regional stations of Evropa Plus organized 

an on-air interactive game “The Treasure Island”. The listeners had an 

opportunity to win money prizes. Technical support was provided by SI-

BIUS, a company supplying mobile content. The prizes were provided 

by sponsors.

On-air games are becoming increasingly popular on radio. In some 

cases listeners are asked to send an SMS with the answer, in others – make 

a call, in yet others – send a message to the station’s internet forum.

To reiterate, in today’s practices product placement, or the integra-

tion of advertising into radio programs, occurs within the frames of tradi-
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tional sponsorship. But in sponsor packages product placement is easily 

identifiable by listeners. As an independent move, it is rarely used on 

radio but seems to be very effective. The mention of the product, its mer-

its and its evaluation is built into the program, and listeners perceive it 

better. Experts in the media market believe that product integration into 

radio programs and broadcasting grids has a big future.

As genres of integration approaches we isolate the following:

experts’ evaluation ( in this case, radio presenters and guests are • 

seen as experts);

product presentation ( this can be done both in presenters’ and • 

guests’ mentions and through introducing the product as a prize 

in panel games and quizzes).

Thus, when classifying radio advertising we distinguish its forms and 

genres. What follows is a summarizing table illustrating this approach. 

  

Table 3

Forms and genres of radio advertising
 

Forms Genres
Direct advertising advertising announcement• 

radio commercial (information, • 

dramatic, musical one)

Sponsorship advertising announcement• 

radio commercial• 

sponsor’s prizes• 

interview with sponsor• 

radio trailer• 

special program• 

joint actions• 

Integration of advertising into radio 

programs (product placement)

experts’ evaluation• 

product presentation• 

 
Notably, advertising forms tend to overlap and complement each 

other. It is a case of using the same genres in different forms of advertis-



40

ing. In addition, the emergence of new approaches to product advertis-

ing on radio is not uncommon. 

Forms and genres of television advertising

In television advertising, the authors of the book “Advertising: a palette of 

genres” isolate an announcement, a commercial, a TV trailer, a TV guide, a 

video movie, an advertising program, an advertising item and a video clip18.

The suggested classification is quite valid and reflects, to some ex-

tent, the established practices. However, we find that in this classifica-

tion formal and genre characteristics are intermixed. So our task here is 

to distinguish, as was the case with radio, forms and genres of television 

advertising.

In terms of form, we isolate direct advertising, TV program sponsor-

ship, product placement and overlay advertising (the “crawler”, banners, 

invitations to SMS-interactive communication).

1. Direct advertising
Direct advertising is well-known to both television viewers and ad-

vertisers. It consists of advertising blocks shown between programs, mov-

ies and serials or inside them. In recent years, TV channels anxious to 

prevent viewers from switching to other channels tend to use only intra-

program blocks. In fact, all national channels have already abandoned 

inter-program blocks, whereas regional channels still use them. 

Direct advertising is regulated by the Federal Law “On advertising”, 

according to whose contemporary version the volume of advertising must 

not exceed 15% of an hour and of daily broadcasting. The legislative reg-

ulation that had been in force until 2007 allowed for 20% of daily broad-

casting, without any restrictions regarding an hour, and all advertisers 

rushed to advertise in prime time.

According to experts’ evaluations, direct advertising is a form which is 

cheaper than sponsorship or product placement. However, direct advertising 
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has a serious drawback: viewers walk away from their sets or switch to other 

channels (especially if they know how long the advertising block lasts).

Within the frames of direct advertising several genres can be distin-

guished:

advertising clip (commercial);• 

announcement (the newscaster’s announcement or a text on the • 

screen);

electronic bumper.• 

The advertising clip is a short (5–30 seconds) advertising product made 

with the help of various technical, technological and thematic devices. The 

advertising announcement is becoming increasingly uncommon for tele-

vision advertising. The newscaster’s announcements are no longer used on 

national channels and are rare on regional channels. Text announcements 

on the screen are also regional channels’ prerogative. Sometimes a whole 

advertising block, usually a daytime block, consists of announcements 

alone. We believe that it is too wasteful for television to use text advertising 

and the newscaster’s announcements, as this genre is neither effective nor 

economical. Text is definitely suitable for newspaper advertising, while the 

newscaster’s announcement is more acceptable for radio. 

The electronic bumper is either a logo of the advertising firm or a 

short (no longer than 5 seconds) commercial, whether dynamic or static. 

A good example is cutoff bumpers used by all channels to mark the be-

ginning of an advertising block. 

2. Television program sponsorship
Sponsorship is widely spread on television today. Normally, sponsors 

are offered several opportunities to make a good showing; the sponsoring 

firm can use all of them or use them in various combinations. As we con-

sider sponsorship to be a form of television advertising, we also regard its 

possibilities as genres of advertising sponsorship. Among them are:

advertising announcement• 

commercial (clip)• 

electronic bumper• 
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sponsor’s logo or his company’s name in the titles• 

sponsor’s presents to participants in the program• 

presenter’s oral announcement• 

placing the sponsor’s logo on the studio furniture• 

The main advantage of sponsorship, as distinct from ordinary adver-

tising, is the sponsor’s involvement in the plot of the program. Not only 

does it help to create the appropriate brand image but prevents viewers 

from switching to another channel, which is usually the case at the time 

of advertising slots. This is why the rating of the program (which is in fact 

the rating of sponsor advertising) is higher than those of direct advertis-

ing blocks and, unlike the latter, sponsor participation excludes proxim-

ity of competing brands.

In addition, sponsorship is one more possibility of promoting those 

goods whose direct advertising is forbidden. A vivid example is the sponsor 

project of Nemiroff company (alcoholic beverages and canned goods). The 

gorilka producer moved his practice of sponsoring sport events from Ukrai-

nian television to Perviy kanal. The company made a name for itself in the 

eyes of a wide audience previously unaware of its products; evidently, it was 

this project that enabled Nemiroff to significantly increase its share in the 

Russian market. Sometimes sponsorship does not only contribute to brand 

awareness but also helps establish positive associations with the brand. 

In recent years, the volume of sponsor projects on television has been 

growing steadily. Movies and serials, entertainment and musical pro-

grams are in greatest demand with advertisers.

The minimum cost of a sponsor package is about $5000, while the 

maximum cost is $2 mln. General sponsorship of the project “The star 

factory” on Perviy kanal cost exactly 2 million dollars. The most expen-

sive sponsor project on STS, “A movie at 21 p.m.” (a bumper before the 

program and 3 bumpers inside the movie every day during a year ), costs 

about the same. A five-second bumper preceding the serial “Sex and the 

city” on NTV cost 4000 dollars.

Until fairly recently, only the programs made a la carte by produc-

ing companies have been sponsored. In such cases, producers looked for 
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sponsors themselves, as was with “Little town” or “One’s own movie 

director”. Today, however, the programs produced by the channels and 

the movies bought by the channels themselves are also sponsored. This is 

a kind of sponsorship that requires negotiations with the channel, not the 

program producer. Thus, for instance, the brewing plant “Stepan Razin” 

presented the showing of the serial about Agent 007 on NTV. 

3. The integration of advertising into television programs 
(product placement)
Product placement emerged in the context of the movie industry. Its 

development began in the late 1930s, when individual movie studios of-

fered companies to promote their goods in feature movies.

Nowadays, American companies annually spend a little more than 50 

mln dollars on product placement in movies alone and ten times as much 

on product placement in TV programs and serials. In Russia, however, 

product placement accounts for 1% of the whole advertising market19. 

The term itself does not have a clear definition. Philip Kotler defines 

product placement as a technology of advertising a product which is used 

in movies for its promotion20.

Igor Fomin, the founder of the first website dealing with the problems 

of product placement development in Russia, gives the following defini-

tion: “Product placement means advertising a particular trade mark, a 

product (service) itself or an idea in an artistic work (a feature movie, a TV 

movie, a TV program, a video clip, an animated cartoon, a book, etc.)21. 

AMEDIA company, which boosts product placement in serials, out-

lines the advantages of this form of television advertising22: 

it has a long-term effect, whereas direct advertising does not• 

it excludes the proximity of competitors’ trademarks to the brand, • 

which is inevitable in advertising blocks

serial ratings and movie ratings are higher than those of advertis-• 

ing blocks

the artistic world of movies encourages non-trivial, creative deci-• 

sions
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Among the genres of product placement we can isolate:

product demonstration• 

product use• 

commented use of the product (verbalization)• 

adaptation of the storyline in a part of a serial or a program to a • 

particular product (the product is a character)

There is evidence that commercially successful reality shows exist 

not so much at the expense of advertising inside the program and around 

it (as other broadcasting sectors do) as at the expense of advertising inter-

woven into the storyline. Participants in the market do not usually divulge 

the amounts obtained from product placement. Nevertheless, an article 

on the Internet included some figures for 2004. The record was beaten by 

the reality show “The house-2” on TNT channel, which earned profits 

of 4 mln dollars out of product placement inside the program. The two 

“runners-up” were the projects “The last hero” and “The star factory” 

on Perviy kanal, each of which earned 3 mln dollars. These sums exceed 

those earned by popular programs out of ordinary advertising23.

As experts predict, the volume of product placement on Russian tele-

vision will grow. There are several reasons for that. First, current leg-

islation imposes restrictions on direct advertising. Second, most televi-

sion channels have established their own special subdivisions engaged 

in searching for sponsors and advertisers for product placement. Third, 

producing companies doing work at the commission of TV channels find 

product placement to be a major source of revenues, so they are highly 

unlikely to discontinue this practice. And lastly, advertisers are good at 

mathematics and they realize that this form of advertising is extremely 

efficient.

All these reasons, however, are valid in the absence of legal regulation 

of product placement.

4. Overlay advertising
This form of advertising includes the “crawler” and television ban-

ners. In terms of genre classification, the “crawler” is nothing but an in-
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formation advertising announcement characterized by a short language 

structure. The text of the “crawler” is laid over the television picture and 

accompanies movies and programs providing additional advertising in-

formation.

Nowadays, the “crawler” enables TV channels to communicate in-

formation about advertised goods and services, make private announce-

ments, inform viewers about the sponsor and invite them to use SMS-

services. Notably, SMS-services on television are viewed both as an 

instrument of interactive communication and as a means of attracting 

money.

According to a research by Gartner consulting company, the text 

messages sent via mobile telephones in Europe have outnumbered the 

messages sent via the Internet. And the fastest-growing area of SMS use 

is television programs24.

It is not surprising that youth channels were the first to sense and 

make use of the new tendency. Gartner maintains that 20% of teenagers 

in France, 11% in Great Britain and 9% in Germany addressed their 

SMS-messages to television programs. One of the explanations is a boom 

in reality shows, such as “Big Brother”, in which viewers are supposed 

to vote. 

The use of SMS on television, however, is a development which sur-

passes vote gathering. News programs encourage viewers to send their 

comments, game programs welcome requests and answers, while broad-

casters organize live chats on the screen. The Belgian panel game “1 

Against 100” attracts as many as 110,000 participants per month, who 

have to pay for the question they send via their mobile phones. In Spain, 

the evening news block is preceded by a crossword puzzle, and again 

viewers are asked to answer in writing via their mobile phones. The cor-

rect answer is rewarded with 300 Euros. Viewers do not hesitate over the 

price of the message (1 Euro), and about 6,000 viewers per day take part 

in the competition25.

Subsequently, the revenues from text messages sent via mobile tele-

phones have become an important element in the business model of 
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many entertainment television programs. This circumstance gradually 

changes the very nature of modern television. In the use of the innovative 

advertising genre SMS-TV, it is Europe that leads the world. 

Another advertising genre using the technology of overlay advertis-

ing is banners. American television companies were the first to introduce 

new advertising technologies borrowed from the Internet. Today viewers 

watch advertisements simultaneously with the program itself. Advertise-

ments can occupy as much as a quarter of the screen. While internet 

users are free to close the advertising module that pops out, television 

viewer have to watch such an advertisement in full. 

Moreover, advertisements are shown in the right place at the right 

time. For example, if a hero of a movie is brushing his teeth on the screen, 

a pop-up window will not be long to show you an advertisement of tooth-

paste or a toothbrush.

The new advertising technology has one more characteristic attrac-

tive to advertisers. The thing is that in the USA today there are “smart” 

video recorders with the function of “biting-out” advertising blocks. 

A viewer simply records his favorite program or movie and later watches 

it without interruptions. As the new technology implies watching a mov-

ie/program and watching an advertisement simultaneously, the “biting-

out” recorders will be helpless. 

Advertising banners can be both static and dynamic. In terms of genre 

classification, then, we can speak about an electronic bumper in the first 

case and a commercial in the second. 

On Russian television, banners are used to promote the channel’s 

own programs. However, experts maintain that soon this technology will 

be applied to full-fledged advertising.

To sum up the classification of television advertising, it should be 

noted that, as was the case with the other types of advertising, we isolate 

here forms and genres. It is important to bear in mind that the genres of 

television advertising are significantly influenced by technological pecu-

liarities. The summarizing table presented below demonstrates this ap-

proach.  
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Table 4

Forms and genres of television advertising
  

Forms Genres
Direct advertising advertising announcement• 

commercial (clip)• 

electronic bumper• 

Sponsorship advertising announcement• 

commercial (clip)• 

electronic bumper• 

sponsor’s logo or the name of his company • 

in the titles

sponsor’s presents to participants in the • 

program

presenter’s oral announcement• 

placing the sponsor’s logo on the studio • 

furniture

 Product placement product demonstration • 

product use • 

commented use of the product • 

(verbalization)

adaptation of the storyline in a part of a • 

serial or a program to a particular product

 Overlay advertising advertising announcement (“crawler”)• 

SMS-TV• 

advertising banners:• 

 – static (electronic bumper)

 – dynamic (clip)

Considering the forms and genres of mass media advertising we con-

cluded that in the modern mass media there are tendencies toward renewal 

and enrichment of the palette of genres; there is interpenetration of journal-

istic and advertising genres, advertising and journalism adapt to each other’s 

expressive resources. It might be assumed that advertising will increasingly 

make use of existing journalistic genres and their possible modifications. 
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MEMORIES ABOUT THE BREZHNEV ERA IN PUBLIC OPINION 
POLLS AND MASS CONSCIOUSNESS TEXTS: 

A COMPARATIVE STUDY

The article describes the method of studying mass conscious-

ness texts worked out by the Russian philosopher and sociologist Boris 

Grushin. The method was used to reconstruct the historical memory seg-

ment related to the Brezhnev era. The results of the comparative study 

of mass consciousness through public opinion polls and Internet texts 

are presented. A conclusion is made that the results are comparable and 

that the method of multidimensional analysis of mass consciousness 

texts is applicable to mass communications studies.

Key words: auto texts of the mass, multidimensional analysis, his-

torical memory.

In the mid-1980s, the Russian philosopher and sociologist 

B. A. Grushin organized a seminar for students and researchers on the 

subject that, in the words of the scientist himself, “could leave breathless 

anybody who would dare to come close to the mysteries of human con-

sciousness called consciousness of the masses or mass consciousness”. 

In the seminar’s first year (1983-1984) the participants tried to fix and 

to analyze the specificity of mass information as a particular type of so-

cial information. In its second year the seminar focused on defining the 

mass as a particular type of community and forms and functions of mass 

consciousness. In the third year (1985-1986) the seminar turned to the 

empirically recorded forms of mass consciousness existence. The fourth 

year (1986-1987) was dedicated to operationalization of a new approach, 

i.e. development of the text analysis procedures and techniques, which 
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led to the construction and first trials of the MATEMC method – mul-

tidimensional analysis of texts of mass consciousness. The final year was 

the time of the further development of the method, with a focus on re-

sults generalization and the role of these results in journalistic practice. 

Summing up the seminar outcome in the early 2000s, Grushin empha-

sized two of its main achievements: a) definition and classification of 

mass consciousness texts, and b) construction and first approbation of 

the MATEMC method. 

It was in 1980 that Grushin advanced a hypothesis that “text analysis 

will help answer the question of mass consciousness far more completely 

and reliably that this can be done using the traditional public opinion 

poll”1.Yet, at that time, due to the lack of comparable field data Grushin 

could not test his assumption on the appropriate scale.

Preliminary Notes

Studies conducted within the framework of the seminar at the Jour-

nalism Department of MSU yielded rather interesting results concern-

ing, in particular, the phenomenon of structural and substantive incon-

sistency of mass consciousness, various models of its manifestation, and 

how it models the world. Regrettably, these results were recorded in grad-

uation papers but were not eventually published.

Strictly speaking, however, these results cannot serve as some formal 

proof of the “Grushin hypothesis” since the field data represented by a set 

of auto texts of the mass as forms of its self-expression was never accompa-

nied by a classical public opinion poll with the same subject of inquiry.

Moreover, it appears to be extremely difficult to work out a tool for 

a survey that would be as effective as analysis of jokes, riddles, proverbs, 

sayings, conversations of fellow-travelers in a train, inscriptions on class-

room desks, school essays, and other auto texts of mass consciousness.

Besides, far from all content areas, semantic “fields” of mass con-

sciousness, are suitable for obtaining comparable results through the use 
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of tools so different as public opinion polls and analysis of spontaneous 

mass self-expression. This is why, as far as we know, no attempts have 

been made to conduct a comparative study of this kind. Accordingly, 

mass consciousness research has been conducted on two tracks, involv-

ing the mainstream surveys using the increasingly fine methodology and 

the increasingly sophisticated questions2 in parallel with the compara-

tively small stream of text analysis3.

The obvious issues of representative sample, in the latter case especial-

ly, and comparability of results, are the two stumbling blocks obstructing the 

“Grushin hypothesis” verification, and they would scare off any research-

ers, provided it occurred to one to carry out a comparative analysis at all. 

Particular case

However difficult it may be to prove this theorem in the general form, 

some particular cases of verification appear possible with different tools pro-

ducing the results which could be comparable by a number of parameters.

At this point it is important to note the following circumstances: 

a) choice of an object, the semantic field of mass consciousness; b) choice 

of only one approach – semantic – of Grushin’s out of three, i.e. the for-

mal, semantic and structural-logical ones4, for mass consciousness texts 

analysis. This choice involves identification of the subject area which is 

done best through a regular survey.

In other words, if there is a content area well-studied with the help 

of representative polls and, at the same time, rich in mass self-expres-

sion texts generated on some concrete occasion, then, theoretically, it 

may be suitable for proving the “Grushin hypothesis” as a particular case. 

At that, the problem can be solved in two models, that is, the panel study (regu-

lar repeat surveys, longitudinal observation) and single, not repeated study. 

Let us consider the former case. On the one hand, there is no lack 

of sociological monitoring of many years’ standing in various spheres of 

social life. Sociological services undertaking such monitoring conduct it 
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basing on the standard method and the established indices and indicators. 

On the other hand, rapid growth in the number of Internet users in Russia 

makes it possible to find, identify, record, and analyze dynamic, yet basi-

cally well-defined semantic fields of auto texts of the mass such as websites, 

forums, blogs, etc., that are similar to the subjects of monitorings. 

Professional sociologists regularly probe for diverse attitudes with re-

gard to various phenomena, personalities, fragments of reality, processes 

and issues. The Foundation “Obshchestvennoye mnenie” (“Public Opin-

ion”) [further – FOM] is a research center which gives several examples 

of this kind such as the project called “The Prevailing Opinions Field”5. 

It looks at attitudes to political leaders (e.g. D. Medvedev: Two Years 

of Presidency, and such indicators as V. Putin’s Electoral Field and D. 

Medvedev’s Electoral Field, etc.), or the credibility of social institutions 

(Confidence in the Institutes of Power, Edinaya Rossiya Party Image), 

forecasts the development of problem situations and the list of the most 

topical events. Another example is the set of studies “The Background 

Problems”6 conducted by the all-Russian Center for Public Opinion Re-

search (VTsIOM). It is not difficult to find the corresponding segments 

of “auto texts” of mass consciousness on the Internet. Political forums7 

and blogs providing the field material are well-known.

In the latter case, when public opinion “boils over” around some in-

cident, the sociological centers and research institutions respond with a 

poll while the Internet erupts with user texts. In particular, both public 

opinion polls and “eruptions” of mass consciousness texts were called 

forth by such stories of the recent past as M. Khodorkovsky’s convic-

tion, the military conflict in South Ossetia, the accident at the Sayano-

Shushenskaya electric power station, an appeal to Putin by militia major 

Aleksey Dymovsky, the “School” TV series, Moscow traffic jams, the 

Rechnik dacha settlement story, the accident on Leninsky Prospect in 

Moscow, the terrorist acts in the Moscow undergrond, etc. As we have 

found, of the Big Three of sociological centers, i.e. FOM, VTsIOM and 

Levada Center, the latter is the most dynamic in its response to the sub-

jects of the growing interest to mass consciousness.
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As we consider the same subject could be reflected and explicitly fixed 

in two ways: in responses to the sociological questionnaire and in spontane-

ous mass consciousness texts (possibly, latently provoked, but this is hard to 

trace). And the sequence of research tasks appears principal and the most 

significant point for both modes of the “Grushin hypothesis” proving.

Since people who worked out questionnaires did not presume that 

anybody would work on comparing their results with the content analysis 

data on auto texts of the mass, they design their questionnaire in strict 

correspondence with the research program. So we have to follow suit 

and, using the poll results (even with the account of conceptualization of 

responses to open-ended questions), to develop a document for content 

analysis of auto texts in the maximum possible correspondence with a 

pollster’s field document to ensure at least the minimum comparability.

The Brezhnev era as a historical memory segment was taken up as the 

subject of analysis.

In his work “The Four Lives of Russia”8 B. A. Grushin wrote about 

consciousness of his contemporaries, people of the 1960s and 1970s. 

He referred mostly to polls data but we are sure he would have gladly 

turned to auto texts of the time if these had been available in the amount 

and quality in which such data files are now in existence.

Today such files are quite abundant but they contain texts from the 

different, post-perestroika age and these texts are already reflective. And, 

sure enough, they should be compared with the polls recording the char-

acteristics of mass consciousness of the early 21st century.

These days, unlike the 1960s to 1980s, the two approaches may be 

supported with the same or comparable amount of empirical data.

The past as a key to understanding the present

In recent years the past historical experience, be it social, cultural or 

political, has, generally speaking, become the subject of growing interest 

both in this country and beyond.
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Interest in the recent past is expressed by both a man in the street 

and by representatives of various expert communities, groups of intel-

lectuals and power elites. In the former case this interest can be seen as 

a comeback to certain elements of everyday Soviet life, incorporation of 

elements of the Soviet times into the subcultures’ communication, in 

the youth’s fashion for the Soviet, and in the growing popularity of the 

Soviet symbols. In the latter case, interest in the past, the Soviet past in 

particular, is seen in a wider scope and is actualized in various social, po-

litical and scientific projects and initiatives, like a search for the so-called 

“national idea” in the historical past.

In the research domain, the issues of the Soviet past, of living through 

and understanding it, gradually move from the historical research area to 

the social research sphere. Historical memory often becomes the subject 

of discussions and conferences on nostalgia and historical consciousness 

in some countries and whole regions of the world, e.g. National Iden-

tity, Historical Memory and the Humanities (Italy, 2008), World War II 

and the (Re)Creation of Historical Memory in Contemporary Ukraine 

(Ukraine, 2009), WIDER Conference on Reflections on Transition: Twen-
ty Years After The Fall of The Berlin Wall (Finland, 2009), Fascism and 

Communism: History and Memories Compared and Beyond Cold War 

Linearities: Entangled Histories and Interactive Ideas (Hungary, 2009) 

etc. 

Relevant studies of various nature and scale are carried out before 

numerous anniversaries, in memory of prominent political figures and 

notable events, enriching the present-day discourse with new ideas.

Since the mid-1990s the debate has been far from exhausted, becom-

ing increasingly widespread and lively. A wealth of available data is par-

ticularly noticeable in public opinion research because numerous studies 

are conducted following the standard techniques, data processing does 

not take much time, and poll results are covered in the mass media and 

discussed in the public space. Here are some of the studies on historical 

memory and memory of the Soviet past carried out by Russia’s pollsters 

in 2009-2010: “M. Gorbachev’s Era and Personality as Seen by Rus-
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sians”, “Russians’ opinion about Stalin”, “Russians on Stalin’s role”, 

“The October Revolution: Great and Terrible?”, “Perestroika Revisit-

ed: Historical Perspective”, “Soviet and Antisoviet: What’s Good and 

What’s Bad?”, etc.9

In a number of cases studies outgrow the habitual poll status and 

transform into full-scale research projects on certain periods of domes-

tic history. One example is the project “L. I. Brezhnev and His Time”, 

the report on which was published by the FOM in December 2009. The 

project results are quite suitable to be used in an attempt to prove the 

“Grushin hypothesis”.

As has already been mentioned above, we chose the content-oriented 

approach (or semantic study) to analyze mass consciousness texts since 

such an approach can best help to trace likenesses and differences of re-

sults obtained with the method of text analysis – on the one hand and 

with traditional sociological polls – on the other.

Besides, the content-oriented approach to the mass consciousness 

texts enabled us, among other things, to find out the preferred subjects, 

i.e. which spheres of the Soviet past people recollect more often and more 

willingly, and to build the associative series the texts contain as well as to 

determine the character of the arising associations and the texts authors’ 

attitude to the subject.

In Grushin’s stead, we also speak about “not all kinds of mass con-

sciousness <…> but only about those that coincide with the verbally 

expressed public opinion”10. Meanwhile it would be relevant to put two 

points more precisely.

We study recollections of our contemporaries about the past, speak 

about historical memory as the mass consciousness segment, and do not 

undertake reconstruction of “the portrait of the age” in the public opin-

ion of that age.

Furthermore, unlike the material at Grushin’s disposal, – “utter-

ances of the mass inspired by the researcher’s interest, i.e. brought to 

life using various polls”11, our object of study was formed naturally (or 

almost naturally), having been inspired “from inside the mass”, although 
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here, too, there were “initiators”, or “centers of crystallization” whose 

remarks caused a “snow ball” of utterances to form spontaneously.

Having no chance to ask questions and not intending to study “the 

population”, we have turned to “texts of the population”12.

Thanks to new information and communication technologies sociol-

ogists now have at their disposal the unique tools enabling them to search 

for empirical data which are necessary and sufficient for their research. 

Mass information accessible on the Internet (personal pages, forums, 

chats, blogs, network communities, etc.) provides the researcher with 

resources that are valuable and attractive by a whole number of criteria 

including the amount of stored information, its openness and extent of 

subject specificity, the number of discussion participants, and prolonged 

time of existence (which, in a sense, guarantees the source quality), etc.

Our choice was the file conventionally called “Not Brezhnev’s Body 

but my Youth...” in the Live Journal13. It has been open since April 2003 

and up to the present moment gathered over 700 comments. The number 

of texts, i.e. units of analysis, exceeds the number of comments due to the 

file specificity in terms of structure and content, for one user comment 

may consist of several microtexts and be analyzed as independent ele-

ments of mass consciousness expression. By the beginning of our study 

(February 2009) there had been 644 texts, which have made up the set.

The chosen massive of the texts represents users, collective work the 

starting point of which was, according to the initiators, “a short, around 

20 points, list found on the humor pages of the Web”. It lists “signs” of the 

specific period of history. The introduction is: “You belong to the ‘70s or 

‘80s if... “. It appears a kind of an invitation for users to continue the list.

In the attempt to confirm the “Grushin hypothesis” of comparability 

of results obtained in public opinion polls and those obtained by means 

of auto texts analysis we dare name the introduction which was called to 

engage users in the discussion of an open-ended question in a question-

naire, and, on the whole, comparing the texts with the totality of respon-

dents’ answers to a set of open-ended questions. Let us note the obvious 

advantages of such a way of data gathering, these being an independent 
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form of expressing opinion, and a convenient mode of “filling in” (the 

attributes known from the time when open-ended questions were includ-

ed into questionnaires). Another important advantage characteristic of 

mass consciousness texts on the Internet is participation of the a priori 

active people who have something to say on the subject. Active partici-

pants of Internet communication accepted the invitation and generally 

added to the store of recollections about the Brezhnev era thus extending 

the content area of the research. The example, no doubt, hardly boasts 

the strict observance of the representativeness requirement, yet the re-

source itself is quite suitable for our task.

Moreover, we constantly had in mind the obvious subjectivity of 

recollections well noted by one of the contemporary foreign writers: 

“My brother mistrusts recollections, he doubts that they are truthful; as 

to me, I mistrust the way we color them: each in his favorite color, not 

sparing cheap mail-ordered paints”14.

Despite all the reservations mentioned above, we have decided to 

study the massive of the texts, the file.

Going by the nature of our material, we had to somewhat modify the 

list of the “mass mentality” characteristics as compared to that proposed 

by Grushin in his reconstruction of mass consciousness in the Brezhnev 

era within the “Four Lives of Russia Project”15.

Like Grushin, we were interested in the subject matters of mass con-
sciousness, attitude of the population towards its own society (in our case, 

towards society of the definite historical period), cognitive abilities of the 
population and its general emotional and psychological condition. Never-

theless, such important characteristics as reactive abilities and level of 

knowledge of the population, not difficult to find out in a poll, are be-

yond the scope of this study due to the specifics of the methodology.

Analysis of historical memory, as the case is, involves impressions 

and perceptions rather than knowledge, because it is hard to judge about 

real knowledge by texts produced spontaneously by the mass and based 

on recollections, although the amount and quality of information avail-

able to the population were also studied.
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Coming back to the characteristics of consciousness, we should 

say that the present-day availability of mass consciousness texts paves 

the way to research into the general structure (segments) of mass con-
sciousness, enriching such research with new potentialities of study-

ing, this particularly referring to mass consciousness integrity or lack 

of it, mass consciousness harmony. The examination of the texts mac-

rostructure needs further processing and interpreting, and this is to be 

the next step in the given study. What is already clear, however, is that 

the typology of mass consciousness texts developed by Grushin will 

continue to be discernible under the new conditions of information 

dissemination.

The Brezhnev era as reflected in auto texts

When analyzing mass consciousness texts, the first thing that can be 

done is to define their subject series and, going by content, to identify the 

most obvious features of historical memory about the Brezhnev era. The 

series by subject is presented in Table 1. 

The analysis of the topics of mass consciousness texts indicates that 

the “official” side of Soviet history and the specific features of the eco-

nomic, social and political aspects in the life of society practically do 

not figure in the recollections of the ‘70s and ‘80s. What is discussed is 

connected with everyday life of the authors. One third of the texts deals 

with things, goods and services, the salespeople-buyers relationship, and 

lack of variety of goods in the Soviet shops. Art and culture as well as the 

mass media are sufficiently prominent, and recollections on the media 

are supplemented with the texts on diversity of the USSR’s information 

space and on advertising or, rather, lack of it in broadcasting. The picture 

of the Soviet past is padded with stories from school and student life, 

recollections about fashions and styles, the area of specific appeal in Br-

ezhnev’s times.
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Table 1

The most popular subjects of the mass consciousness texts 
about the Brezhnev era

(in % of the total number of texts, N=644)

Subject Absolute %
Consumption of goods and services 207 32

Culture, art 156 24

Mass media and information 124 19

Studies, education 82 13

Style, way of life, fashion 71 11

Leisure 70 11

Upbringing 57 9

Politics 41 6

Family, everyday life 30 5

Economics 23 3

Sex, eroticism 23 3

Sport and physical culture 19 3

Interpersonal relations 14 2

Work and professional activity 6 <1

Rights and laws 6 <1

Asocial lifestyles 3 <1

Health care 2 <1

Army 2 <1

Social sphere 1 <1

Other 25 4

Interpretation of the results will require further study but some curious 

points are already obvious. To illustrate, an attempt to explain scant atten-

tion to the subject of sex and eroticism in the Brezhnev period of domes-

tic history brings back the famous phrase “There is no sex in the USSR”. 

It turned into a certain stereotype of thinking and a language cliche�, the 

characteristic feature of a more protracted time segment16. Considering 

the method used in our study, it is noteworthy that, unlike other private 
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areas and the personal experience of Soviet life, this sphere is indeed repre-

sented in the recollections almost as sparsely as the “publicly significant” 

spheres of health care, law, labor (as has been shown above), etc.

The content of the texts shows that even if the subjects are very much 

connected with individual life, the perspective is often far from being in 

the strictly private sphere. The texts relate not only to the communicator 

oneself but also to various social groups and society on the whole. Along 

with the statements relating to the personal space, the authors touch 

upon the problems and situations of greater magnitude. The analysis of 

the auto texts perspectives indirectly confirms also that the statements 

more often than not unfold in the national space, going beyond the nar-

row and familiar neighborhood or city space (Tables 2, 3).

Table 2

Story perspective in the mass consciousness texts
(in % of the total number of statements, N=644)

Perspective Abs. %
public 264 41

personal 219 34

group 128 20

human 16 2

Table 3

Story development space
(in % of the total number of statements, N=644 )

Statement space Abs. %

country (USSR, Russia) 550 85

world 58 9

town 37 6

foreign country 17 3

block, neighborhood 14 2

indeterminate 6 <1
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When the research program was being worked out, the document for 

the mass consciousness texts analysis was complemented by the “author’s 

position” category. The study of this characteristic helped elucidate the 

extent and nature of the author’s personal involvement in the events and 

processes that gave food for the recollections. (Table 4)

Table 4

Role of the author of the statement
(in % of the total number of statements, N=644 )

Author’s role Abs. %
expert, analyst 21 3

eyewitness 310 48

participant 254 39

The above data indicate that in the situation of mass consciousness 

texts there are practically no individuals who are indifferent or detached. 

There are very few statements in the file that are abstract or removed 

from the reality. People to an equal degree shared the recollections of 

what they had either witnessed or taken part in. In our view, this indica-

tor is closely connected with the subject scope of the mass consciousness 

texts. The “ordinary” people as they were (often very young at the time), 

they took virtually no part in the political life of the country as well as 

in the social and economic processes that were under way in the USSR. 

They are more willing to speak about their personal feelings and impres-

sions. When speaking about the 1970s and 1980s, they more often share 

the then emotions and the accumulated experience rather than discuss 

less personally significant problems that, however, are more important 

on the national scale. This finds its expression in the subject scope. 

Evaluating the method for analysis of mass consciousness texts in the 

given context, one may emphasize once again that it actually allows for more 

reliable statements on everyday practices and is based on broader empirical 

material than a study of some or other subjects and issues by an opinion poll.
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The attitude of society to the Brezhnev era, to the reality of the par-

ticular historical period is remarkably neutral, bordering on the slightly 

positive. There are few texts that view those times negatively (Table 5). It is 

not excluded that the temporal estrangement from the object of discussion 

helps one make a balanced description, objectively telling about the past, 

while the recollections about the happy times of childhood, adolescence 

and youth add to the positive attitude. The nostalgic character of the texts 

on the whole may, in part, explain the dominance of the emotional associa-

tions over the rational ones and the prevalence of appeal to feelings, personal 

recollections and images rather than to facts and judgments. (Table 6)

Table 5

Author’s attitude to the subject
(in % of the total number of statements, N=644 )

Sign of attitude to statement’s theme/ subject Abs. %
positive 132 20

neutral 487 76

negative 25 4

Table 6

Character of associations 
in the mass consciousness texts on the Brezhnev era

(in % of the total number of statements, N=644 )

Character of associations mentioned Abs. %
emotional 498 77

rational 111 17

mixed17 35 5

The “portrait of the epoch” obtained in our study is the maximum 

close to the reality. The analysis yields the detailed picture of personal 

perception of the whole country, of the certain period in its history. Nat-
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urally enough, the picture is not without some “blind spots”. The study 

of the “Not Brezhnev’s Body...” file shows that not all spheres of social life 

are sufficiently fully represented in the auto texts. Yet such lacunae are 

quite expected, considering the specificity of appearance of the texts and 

of the Internet space. Nonetheless, the wealth and diversity of empirical 

material and the research prospects are striking and inspiring. 

FOM and MATEMC

It is evident that carrying out the comparative analysis of the results 

of a traditional sociological study and a study of a body of texts, the list 

of themes may be revised to be either reduced (when similar or close 

variants are combined to form one group) or to be expanded (when there 

is a need for a more detailed analysis). Nevertheless the list of 12 words 

and phrases denoting the phenomena which people recollect most of all 

when it comes to the Brezhnev era appears to be the most adequate tool 

for comparing the data obtained using different research techniques.

The results are presented in Tables 7 and 8, showing both the share of 

statements by theme relative to the total number of texts/all answers of the re-

spondents, and the rank of an attribute among others. The theme formulations 

correspond to those of the FOM project “L. I. Brezhnev and His Time”.

Results coincidence area 

The coincidence of indicators in these two studies by a number of at-

tributes may serve as a proof of the “Grushin hypothesis”.

For instance, the high rank of “positive feelings, positive emotions” 

associated with the Brezhnev era and the same “mean” rank of “negative 

feelings, negative emotions” with respect to the 1970s-1980s show the 

coincidence of the results in the mass consciousness texts analysis and in 

the poll (italics in Tables 7 and 8 show coinciding and close positions).
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Table 7

Themes of statements on the Brezhnev era
(in % of the total number of statements, N=644 )

Main theme FOM MATEMC
Good life, prosperity, work 14 1

Positive feelings, positive emotions 8 39

Order, stability, peace 7 4

Lack of freedoms 6 6

Stagnation 6 1

Negative feelings, negative emotions 5 3

Personal recollections 4 19

Nostalgia for the past 3 8

Levelling 2 1

Country’s disintegration, shortage of goods, queues 1 12

Strong, great power, our country’s golden age 1 2

Strong collective farms, low prices, quality goods 1 2

Table 8

Themes of statements on the Brezhnev era
(by rank depending on frequency of mention)

Main theme FOM MATEMC
Good life, prosperity, work 1 11-12

positive emotions 2 1

Order, stability, peace 3 5

Lack of freedoms 4-5 10

Stagnation 4-5 9

negative emotions 6 6

Personal recollections 7 2

Nostalgia for the past 8 4

Levelling 9 11-12

Country’s disintegration, shortage of goods, queues 10-12 3

Strong, great power, our country’s golden age 10-12 7-8

Strong collective farms, low prices, quality goods 10-12 7-8
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The hypothesis is supported by the same rank of negative emotions 

and evaluations characteristic of historical memory and the low ranks of 

our contemporaries’ recollections about the Soviet Union as “a strong, 

great power”, about “strong, collective farms, low prices and quality goods”. 

Not many remembered these realities of life both in the poll and in the 

texts on the Net.

Of note is the precise coincidence of the indicators with regard to 

certain attributes, e.g. the same (though small) share of references in the 

two studies to the lack of freedoms as the characteristic of the period.

It is thus obvious that no basic differences are found in the general 

attitude to the specific period in the life of the country, which means 

that both methods are suitable for examination of historical memory and 

mass consciousness. Incidentally, a great share of texts on the positive 

side of the past may be related to the emotional character of the texts and 

the nostalgic nature of the file in general due to “the mechanism of dis-

placement of the negative appraisals and actualization of the positively 

assessed experience”18 as has been put by the researchers of the inter-

regional project “Nostalgia for the Soviet in the Socio-Cultural Context 

of Today’s Russia”.

Looking at the mass consciousness texts and comparing the results 

with those of the mass poll of Russians one could group all “positive” 

recollections together basing on the common “attitude sign”. Then the 

agreement of positive appraisal ranks would be even more eloquent. Yet 

interest in the detailed comparison of the methods led us to the separate 

general emotions and estimations of economic parameters into different 

groups. The differentiation uncovered the diametrically opposite results – 

it became obvious that in their own texts people much less frequently 

recollect prosperity and work of Brezhnev’s times than in the poll con-

ducted by professional sociologists. One explanation is the age and status 

of the authors of “Not Brezhnev’s Body...”. It may be assumed that most 

of them could not remember anything about professional activity and 

employment because they were too young to accumulate experience and 

observations in this field. There are also other reasons. But such signifi-
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cant differences provoked the further examination of their nature and 

specificity.

Divergence areas

Careful examination and the subsequent comparison of the results of 

the two studies showed that different and, in some cases, opposite data 

relate to “personal memories”, which proved important to the texts and 

secondary to the polls (see Tables 7 and 8). The diverging memories also 

concerned “the country’s disintegration, shortages of goods and queues”: 

the texts of the mass often mentioned these while the poll revealed few 

recollections of this kind.

In this brief review of the results we should also pay attention to those 

phenomena, constructs, realities and personalities of the past that are 

not mentioned in the texts. No mention was made of the neutral and 

abstract expression “this is our past, the history of our country” with re-

gard to the Brezhnev era, while according to the FOM this variant was 

mentioned by 3% of the respondents. The texts contained no memories 

of the political system whereas “communism” was mentioned by 1% of 

the poll respondents. Historical memory retained no compassion for the 

political leader – the perception of L .I. Brezhnev as “an old, sick man” 

(1% by the FOM data) did not at all figure in the auto texts.

The figure of Brezhnev requires some special commentary. He him-

self is “uncharacteristic” for the texts of today’s mass consciousness 

(though the jokes on the General Secretary abounded during his rule). It 

is remarkable that Brezhnev as a personality does not appear in the file 

statements, being but a “seed”, the core for text crystallization (“Not Br-

ezhnev’s Body...”). The examination of the texts shows that the General 

Secretary’s name is part of the background. Brezhnev, his books and even 

the day of his death serve as time frames for important personal events, 

memorable “reference points” at which the events in the texts authors’ 

lives begin or end. In rare cases he is perceived as a character from some 
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jokes, no more than that. In this connection we would like to underline 

the accuracy of the file’s heading for it not only attracts the user’s atten-

tion but also very precisely conveys the auto texts content.

The explanation appears to consist not so much in the nature and 

content parameters of auto texts as in the potentialities offered by the 

method which is “a spontaneous response to a big open-ended question” 

and therefore allows for a more subtle and detailed picture of histori-

cal memory of Russia’s population, enriched by the personal memories 

which are more open, complete and independent than those obtained by 

the professional sociologists in a representative poll. This assumption, 

however, is as yet to be validated by showing through the auto texts char-

acteristics the advantages of the method worked out by B. A. Grushin 

for data analysis in order to identify the meaningful specific features im-

possible to study using a traditional opinion poll based mostly on closed 

rather than open-ended questions.

In our view, the “Grushin hypothesis” is confirmed for the particular 

case since both the opinion polls and the method of multidimensional 

analysis of mass consciousness texts are equally suitable for research of 

historical consciousness. With some reservations we may conclude that 

the results of the two studies are comparable and each method has its own 

advantages in specific problem-solving, which was to be demonstrated.

We believe that studies of this kind should be continued, since they 

would help to improve the MATEMC as a research tool and to uncover 

the essential characteristics of mass self-expression.

***
1 The epigraph is borrowed from the manuscript of the preface to 

B. A. Grushin’s book “Kray neobiatny and polny zagadok” (The Land 

Boundless and Enigmatic).
2 In the condensed form such studies are presented in the annual 

publications of the Levada-Center (e.g. “Obshchestvennoe mnenie” 

(Public Opinion) – 2009. M.: Levada-Tsentr, 2009) in the database 
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of the “Obshchestvennoe mnenie Fond” (http://bd.fom.ru/), and the 

SOFIST archive containing data on about 600 studies conducted by the 

leading sociological agencies of Russia (http://sofist.socpol.ru/index.

shtml?en=0)
3 See e.g. “Sovremennyi gorodskoi fol’klor” (Modern City Folk-

lore). M., 2003; Minaeva A., Panchenko A. “Son Gorbacheva i russkii 

politicheskii fol’klor epokhi perestroiki” (Gorbachev’s Dream and 

Russian Political Folklore of the Perestroika Epoch) // Antropolog-

icheskii forum. 2010. № 12 (http://anthropologie.kunstkamera.ru/

files/pdf/012online/12_online_panchenko_minaeva.pdf), and other 

works on contemporary auto texts of mass consciousness of the Center 

of Folklore Typology and Semiotics at RSHU.
4 The term proposed by B. A. Grushin at MSU Dept. of Journalism 

seminars.
5 http://bd.fom.ru/map/dominant 
6 http://wciom.ru/arkhiv/tematicheskii-arkhiv/socialnye-proble-

my/problemnyi-fon.html 
7 See, e.g. http://www.politforums.ru/; http://forum.politikaonline.

ru/, etc.
8 Grushin B. A. Chetyre zhizni Rossii v zerkale oprosov obshchest-

vennogo mneniya. Ocherki massovogo soznaniya rossiyan vremen 

Khrushcheva, Brezhneva, Gorbacheva i Eltsina v 4-kh knigakh (Re-

flecting Four Lives of Russia in Opinion Polls. Russians’ Mass Con-

sciousness during Khrushchev, Brezhnev, Gorbachev and Eltsin in four 

books). Zhizn’ 1-ya. Epokha Khrushcheva. M., 2001; Zhizn’ 2-ya. 

Epokha Brezhneva. Chast’ 1-ya. M., 2003; Zhizn’ 2-ya. Epokha Brezh-

neva. Chast’ 2-ya. M., 2006. 
9 See, e.g. http://wciom.ru/novosti/press-vypuski/press-vypusk/

single/13308.html, http://www.levada.ru/press/2010031101.html, 

http://www.levada.ru/press/2010012801.html
10 Grushin B. A. Chetyre zhizni Rossii (Four Lives of Russia). 

Epokha Brezhneva (1). M., 2003. P. 8.
11 Ibid.



12 Identification of “the population” and “texts of the population” 

as different classes of objects along with “bodies of power” and “texts 

of power” was used as early as in the famous Taganrog project. See: 

Grushin B. A., Onikov L. A. (eds.) Massovaya informatsiya v sovetskom 

promyshlennom gorode (Mass Information in Soviet Industrial City). 

M., 1980; Grushin B. A. Chetyre zhizni Rossii (Four Lives of Russia). 

Epokha Brezhneva (1). M., 2003. P. 53.
13 http://www.livejournal.com/users/tiomkin/247143.html 
14 Barnes J. Nichego strashnogo // Inostrannaya Literatura. 2010. 

№ 3. P. 188. (Barnes J. Nothing to Be Frightened Of).
15 Grushin B. A. Chetyre zhizni Rossii (Four Lives of Russia). 

Epokha Brezhneva (1). M., 2003. P. 9-14.
16 This was said during the Moscow-Boston telebridge in 1986. This 

is how V. Pozner recollected that program: “One of those women became 

a legend saying for all to hear that there was no sex in the Soviet Union. 

She meant the entirely different thing – that there was no sex on televi-

sion but the way she said this made everybody laugh. This phrase made 

her a legendary personality” (Op. cit. Korchagin P. P., Skvortsov S. V. 

V SSSR sex byl!!! Kak my stroili telemosty (There Was Sex in USSR. 

How We Built Telebridges). M., 2007. P. 283.).
17 When developing a document for analysis of the mass conscious-

ness texts, and going by the peculiarities of the file, we replaced the third 

characteristic proposed by Grushin – irrational associations – with 

mixed associations.
18 In more detail see: http://mion-journal.tomsk.ru/?page_id=49
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Denis V. Dunas

TOWARDS AN ANTHROPOLOGICAL THEORY 
OF MEDIA COMMUNICATION RESEARCH

The author presents an anthropological approach to the commu-

nication theory. In the author’s view it is not quite correct to denote 

communication mediated by a channel as mass communication only. 

Interpersonal communication in the media is no less common. It is thus 

more correct to define media communication as a syncretic structure. 

The author endeavors to look at the mass communication history as the 

process of realization of its anthropological nature. The complexity of 

the multi-level system of media communications is proved by inapplica-

bility to it of the traditional systematic theory.

Key words: media anthropology, mass communication, interper-

sonal communication, media communication, theory of systems.

Communication relating to the media industry is traditionally de-

fined as mass communication. This approach, however, cannot be con-

sidered absolutely accurate as within the media field there may be anoth-

er, interpersonal, kind of communication. This theoretical discrepancy is 

explained by two reasons: firstly, the establishment of interpersonal com-

munication within the media field due to new technologies and new me-

dia has become distinct only in our time; and secondly, some researchers 

have treated it only as a constituent of the mass communication model 

even though they have never denied the importance of interpersonal 

communication.

It follows that the current communication theory is in need of a term 

that would allow for the synthesis of mass communication and interper-

sonal communication within the media field, and, moreover, of singling 

out a special kind of communication, which would provide a possibility 
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to discuss communication within the media field. Media communication 

is the term we suggest for this purpose.

The mass communication theory itself raises no questions. What does 

is the question of why the interpersonal factor in the media communica-

tion theory has been given so little attention.

Interpersonal communication in the mass communication theory

The emergence of the theory of interpersonal type of media com-

munication is associated with the second stage of the communication 

theory development in the 1940s-1960s. This was the time when some 

empirical studies of public opinion demonstrated the minimal effect of 

mass communication on the audience, which undermined the belief in 

omnipotence of the mass media. 

P. Lazarsfeld, one of the “minimal effect” theory originators, formu-

lated the conception of the two-step flow in mass communication. The 

dominant role in this model belongs to the impact of the opinion leader 

rather than the impact of mass communication. Lazarfeld argued that 

“the press and other media could only push forward the ideas people 

already believed in, could affect the public leaders, but had no sufficient 

power to change public opinion. Other public forces such as family, 

certain social groups, religious movements and political parties exerted 

much more influence on man than the mass media”1.

Also of interest is the theory advanced by the German sociologist 

E. Noel-Neuman and belonging to achievements of the third stage in 

the mass communication development which started in the 1970s and is 

still under way. The theory is called “the spiral of silence” and is based on 

analysis of the relationship between mass and interpersonal communi-

cation which is underpinned by the individual’s correlating his opinion 

with the opinion of other people. Many people are afraid to express their 

opinion for fear of becoming isolated. Occasionally, this leads to a para-

doxical situation where the opinion expressed may not turn out to be the 
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opinion of the majority, which, considering themselves the minority, in 

turn keep silent. Those who speak out, even if they are in the minority, 

get support from others and become even more active in expressing their 

opinion. The silent, even if they are in the majority, continue to keep 

silent. The spiral of silence thus gains momentum.

What we get is the inverted Lazarsfeld model where the two-step flow 

is constituted by the level of interpersonal communication as the domi-

nant one, where the notions and views of the outspoken majority are 

selected, and then comes the secondary level of mass communication 

where the stand of the majority becomes universally meaningful.

A rather bold ecoanthropocentric conception extending to all kinds 

of communication activity has been advanced by our communicologist 

T. M. Dridze. Man is at the center of Dridze’s communication model as 

being the basis of the social processes rather than social institutions, or-

ganizations, etc., including even social communities and groups. “Inves-

tigating the social processes and, moreover, claiming the right to regulate 

them, it is worthwhile to forsake structural social units and turn to the 

source which is man, the hero and author of a host of social dramas”2. 

This “Husserlian turn”3, though probably tendentious, is characteristic 

of many scientific schools, and the communication theory is no excep-

tion. The desire to turn science towards the life-model, to understand 

man as an instance inalienable from himself, devoid of “geometrical ide-

ality”, stems from a crisis of the rational science. The essence of this crisis 

is hyperbolization of the importance of science to the life of man: “What 

we need in life science has nothing to tell us. It in principle excludes 

the questions that are burning to devalued people in our soulless time of 

fateful upheavals: these are the questions of being… They alone concern 

people as freely defining themselves in their attitudes to the human and 

nonhuman world, as free in their potentialities to form themselves and 

the world surrounding them”4.

Most mass communication researchers prefer not to notice the ob-

vious intrusion of the interpersonal factor and treat the conceptions 

by Lazarfeld, Noel-Neuman and others as the ones that are introduc-
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ing “into the sociological study of mass communication the psycho-

logical element of interpersonal influence which in the given case only 

facilitates and, in our view, makes more effective the impact of mass

 information”5.

Professor Ya. N. Zassoursky prefers more rigorous formulations: 

“A new age in the development of information culture, in individual, 

personal and interpersonal communication is coming. This is the age of 

new forms of interaction of mass and interpersonal communications, the 

mass and individual personal media”6.

Let us examine the interaction of mass and interpersonal communi-

cations using the specific cases. To begin with, let us define the difference 

more clearly.

Table 1

Specific features of various kinds of communication

Communication 
parameters

Interpersonal 
communication 

in traditional society

Mass communication 
in contemporary society

Source Family, neighbors Institution

Channel Face to face Technological

Transmission time Immediate Immediate or delayed

Distance Minimal, closed Distant

Receiver Family, neighbors
Anonymous, 

heterogeneous audience

Feedback Direct Indirect or postponed

Regulation
Personal, individually 

identifiable

Bureaucratic 

fragmentary

Source: Nazarov M. M. Massovaya kommunikatsya v sovremennom 

mire: metodologhya analyza and praktika issledovanya (Mass Communica-

tion in the Contemporary World: Analysis Methodology and Research Prac-

tice). Moscow, 2003. P. 9.
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Using the communication parameters suggested by the well-known 

communicologist M. M. Nazarov (see Table 1) let us consider three 

media field objects: analog television, an average Internet user’s blog 

and communication by means of icq. The properties of the media field 

objects more characteristic of interpersonal communication are itali-

cized, and those more specific to mass communication are in bold type 

(see Table 2).

Table 2

Comparison of various media field objects by communication parameters 
proposed by M. Nazarov

Communication 
parameters

Analog TV Blog Icq

Source Institution
Friends, 

subculture

Friends, 

subculture

Transmission 

time

Immediate 

or delayed
Delayed Immediate

Distance Distant Distant Distant

Receiver

Anonymous, 
heterogeneous 
audience

Friends, 

subculture

Friends, 

subculture

Feedback
Indirect 
or postponed

Direct or 
postponed

Direct

Regulation
Bureaucratic 
fragmentary

Personal, 

individually 

identifiable

Personal, 

individually 

identifiable

Taking Nazarov’s methodology for communication type assessment, 

we can see that some media field objects display, to some extent, the fea-

tures of the interpersonal type of communication. It follows that it is in-

correct to define communication occurring in the media field as mass 

communication alone. Media communication is a dual sector of both 

mass and interpersonal communications.
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The whole process of the mass communication theory evolution, as 

we suggest, may be interpreted as an attempt at realizing this dual struc-

ture of media communication. The realization itself, having come to us 

with the 21st century and associated with the conceptual crisis, shall not 

be discussed here in the context of technological development. The rea-

sons behind the transformation of the media communication theory and 

practice have, in our opinion, the anthropological antecedents.

“The anthropological shift” 
in the media communication theory and practice

The communication process is the interaction of self and non-self on 

the social plane. While in sociology self is the carrier of being a function-

role part realized in a group and forming the so-called “social identity”, 

the psychological me is the carrier of the demonstrative model (“imme-

diate self”, “established or masked self-manifestation”), and in anthro-

pology self is the “self-identical selfhood”, the integral autonomous ego, 

genuine personality undividedness, an entity of being, counterposed to 

non-self as another on the animate and inanimate planes. Ortega y Gas-

set states: “Our supreme decision, our salvation consists in finding one’s 

self, in returning to agreement with oneself, in understanding what our 

sincere attitude to each and every thing is”7.

The anthropologist V. Ylyin comments on Ortega y Gasset’s thesis 

as contrasted to Herder’s statement: “Woe to the misfortunate who 

enjoys life plumbing the depths of his being”8. The direction is thus 

set to come back to one’s self, to create the authentic space of self in 

contrast to plumbing the depths of self. Self-analysis, the ability of 

consciousness to address itself is a kind of compensation for man’s 

public existence. The opposition of the public and the personal is one 

of the greatest conflicts for human self. Actualization of each of these 

domains depends on interaction of self with non-self, i.e. on com-

munication.
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If non-self is we or they, then the formed me-we and me-they bi-

nomials correspond to the mass communication model. The reader/

viewer/listener/user, being primordially the me monomial, enters into 

the communicative act with the mass media, which either invite one to 

join we and become “one of us” or impersonally represent reality pass-

ing it off as the uncompromising assertion of self as they. The reaction 

of self is obvious – it degenerates. Me can join we losing its authen-

ticity or may get lost, not finding oneself in we and wandering among 

they.

Yet there is another, less lamentable outcome for the self level, and 

that is interpersonal communication. From the standpoint of philoso-

phy of anthropology the me-you relationship mode is the most favorable. 

In the communication theory, this mode corresponds to interpersonal 

communication, which realizes the personality principle and opposes 

the public principle embodied in mass communication.

Accordingly, given that there are some reasonable grounds for chang-

es in the media communication theory and practice, those grounds are 

primarily anthropological. Therefore we suggest that the emergence of 

the syncretic (i.e. combining the heterogeneous and, occasionally, con-

tradictory elements) media communication model where interpersonal 

communication co-exists with mass communication and is more prom-

ising than the latter, is called the “anthropological shift” in the media 

communication theory and practice.

The anthropological shift practice is well illustrated by the data on 

communicative preferences of teenagers in the USA (see Table 3), which 

demonstrate that in real life media communication may compete against 

the personal sphere and interpersonal communication.
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Table 3

Communicative preferences of teenagers in the USA

Communicative mode
Number of teenagers 
using the given type of 

communication daily (%)
Interpersonal communication with friends 39

Texting 36

Using a mobile 35

Using a home telephone 35

Instant message 29

Using social networks 23

E-mail 16

Source: Pew Internet & American Life Project Teen/Parent Survey on 

Writing, September-November 2007.

The data below on the most popular US teen communications in social 

networks (see Table 4) give food for thought: why does a person prefer to 

communicate with another person by means of media communication?

Table 4

Functional preferences of US teenagers in the use of social networks

Functional preference
Number of teenagers 
using the given type of 

communication daily (%)
Leaving a comment under a friend’s photo 83

Leaving a comment on a person’s wall 77

Sending a personal message to a friend 71

Adding a comment in a blog 66

Sending a group message 54

Instant message correspondence 54

Source: Pew Internet & American Life Project Teen/Parent Survey on 

Writing, September-November 2007.
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Media Communication as a Fractal Dissipative System

On the one hand, introducing the term “anthropological shift” into 

the communication theories, we pointed out that mass communication 

is somewhat awkward for human essence and thus “predicted” some de-

cline in its further development. On the other hand, any “predictabil-

ity” and “control” are limited. Communication is clearly a dissipative 

structure as the very possibility of structuring the theory of communica-

tions, the determination of their role in the existing social order indicate 

certain steadiness in understanding communication as a system. At the 

same time, the communication theory tends to transform, evolve and 

be driven by practice, which is a sign of the system’s openness and of its 

interaction with the external factor and external world.

Taking dissipativity, i.e. instability to mass communication as the ini-

tial stage of media communication, one would like to imagine its final 

state or, at least, the course of its evolution. To this end let us turn to the 

concept of attractor9. An attractor is a set of points to which systems tend 

to and eventually arrive. An ideal pendulum knows no friction and has 

no attractor: it is infinite. A real pendulum is movement of the dissipative 

system which gradually ceases as it approaches the balance. The system’s 

evolution can geometrically be represented by a trajectory leading from 

the initial state point to the attractor.

In certain cases, however, attractors’ geometrical representation 

gives neither a point nor a line but a surface or volume. The discovery 

of the so-called strange attractors that do not relate to objects so simply 

was completely unexpected. The strange attractors are described by frac-

tional rather than whole dimensions. These are fractal10 objects.

Attractors of fractal dimensions allow for new perspectives to be 

transferred from the space of form to the space of objects’ behavior over 

time. At the same time, considering that the existence of attractors used 

to be synonymous with stability and reproducibility, fractal attractors 

generate the types of behavior impossible to predict or reproduce. We 

find one and the same complex structure in any field, however small, 
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taken up by the fractal attractors. As a result, the conditions, however 

close but not coinciding, generate different evolutions. 

In the case of the second level of media communication, that of in-

terpersonal communication, the fractal description won’t work. Any in-

terpersonal communication, even if structurally fractional, implies logical 

completeness in its continuum. Logical incompleteness of the mass com-

munication cycles is perceived as a given, in a smooth, natural way, but the 

factor of logical incompleteness of the communicative cycle in interper-

sonal communication is absurd. Being anthropologically more favorable, 

interpersonal communication can hardly strive towards essential change. 

More likely, it must produce and employ the description of its self.

Conclusion

Whatever the structure of media communication may be, it is hardly 

possible to give it an unambiguous description. The difficulties primarily 

arise at the interpersonal level, which is the level of systematic represen-

tation of media communication’s second level.

Provided that the interpersonal communication level in media com-

munication is orientated towards the external world at all, it is orientated 

only towards interpersonal communication in reality. The statement of 

the question is thus relevant only if we assume the difference between the 

interpersonal types of communication in media communication and in 

everyday life, and a more profound approach would call for the assump-

tion of the essentially different structures of the media and reality.

The extreme viewpoint on the nature of interpersonal communica-

tion consists in denial of signs of self-referentiality and recognition of 

striving towards the external world. This situation is clearly conducive to 

the “thermal death” and is unstable to the utmost. We, then, will prob-

ably have to admit the non-dissipative character of interpersonal com-

munication or the absence of the interpersonal level in media communi-

cation altogether. 
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Marina G. Shilina

UNCONVENTIONAL APPROACHES 
TO INTERNET TEXTS RESEARCH

The paper examines the specificity of hypertext as a format of in-

formation recording on the Internet. Internet hypertext characteristics 

being unique, the a priori co-authorship of the sender and addressee is 

essential. Analysis of Internet text properties testifies to the emergence 

of texts of a new type.

Key words: Internet, hypertext, multimedia, subject-to-subject 

communication model, text type.

Internet as a subject of actual discourse

Digitalization brings about an ever-increasing share of electron-

ic communication formats in the public discourse of the 21st century. 

Of these, the Internet1 is the most massive, running to over 2 billion users 

worldwide, with 43 million on the Runet2.

Communication on the Internet is determined by its unique techno-

logical parameters, not to be found in any other communication chan-

nel. The Internet is a special form, medium, channel and environment 

of the social virtual communication. Let us note that, on the Internet, 

the interaction occurs at the hardware, software and social3 levels that 

are interrelated and, together, determine the specific features of Internet 

communication.

The Web’s distinctive feature consists in a possibility to directly mod-

ify communication through the computer network environment from the 

moment communication is established. We denote the given model as a 

multisubject one4. The Internet thus projects as an independent subject 

of social communication, which has never before happened in the com-
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munication history. From the standpoint of the communication process 

as an activity aimed at creation, translation, exchange, multiplication 

and consumption of an information/text message, such transformations 

denote a cardinal change.

The environment’s participation in the communication processes on 

the Web’s latest versions expands, develops and acquires the increasingly 

complex forms and properties. The present-day software makes it possi-

ble to modify communication preventively (e.g. collaborative filtration5). 

Online direct interaction6 of any number of communication participants 

in the mode convenient for each of these is a characteristic that is im-

portant to the communication-textual activity on the Web. Interactivity 

implies a possibility of instant feedback, instant increase in the number 

of senders and provision of their mutual parallel and cross-linked verbal 

and textual contacts. Open and free access, with the exception of legal 

traffic restriction in some countries, makes it possible to instantly attract 

any number of communicators online, which gives rise to the communi-

cation processes of all levels of involvement, kinds and formats.

The basic characteristics of Internet communication are being shaped 

in the online virtual environment. The Internet is a new type of electron-

ic virtuality as compared to other channels such as radio, television, mo-

bile telephony and computer virtuality. The virtual environment creates 

the “presence effect”, i.e. online communicating of the user/addressee 

involved in his own real environment, in the environment composed of 

combinations of various electronic computer images generated by multi-

media. Virtual presence of a real individual on the Net is particularly at-

tractive to the user/addresser and addressee in as much as it enables one 

to reproduce, transcribe and model any offline situation on the Internet 

in the required format as well as to form any text strategy. A user may, at 

that, produce any number of his/her virtual images, which, undoubtedly, 

affects communication.

The Internet is burgeoning. The new developments are more often 

designated in the vein of versions: Web 1.0, 2.0, 3.07. The new approach8 

was prompted not so much by the need to indicate an advance in soft-
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ware as by the need to change business models of IT companies. From 

the standpoint of communication, Web 2.0 changes are very important. 

The communication process is greatly simplified and is very convenient 

for the common user. This situation stimulates the priority development 

of personal resources and communication forms such as blogs, podcasts 

and videoblogs, makes communication more personalized and emotion-

al and adds the maximum visibility to the user’s profile even if this user 

is anonymous or imaginary. Widespread horizontal homogeneous infor-

mation and communication flows form the non-hierarchical discourse 

unlike the earlier times when communication was hierarchical and un-

equal/heterogeneous, e.g. programmer-to-user, author-to-reader. Com-

munication has actually become multilateral and multipolar. Alongside 

the global communication the Web’s openness and interactivity promote 

personalized communication of various kinds, formats and levels. For 

instance, the most widespread Web 2.0 format is similar to the offline 

“many-to-many” format. Mass multilateral communication goes over to 

users’ joint interaction. The user masses determine content categoriza-

tion and most frequently resort to semantic search, folksonomy, which 

more accurately reflects the total conceptual model of information re-

quested by the whole user group. Besides, the Internet undergoes change 

as a collective database: while Web 1.0 mostly featured publication of 

any heterogeneous content, in the present situation there is the growing 

amount of requested information ranked through the effort of the “col-

lective mind”.

The common user turns into the main active producer of messages, 

resources, and of their endless transformations. The concept of user-

generated content proves pivotal: 70% of all digital information gener-

ated in the world in 2010, according to the International Data Corpo-

ration (IDC), was produced by users. Previously an addressee of com-

munication, a user becomes a sender, a subject of internet communica-

tion. Emergence of the subject-to-subject paradigm (S2S) and model, 

described by the author, involves a change in the communication trend, 

conditions and roles as well as communicator tasks, and this change is 
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basically new for the global public sphere as, in its time, was the Web 

and the first multisubject model. Such models and the communication 

process occurring on the Internet are radically different from all those 

existing offline.

Thus, Internet communication has some unique properties and, 

consequently, is a new object of the social communication theory9. 

It follows that the Internet studies require new approaches and tech-

niques as well as new theoretic paradigms.

Internet hypertext: genesis, characteristics and specifics

The computer Web-hypertext (Internet hypertext) is the basis for 

the Web concept as a hypertext documents system and basic format for 

recording, translation, multiplication and consumption of convention-

ally verbal text10. A hypertext is essentially different from the traditional 

forms of verbal written texts.

Let us look at the specifics of Internet messages. Information on the 

Web is represented by an Internet hypertext (conventionally verbal writ-

ten Internet text) and multimedia, which, by format, may be divided into 

audial (conventionally oral texts, music, etc.) and visual, further subdi-

vided into static (graphics, photo, etc.) and dynamic (video, animation, 

3D animation, etc.) information. Synthetic formats are also possible11.

Despite its being widespread, an Internet hypertext has not so far 

been terminologically defined due to its polysemantic nature as a net-

work phenomenon. Hypertext is simultaneously the process of creating a 

conventionally verbal written text; it is a text itself, be it a singular text or 

a set of texts; it is a textual paradigm created both by an author and by ev-

ery reader; it is also a system of associative organization of knowledge in 

computer networks and a communication mode of a host of individuals. 

Hypertext is a multilateral communication chain linked with the subject 

activity of an information/communication producer by the information 

channel – computers, software, and virtual environment, – and by the 



86

object-oriented perception, i.e. addressee’s co-authorship. Such phe-

nomena impede application of the classical paradigms of text classifica-

tion and call for some novel nonclassical approaches.

The Encyclopedia Britannica describes hypertext as a method of link-

ing documents in a network12. Hypertext is also defined as a combination 

of a semantic structure, internal relations of some content structure and 

computer applications enabling the user to move among the related ele-

ments13. Hypertext is the mechanism of nonlinear relation of text frag-

ments, passages among them14 and the principle of data files organization 

for quick searching15. M. Subbotin, the first among Russia’s researchers 

to look at the problem, views hypertext as “a combination of a semantic 

structure, internal relations of some content structure, the technological 

environment and applications enabling one to master the semantic rela-

tions structure and to move among the interrelated elements16.

The specific features of hypertext stem from the underlying concepts, 

which arose from the first attempts to create new systems of text infor-

mation structuring based on associative thinking natural to human mind 

rather than on formal-logic thinking. V. Bush’s works substantiated the 

concept of man-oriented information presentation and search and, with 

time, this view turned out to be contrary to the algocentric approach 

based on the concept of algorithm as a certain computer-oriented se-

quence of actions.

Potentialities of using computers for the anthropocentric, creative 

structuring and textual framing of ideas were developed in the 1960s when 

hyperception shaped primarily by the television and other electronic im-

ages became global. In that period, D. Engelbart and other researchers 

began to view the electronic space of computer communication as the 

“augment knowledge workshop”, which enabled a person to “expand 

the mind”, enhanced the “IQ of man-machine impact”17 thanks to the 

information stored in computers, and promoted “the production and re-

production of knowledge”. 

The present-day concept of hypertext as a method of technological 

support for individual creativity at active work with computer (and later 



87

Internet) texts18 such as editing or commenting which proved crucial for 

the Web to be implemented, and the term “hypertext” to designate a 

computer system’s structural unit, was advanced by an American soci-

ologist, philosopher, and pioneer of information technology T. Nelson 

in the early 1960s. In his Xanadu project19, he used the ideas of literature 

as a hypersystem of the interrelated works and computer as an univer-

sal system of texts as well as an archive. T. Nelson’s idea, remaining vi-

able to this day, was that the computer environment contains a chain of 

frames in which the associative relations defined by the author generate 

the three-dimensional information space, which essentially develops as 

adequate to the information processing trends and generation of ideas by 

the human brain.

According to T. Nelson’s conception, hypertext as an information 

organization system provides for today’s authoring since new knowledge, 

a new text (a hypertext) is created in conformity with the moves on infor-

mation searching and processing prescribed by the author20.

A hypertext as a document expresses the nonlinear structure of ideas 

created in the process of work with nonlinear documents. The researcher 

defined hypertext as “non-sequential writing”. “Writing” reflects the speci-

ficity of a hypertext both as a process of writing and as a new type of text.

This definition is not at all contradictory because the concept of hy-

pertext system does not involve the concept of a final document, i.e. a 

text similar to a linear document recorded on a paper carrier. What it 

involves is “writing” – the process of creation and development of ideas 

which are the essence of any work and more adequate to the author’s 

conception and which, ideally, should be perceived by the reader.

T. Nelson proposed transclusion, i.e. a possibility of including some 

texts or text fragments into other texts and references/links between the 

parts, as the main tool for creating a hypertext and for working with it. 

A hypertext implied availability of a virtual document, virtual text as an 

image on the screen; machine languages turn it into a conventionally 

verbal written form; and movement from reference to reference was sup-

ported by the technical means and a vast virtual information base.
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The ideas associated with hypertext triggered the development of 

such computer systems as HyperWave, Microcosm and WebThing in the 

1980s. The Web system developed by T. Berners-Lee’s team became the 

most widespread, because it “has simplified the data model, has ignored 

the problems of navigation and integrity of relations. Yet it has made a 

hypertext popular”21.

Today hypertext is the basic component of the Web as a modern 

computer network using the state-of-the art software, HTML (hypertext 

markup language) in particular.

We should discriminate between the concepts of computer hypertext 

(CH) and Internet hypertext (IH). The former is a form of recording 

the computer data and work with these within the capabilities of a given 

computer. The idea of hypertext organization of searching and informa-

tion processing underpinned the Web software, which, using computer 

hypertext and total linkage of computers, helped create the unified com-

puter communication space. The technological and, as a consequence, 

functional differences are a matter of scale (one computer, its software 

and capacity versus worldwide unification of computers and global access 

to any software and any information). CH and IH represent two basically 

different communication models, i.e. man-to-computer and man-to-

computer-to-man. The CH communication model is devoid of the com-

municative properties offered by the Internet: the environment plays no 

part in communication modification, and there are no such properties 

as interactivity, connectivity, sharing common databases and programs, 

communication optimization, etc. The absence of co-operation between 

author and reader, of information multidimensionality and impossibility 

of entering the World Wide Web database are the key differences.

As a computer communication product IH is a technical method 

for bringing together information of the Internet database by means of a 

computer; the technical principle of actualization of the associative re-

lations, transitions, and of the unification of documents into a certain 

system; a method of functioning for the conventionally verbal written 

communication on the Web. A hypertext may also be defined as a knowl-
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edge organization system in computer networks. In fact, all information 

on the Internet may be defined as a gigantic hypertext.

Internet hypertext co-authorship

For the linear text’s author, transformation of an event/conception 

into a text traditionally means “its rendition in the system of some or 

other language, i.e. its subordination to the earlier defined given struc-

tural organization. <…> Being rendered by the linguistic means, it is in-

evitably transferred to the content plane. Thus, the very fact of an event 

being transformed into a text increases the latter’s degree of organiza-

tion. Moreover, the system of linguistic relations is inevitably transferred 

onto interpretation of the real-world relations”22. The activity on IH cre-

ation also involves work with ideas realized by choice of the nomination 

means, semantic structure and (in the case of conventionally verbal writ-

ten text) syntactic structure, stylistic arsenal and actualization (heading, 

subheading, lead, ending). At the same time, the classical presentation 

of the process of the author’s verbal written text production described 

above only partially correlates with implementation of a general idea of 

message in the Internet communication system.

A hypertext’s features and parameters are specific. An author/pro-

ducer of information/communication initiates production of a hypertext 

on the Internet in accordance with his own idea, specific capabilities of 

a tool (computer) and communication channel (the Internet), then the 

final hypertext format is shaped in the process of communication by the 

reader, who de facto becomes a co-author in the final text production.

Reading and perception of a hypertext by the reader/addressee is the 

activity on reconstruction of the author’s hypertext version using refer-

ences (hyperlinks) to other information sources (texts, multimedia files) 

included by the author/addresser, and on production of a new text us-

ing more references. In other words, to an addressee, a hypertext is au-

thoring a new hypertext. In fact, production and consumption of IH is 
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both authoring and writing and the addressee’s authoring may prevail. 

In the end, the addressee gets, in a sense, his/her own document which 

indicates the personal preferences and carries the information/message 

required by this particular addressee, which makes the text significantly 

more valuable for the addressee. It is also obvious that the reader is ex-

tremely loyal to the text he/she personally produced.

It is only logical to refer authorship to the basic parameters of IH: 

we classify IH as the author’s (initial IH) one and the reader’s one 

(final IH)23.

Professional hypertext production starts with determination of a 

communication goal and target audience, then comes forecasting of 

variability of text perception by the audience, and a suitable format is 

chosen. The reader’s closely following the hypertext author’s idea may 

be interpreted as a demonstration of very high professional qualification 

of the latter, including the ability to realize the specific communication 

task.

Technical characteristics of hypertext as the author’s responsibility

IH content is to a large extent determined by the Web’s technical 

characteristics, which is another unique feature of the communication 

process on the Internet and the another IH peculiarity. The author/ad-

dresser of the initial hypertext and author/addressee of the final hypertext 

should have both communication and technical knowledge in order to 

produce, receive, translate, multiplicate and consume an adequate text 

message. These kinds of knowledge are needed in order to understand 

the specifics of the Internet as an independent subject of communication 

and in order to produce a high-quality hypertext and multimedia mes-

sage and to include it into the communication process.

The theoretical and practical postulates of IH formation24 are based 

on the parameters of perception of information by the user on the screen. 

Let us briefly state the main characteristics of the IH formation: content 



91

is primary; hypertext is more convenient for the user perception if it is la-

conic (by 53%), easily browsed (by 47%), carries information rather than 

advertising (by 27%). As to content, it is the best when a hypertext is ac-

cessible, i.e. the key information can be found quickly; when it is short, 

i.e. the optimal amount of information can be seen on the screen; when it 

is well-structured and divided into short paragraphs with 3-5 paragraphs 

on the page; when there are subheadings, and content is presented as an 

“inverted pyramid”; when there are visual markers such as clearly de-

fined initial phrases of paragraphs as well as familiar words and concepts; 

when key words are simple and clear; when there are headings and page 

titles; when there are hyperlinks underlined in blue. Photo, audio, video, 

animation and other multimedia elements should complement the text, 

making it multidimensional. To index information by search engines, 

words should belong to the so-called semantic core, reflecting the text’s 

main ideas. To be rated high, the text should be constantly updated. IH is 

surfed/browsed; the user looks through the text on the screen twice hori-

zontally and then vertically top-to-bottom (the so-called F pattern).

Is IH typology possible?

The communicological approach to IH presented in this study en-

ables us to make a number of generalizations.

The communication process on the Internet is basically different • 

from the offline communication in the quantitative and qualita-

tive parameters. In particular, the communication participants 

are virtual and the environment becomes an independent com-

munication subject.

On the Internet, information is recorded in the hypertext and • 

multimedia formats.

IH is a special mechanism and a special form of associatively • 

producing and obtaining computer hypertext Internet informa-

tion by its co-authors – producer and addressee; it is a conven-

tionally verbal written text paradigm, created both by the author-
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sender and by each of his readers/addressees, who are co-authors 

in their own equal right; it is the process of production and it is 

a rhizomorphic text; it is a singular text and a host of texts; it is a 

mode of the author’s creative communication with the text and 

contacts with it of a host of individuals who receive the text.

Producing, translating, multiplicating and consuming informa-• 

tion on the Internet is a process of the joint activity of the author/

addresser and reader/addressee, which forms some basically new 

parameters of textual communication on the Internet. The sub-

ject-to-subject communication model implies that users become  

content co-authors, which significantly transforms the Internet 

hypertext parameters.

Technologies for production and consumption of IH by the au-• 

thor/addresser and co-author/addressee are important to the 

formation of the text’s conceptual characteristics.

The communication barriers on the Internet arise at all stages of • 

information generation and consumption and at all communica-

tion levels.

We suggest that there is a typology of threats to the communication 

process, these including software, programming and social communica-

tion threats. The problems are caused by the competence-driven digital 

divide25, and by the emergence of prosumers as the basic content produc-

ers on the Internet.

The development of the nonclassical IH fundamentals system is 

clearly needed in order to categorize IH. Let us denote the IH typology 

paradigms26. There is no scientific definition for “text type”. What there 

are are such terms as text type, text genre, discourse type, etc. The text 

typology advanced by Russia’s researchers in recent years27 has not so far 

included computer and Internet texts.

We propose to rely on functionality since it is the technological capa-

bilities of Internet resources that determine the essential characteristics 

and format of hypertexts used in them. Such a classification may be de-

fined as the most general and horizontal.
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The genre system of hypertexts may be described as vertical. The 

genre-forming factors of the traditional verbal texts include “a subject 

of representation, goal-setting, method of representation, functions and 

factors of style and language”28.

Both the genre-forming and typological factors of IH determine the 

technological, i.e. functional parameters of resources and companies for 

which hypertext is produced, and this is another difference of hypertexts 

from other forms of information recording. We believe that the Internet 

text genre may be described as a particular form of hypertext material 

organization that features commonality of the content, structural, com-

positional, and stylistic attributes. A blog hypertext, for instance, may be 

described as conventionally verbal textual, monological and convergent 

(combined with multimedia); a blog notice may be described as a news 

genre. A site hypertext, in turn, is multi-genre, for it presents different 

forms of hypertexts.

In the situation where the production of hypertext of any type may 

involve the participation of any reader/addressee as co-author in his own 

right, there arises an issue of IH institutionality, which is another classi-

fication ground. In our view, this ground applies to the professional mass 

media author’s hypertexts, which may be lumped together in this catego-

ry. On the other hand, thanks to the Internet’s unprecedented openness, 

any text is potentially mass media copy. 

***
1 The Internet, a global information computer network, built on the 

worldwide connection of local networks, gateways, servers and comput-

ers using the unified set of rules and protocols which regulate linkage. 

The World Wide Web, WWW, Web, W3 is the global information space 

based on the Net’s physical infrastructure. The above concepts, though 

not synonyms, are traditionally used as if they were. In this paper, we 

used them in the similar way.
2 According to R. Tagiev’s report dated 21.04.2010 (TNS).
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3 Shilina M. “Korporativnye internet-resursy v sisteme obshchest-
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Relations). M, 2007.
4 Shilina M. “Novye modeli kommunikatsii v internete” (New Mod-

els of Communication in the Internet) // Medi@l’manakh. 2008. № 1.
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of communicators.
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8 O’Reilly T. What is Web 2.0? http://oreillynet.com/pub/a/oreilly/tim/

news/2005/09/30/what-is-web-20html.

9 Shilina M. G. Op cit. M., 2007.
10 Text messages on a computer screen are represented in machine 

languages as 0 and 1.
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12 The New Encyclopedia Britannica. 15th ed., 1994.

13 Subbotin M. “Gipertekst: novaya forma pis’mennoy kommu-

nikatsii. Itogi nauki i tekhniki” (Hypertext: a New Fform of Written 

Communication. The Results of Science and Technique) // Informa-

tika. VINITI. M., 1994. T. 18.
14 Conklin J. Hypertext: an Introduction and Survey // Computer. 1987. 

Vol. 20. № 10.

15 www.urgate.ru
16 Subbotin M. Op. cit.
17 Engelbart D.C. A Conceptual Framework for the Augmentation of 

Man’s Intellect. Vol. 1. Washington D.C. Spartan Books, 1963.

18 There is also a great number of non-Web hypertext systems. See: 

Nielsen J. Multimedia and Hypertext: The Internet and Beyond. AP Pro-

fessional. Boston, 1995.

19 Xanadu is the name of the fairy-tale country from S. T. Coleridge’s 

poem “Kubla Khan: Or, A Vision in a Dream” which is used to romanti-
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20 Nelson T. Literary Machines. Sausalito. CA: Mindful Press, 1993.

21 Smith J.B. The King is Dead; Long Live the King // Hypertext’87, 

the conference papers.

22 Lotman Yu. “Semiotika kultury i ponyatie teksta” (Semiotics of 

Culture and the Definition of Text) / Izbr. st.: V 3 t. Tallin, 1992. T. 1. 

p. 308.
23 Shilina M. G. Op cit. M., 2007.
24 http: // www.useit.com.

25 Shilina M. “Mediya XXI veka kak objekt issledovaniya” (Media 

of the XXI Century as an Object of Research) // Medi@l’manakh. 2009. 

№ 5.
26 See in greater detail: Shilina M. G. Op cit. M., 2007.
27 Krivonosov A. “PR-tekst v sisteme publichnykh kommunikatsii” 

(PR-text in the System of Public Communications). SPb, 2001; Pono-

marev S. “Tipy tekstov v Public Relations” (Text Types in Public Rela-

tions) // Sovetnik. 2001. № 4; Bogoyavlenskiy A. “Tipy tekstov pablik 

relaishnz i nositeli PR-soobshchenii” (Text Types in Public Relations 

and the Carriers of PR-messages) // Vestnik VGU. 2004. № 1; Ivanova 
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Ekaterina A. Baranova

MASS MEDIA CONVERGENCE

THROUGH THE EYES OF RUSSIAN JOURNALISTS

In the summer of 2009, a survey was held among 20 respondents, 

mostly editors of online editions of business, general interest, social and 

political and specialized newspapers. The journalists were from 17 Rus-

sian publishing houses and RIA Novosti news agency. The results of the 

survey presented in this article show the way mass media convergence is 

developing in Russia. 

Key words: process of mass media convergence, mass media inte-

gration, multimedia, web department.

Methodology

In conducting the survey, the method of a semi-formalized interview 

was applied. “A semi-formalized interview appeals to a respondent’s nat-

ural flow of thought encouraging him to speak without restraints on the 

subject suggested”1. The questions were formulated in a general way in 

order to spark off nontrivial responses without limiting respondents to a 

particular area of searching for an answer.

Analyzing the data obtained through the interviews we used the coding 

method bringing the unprocessed data into conceptual categories and fram-

ing themes like “Understanding terms” or “Web department” later used 

in the analysis. Using the method of axial coding, we “focused on the data 

themselves and attributed code values to the themes”2. For example, study-

ing the video content evolution on Russian newspapers’ websites we divided 

the subject of research into the following parts: the emergence of video con-

tent on the websites of Russian newspapers; video content production; the 

forms in which video is presented; inclusion of advertising into videos.
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We also focused our attention on what all the examples under con-

sideration had in common. We concluded that almost all the editions at 

hand implement, to this or that extent, the main idea of convergence: 

collective and cross-departmental team-based newswork and content 

distribution across multiple media channels.

Understanding terms 

Today the concepts of “mass media convergence” and the related 

concepts of “multimedia” and “mass media integration” are much talk-

ed about among journalists. Theorists are still unable to work out a con-

sistent definition of the term “convergence” equating it with the concept 

of “integration”. For this reason, we asked the respondents to explain 

what these concepts meant to them in their practical activities. 

When the question “How do you understand the process of mass 

media convergence?” was asked, seven respondents failed to answer it, 

either because they had never heard about it or because the concept was 

hard to define. Those who did answer provided material for isolating four 

major approaches to understanding the term:

Convergence is a technological process, inter-penetration of tech-• 

nologies, generation of the media product by all possible means. 

As O. Silantyeva, head of the media projects of Alta Press publish-

ing house, put it, convergence “is a technological term: the same 

event can be presented in technologically different ways”3. 

Convergence is a combination of various types and formats of • 

presenting information through different media. A. Aliyev, direc-

tor of the internet project of the newspaper Izvestia, believes that 

convergence is a “conglomerate of various forms of presenting 

information on a website”4.

Convergence is content distribution through as many informa-• 

tion channels as possible. According to P. Chernikov, editor-in-
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chief of kommesant.ru, it is “bringing together and uniting differ-

ent channels of information distribution”5. 

Convergence is a combination of two products: the print and on-• 

line editions of a newspaper. P. Sukhov, editor-in-chief of GZT.

RU, said that he “had come across the concept of convergence 

only once, and it was a case of a convergent, integrated newsroom 

producing content for both the website and the newspaper”6.

 

Apart from these four, some other interpretations of the term were 

suggested by the respondents. Y. Garkunov, managing editor of the online 

edition of the newspaper Trud, thinks that “convergence implies a con-

certed effort by a newsroom to complete all kinds of projects, collective 

and cross-departmental team-based work on generating a product”7. 

 According to A. Glebov, editor of the internet project www.sovsport.

ru, convergence is a “joint action of different mass media belonging with-

in one holding aimed at creating content and distributing it on various 

media platforms. Convergence can take place only in a media company 

that includes various mass media, such as the news agency RIA Novosti. 

Our holding [the publishing house Komsomolskaya Pravda – author’s 

note] also includes various mass media: the newspapers Komsomolskaya 

Pravda and Sovetskiy sport with their online editions as well as the radio 

station KP, and these do cooperate”8.

Most respondents do not make a distinction between “mass media 

convergence” and “mass media integration”. P. Sukhov, for example, 

believes that these are identical concepts suggesting the combination of 

two products: the print edition of a newspaper and its electronic edition: 

“Either there are two newsrooms producing content for the two editions… 

or there is one newsroom having to provide for both media platforms. 

This is a fact, and which term researchers use to describe it – integration, 

convergence or diversification of activities – does not really matter”9. 

O. Lutskovich, managing editor at the real estate newsroom of RIA No-

vosti, points out that “convergence and integration are almost similar 

concepts in journalism. They imply integration and interpenetration of 



99

various mass media, which ensures a combination of in-depth analysis 

provided by newspaper journalism, the emotional impact of videos and 

online interactivity10. 

Alternatively, A. Kozenko, senior reporter for “Society” column of 

the newspaper Kommersant, thinks that integration occurs when one edi-

tion acquires another. The acquisition of the magazine Ogonyok by Kom-

mersant publishing house is an example of horizontal integration”11.

Of the twenty respondents, seven found it difficult to give a definition 

to the concept of “mass media integration”. The term “multimedia”, 

however, was defined by almost all of them. Most respondents believe 

that it means presentation of content through the use of different formats 

(audio, video, text, graphics), a type of content that makes an impact on 

several senses simultaneously. As P. Chernikov points out, multimedia is 

a “technique of information presentation in which the text is accompa-

nied by audio and video and all kinds of interactive formats”12.

In the opinion of T. Goncharova, who is an editor of the website of 

Moskovskiy Komsomolets (www.MK.ru), multimedia is associated with 

“a large holding, a large structure, which develops in a number of di-

rections. Newspapers, radio, television and the internet mass media are 

brought together into multimedia holdings, which include at least three 

different kinds of the mass media having the same owner. RBK and RIA 

Novosti exemplify such holdings”13. However, E. Rodionova, the head of 

the web department of the newspaper Tribuna, believes that “multimedia 

is text publications on the Internet and in newspapers”14.

As we can see, the respondents either fail do define the suggested 

concepts or do not really distinguish between them. Disagreements are 

not uncommon either. 

  

Convergence process in practice

We deliberately formulated the concept of convergence in the fol-

lowing question: “Do you think that your edition is involved in the con-
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vergence process if by convergence we mean integration of various me-

dia platforms (the newspaper’s print edition, its online edition, its mo-

bile edition, its PDA-edition and possibly some broadcasting resource) 

aimed at collective team-based content production and its distribution 

across multiple channels?” Almost all the respondents (18 people) gave 

a positive answer to this question. They are certain that convergence is 

essential for the newspaper industry as a whole. In most media compa-

nies convergence is realized through the integration of the print, online, 

mobile and PDA-editions, but there are instances of integration of five 

media platforms: the publishing houses Alta-media and Komsomolskaya 

Pravda are actively involving the radio platform. Let us consider various 

types of integration.

Web department 

The convergence process is often accompanied by organizational 

changes, for example, the emergence of new departments. According to 

the respondents, some years ago in all editions a web department (in-

ternet service) was formed. In some editions this took place rather long 

ago (in Izvestia as far back as in 2000), in others fairly recently. For ex-

ample, in the newspaper Gazeta such a department was formed in April 

2009. The number of employees in web departments ranges from 2 (Tri-

buna) to 30 (Gazeta). In the media holdings that include several print 

editions, the internet service is in charge of their websites. The internet 

service AiF (the media holding Media3) maintains three websites: www.

aif.ru, www.extra-m.ru and www.trud.ru. The service includes a little 

more than 20 people: journalists, editors and marketing professionals. 

The editions incorporated in Media3 cooperate through content sharing. 

As Y. Garkunov, the senior manager of the online edition of the newspa-

per Trud, put it, “our journalists answer questions, and this content can 

also be found in AiF. In addition, we have a joint weblog rabota.aif.ru 

launched fairly recently, which provides aif.ru users with an opportunity 
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to search for vacancies and post job advertisements and CVs on to the 

website Job.trud.ru15.

In many editions, the web department is an independent unit, which 

includes the managing editor, several copywriters, the newsreel editor 

and the bied editor; all these people create content specially for the web-

site. In some editions (Gazeta, Kommersant) the newspaper’s newsroom 

and the web department have a tendency to integrate. In the publish-

ing house Ekonomicheskaya gazeta the integration has already taken 

place. Previously, Ekonomicheskaya gazeta included several editorial of-

fices, which published related editions, but now it is an integrated news-

room producing some newspapers, several magazines and their online 

editions.

Cooperation between the web department 
and the newspaper’s newsroom

Many theorists in the West believe that the convergence process first 

and foremost manifests itself in the cooperation among the media com-

pany’s departments. Our respondents told us about some instances of 

cooperation between the web department and the newspaper’s news-

room.

To begin with, there is cooperation aimed at content sharing exem-

plified by AiF, Izvestia and Gazeta. In AiF the business department sup-

plies the website (namely its section “Money”) with materials written 

specially for it. Some materials originally created by the web department 

can be found in the print edition. In Gazeta journalists are obliged to 

supply the online and offline editions with a certain minimum of texts. 

Journalists working for the newspaper are allowed to borrow any infor-

mation posted on the website and publish it in the print edition, with the 

indication of the origin. 

Another example of cooperation between the web department and the 

newspaper’s newsroom is cross-promotion. For instance, S. Asriyants, 
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editor of Novaya gazeta website, said, “It is common for Novaya gazeta 

to provide references to the materials of the website, and vice versa”16. In 

AiF and Novaya gazeta it is standard practice for the web department to 

invite a newspaper’s journalist to run an online conference.

So, content sharing is not uncommon; however, in some newsrooms 

(Kommersant, Izvestia, MK) there are journalists writing only for the 

website.

Video content on the websites of Russian newspapers

The pattern “the website is a replication of the newspaper” is no longer 

popular among Russian editions because today’s information consumer 

needs a full-fledged multimedia resource, which is unattractive without 

video materials. The survey showed that Russian journalists do realize 

this, and Russian editions are developing (or planning to develop) video 

content. The first videos appeared on the websites of Russian editions 

about three years ago. Russian editions obtain video content through co-

operation with providers (Kommersant has an agreement with newstube.

ru, where it can select any videos and use them on its website, Izvestia 

borrows materials from the television channels Zvezda, Kultura, Ren-TV, 

while Rossiyskaya Gazeta does so from the channel Vesti-24), produce 

videos of their own and make use of those sent by their readers.

Professionals are not infrequently invited to create video content. 

Among its staff AiF has a director and a cameraman. In 2007 Kommer-

sant set up a working party “Kommersant Video”, part of the internet 

service, which includes a number of creative professionals and picture 

editors, all with an experience of working on television. Izvestia has a 

multimedia group focusing on video content creation. The profession-

als working there engage in online transmissions and create broadcasting 

programs. 

In such editions as MK, RG and Novaya gazeta, the newspaper’s 

journalists and photographers are also invited to create video materials. 
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As V. Dmitriyeva, managing editor of www.rg.ru told us, “the newspa-

per’s journalists and photographers shoot videos on their mobile phones 

and cameras. The quality of such videos is not very high but it is not very 

important for newsworthy information on the Internet”17. In Novaya 

gazeta “there are some self-motivated journalists who do not only shoot 

videos but also do editing with all the necessary attributes like cut-ins, 

bumpers and titles and contribute a finished video”18. 

It is common for the editions whose members we surveyed to ex-

periment with various forms of presenting video materials. A video con-

ference is particularly popular (AiF, Gazeta, Novaya Gazeta, Soivetskiy 

Sport): experts are invited to answer readers’ questions. Outdoor video 

surveying is done by RG and Kommersant. The latter has a column “Di-

rect speech” in which businessmen and politicians answer questions. 

Meanwhile, reporters walk into the streets and put the same questions 

to passers-by. After that, the newspaper publishes the answers given by 

businessmen and politicians, while ordinary people’s answers are posted 

on the newspaper’s website as an addition”19. Sovetskiy sport and Novaya 

gazeta also practice on-the-spot video reports. AiF is keen on the format 

of a video lesson. It is a short video (no longer than 4 minutes) about how 

to learn roller skating, for example, or how to cook popular dishes.

As P. Chernikov from Kommersant put it, “we are searching for new 

formats in video journalism. For example, we have a format “What is 

going on”: a journalist contacts a member of a profession and talks to 

him about what is going on in this field… We also have journalists’ video 

columns where authors speak about their publications in the newspaper 

and share their ideas”20.

Since February 2009, a program “Football for three” has come out 

on the website of the newspaper Sport-ekspress. The presenters, A. Lvov 

(the newspaper’s journalist) and A. Arkanov (a satirist) talk to their guest 

about football in a casual atmosphere showing a good sense of humor.

Many newspapers (AiF, Gazeta, Kommersant, Izvestia, Sovetskiy 

sport) include advertising in the video content or have plans to do so in 

the nearest future. 
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Audio content on the websites of Russian newspapers

In most editions, journalists think that audio content on newspapers’ 

websites is unpromising. As P. Chernikov points out, “it is hard to per-

ceive the audio format on the Internet”21. RG and Kommersant experi-

mented with audio materials with indifferent results. A. Kozenko from 

Kommersant remembers “several unlucky projects. For example, jour-

nalists … recited the horoscope, just for fun, but the initiative did not 

catch on”22. Novaya gazeta turned the audio content down because of the 

crisis. According to S. Asriyants, before the crisis the website “provided 

two (at 12.00 and at 18.00) five-minute audio newscasts”23.

According to P. Sukhov, “audio content makes sense only in the case 

of an interview given by an expert or in the frames of affiliated programs 

of content sharing with radio stations. For example, we offer them ad-

vance ads of the nearest newspaper issue and a short review of what has 

recently been published on the website; they, in turn, provide us with 

their podcasts”24. On GZT.RU audio content is presented in the form 

of deciphered telephone interviews accompanied by soundtracks. Video 

content on the website definitely occupies more space than audio con-

tent.

Mobile and PDA-editions

 Putting into effect the pattern “produced once, content is distributed 

across multiple media channels”, many Russian newspapers are already 

using or planning to introduce mobile and PDA-editions. 

The mobile edition in most cases (AiF, Gazeta, Izvestia, RG, Trud) 

coincides with PDA and is, in fact, the newspaper’s replication. But, un-

like PDA, which does not go beyond that, the mobile edition is also used 

in a different way. In MK it comprises only the most exciting news reports. 

In NG they are thinking of a mobile edition that will not be identical to 

the newspaper but include texts written specially for it. In Sovetskiy sport 
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there is a facility of immediate delivery of game scores through SMS. For 

example, “during the hockey championship, users received either the re-

sults of all the matches or the score of the match with the names of the 

players who scored the goals”25. This facility is advertised on the website 

and in the newspaper. 

Only several respondents think that there is no point in developing 

the mobile edition. Among them is A. Aliyev, who maintains that “to-

day, given the present development of the Internet and the level of mass 

media penetration into the Web, it is pointless to develop the mobile edi-

tion. Modern consumers are no longer satisfied with the content that 

can be provided by means of the mobile edition as they need pictures and 

videos”26. 

Integration of the print, Internet, 
mobile, PDA and radio platforms 

Now we are going to analyze some instances of integration of five 

media platforms illustrating more complex interaction aimed at content 

creation in the frames of one publishing house. We shall consider the 

publishing houses Alta-press and Komsomolskaya Pravda.

As O. Silantyeva (Alta-press publishing house) told us, since Febru-

ary 2009 much has been done to improve and update the company’s ac-

tivities. Alta-press includes 13 editions. So far the restructuring process 

has touched upon two print editions (the business newspaper Vashe delo 

and the weekly Svobodnyi kurs), the radio station Serebryanyi dosht in 

Barnaul (the main city of the Altai Territory) and the website altapress.

ru. Today these are integrated into a newsroom, which will continue to 

generate these four products in a concerted effort. 

The first step toward integration was made by the website and the ra-

dio station. The website has a newsreel, and many news reports on Sere-

bryanyi dosht have been written by journalists working for the website; the 

news is slightly adjusted to the radio format. The two newsroom also co-
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operate in creating individual projects. For example, on Mondays there 

is a program “Avtochas” on the radio station: its advance advertisement is 

posted on the website, users are welcome to ask questions, the telephone 

number of call-ins is also available. When the program is over, its audio 

recording is posted on to the website for those who have missed the live 

broadcast. In another project some outstanding personalities of the Altai 

Territory recite live V. Shukshin’s stories, after which the recording is 

also posted on to the website.

The staff members of the web department also cooperate with the 

journalists of the print editions and know the newspaper’s editorial cal-

endar quite well. “We conduct joint briefings where tasks are assigned: 

the web department collects immediate information and the newspa-

per staff writes feature articles, after that the material is posted on to the 

website”27.

 Journalists working for the newspapers are sometimes invited by the 

website to create video content. Alta press has an editing expert and a lay-

out editor among staff. But all journalists have the skills of making videos. 

As O. Silantyeva put it, “Not long ago V. Putin visited Barnaul, and video 

materials abounded. Our woman journalist attended press-conferences 

with a video camera. To begin with, the text dictated over the telephone 

was posted on to the website, and then the videos were edited”28.

 In October 2008, the newspapers belonging within Alta press devel-

oped the mobile and PDA-editions. The mobile edition includes ad-

vance ads of cultural events while the PDA-edition advertised newspaper 

publications. Neither edition is a replication of the newspaper.

The publishing house Komsomolskaya Pravda consists of the news-

papers KP, Sovetskiy Sport, Ekspress-gazeta, Teleprogramma, several re-

gional and local newspapers and the radio station KP. 

It is hard to disagree with O. Nosova, managing editor of the website 

KP.RU, who believes that the publishing house Komsomolskaya Pravda 

has so far made the greatest progress among Russian editions in terms 

of innovative technologies. Journalists working for the primary newspa-

per create content for different media platforms. This publishing house 
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does not have a special group of journalists writing only for the website. 

The web department has been made into a service including 25 people: 

software engineers, designers, maker-ups, feature editors and several 

managing editors, who give assignments to the newspaper’s journalists. 

Managing editors shape the content of the website but all the writing is 

done by the newspaper’s journalists.

While in most editions under consideration the video content is cre-

ated by professionals, in Komsomolskaya Pravda the responsibility lies on 

the newspaper’s journalists. The first videos were posted on the website in 

2006. When a journalist sets out to carry out his task, he invariably takes a 

camera or at least a mobile phone with him. Then he brings the material 

to a video editor and discusses the details of make-up with him. Some 

journalists do make-up by themselves applying elementary programs. 

There is a special video studio in KP. It hosts from one to three guests 

a day, with an advance advertisement put up a few days before the event. 

Online conferences are always live, and readers have an opportunity to 

put their questions to the guests. After the conference its records are 

posted on to the website. 

The daily number of videos on the KP website is about 40: these are 

materials shot by the newspaper’s journalists, videos from www.u-tube.

ru and archive materials. To make a comparison, on the websites of the 

other editions under consideration from 7 to 10 videos a week are avail-

able.

The most part of the other editions are keen on the integration of 

advertising into the video content but in KP they do not see any point 

in it. However, advertising of their own is quite common on the website 

KP.RU, for example, they advertise book collections having the brand of 

Komsomolskaya Pravda publishing house.

Audio content on the website was not very popular before the radio 

station KP came into existence. According to O. Nosova, “we used to 

have a column “The issue of the day”: we conducted short telephone 

interviews with experts on this or that burning issue and posted their an-

swers on the website. But the audio format was not much in demand”29. 
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KP radio station is information radio, with little music and lots of news-

casts and talks with interesting people. In the program “The theme of the 

day” a journalist invites an expert and talks to him live. The material he 

makes is handed over to the web department and the newspaper. With the 

help of a cameraman he can make it into a video. 

O. Nosova believes that “in today’s newspaper, all members of staff 

produce content for both the website and the radio. The radio station 

does have focused specialists, such as audio editors and presenters, but 

the content is entirely made by the newspaper’s journalists, who all day 

long run up and down the stairs: the editorial office of the newspaper is 

on the sixth floor, the web department is on the fifth and the radio service 

is on the third”30. When an event takes place, a journalist telephones an 

expert and asks him questions, simultaneously recording an audio file. 

Then the file is deciphered for the website, the material is also broadcast 

and sometimes published in the newspaper. “Thus, the same content is 

sold three times. A journalist gets extra money if his material is used not 

only by the newspaper but also by the website and the radio station, he is 

financially motivated to do so”31.

Journalists working for Sovetskiy sport also interact with the radio sta-

tion in terms of producing content for it. A. Glebov remembers that they 

“started with making sport news programs for the radio. Today, journal-

ists engage in on-the-spot news reporting and experts working for the 

newspaper sometimes comment football matches on the radio”32. Some-

times the web department of Sovetskiy sport invites guests, who answer 

the questions put by users and by a journalist from the newspaper. After 

that the guest and the journalist may go to the third floor and give a 10- or 

15- minute live talk on the radio.

Komsomolskaya pravda publishing house also develops its mobile 

edition, which does not differ from the PDA edition except for some 

special offers.

In the publishing houses Komsomolskaya Pravda and Alta-press jour-

nalists are encouraged to master new technologies. As O. Nosova point-

ed out, “if no one pushes you, you will just sit and relax… many would 
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choose to return to the times when they wrote two articles a month and 

got good money for their work. Today a journalist working for Komsomol-

skaya Pravda must write, shoot, speak foreign languages… these are the 

professional challenges he has to meet”33. 

Russian editions, however, face the same difficulties as the editions 

in the West. To begin with, it is hard for journalists accustomed to cer-

tain working patterns to get used to new developments. P. Chernikov is 

sure that everyone in Kommersant realizes the need to change over to the 

format of an integrated newsroom but “there are many difficulties. Take, 

for example, the simple task of organizing one’s working environment. 

In a large newsroom journalists do not have their permanent worksta-

tions. This can be frustrating for those who have worked for the newspa-

per for many years and got used to their workstations, with a pet teddy 

bear dangling over the monitor and helping so much to write feature… 

so how would you like being seated in front of any available laptop”34? 

At the moment, journalists working for Kommersant are hesitant: on the 

one hand, old habits die hard, on the other, everyone understands that 

changes are indispensable. Two years ago the idea of an integrated news-

room was debated and journalists spoke against this innovation.

In Sovetskiy sport there were also “some difficulties deriving from the fact 

that journalists from the newspaper did not want to work for the website, so 

they were forced to do so. They did not realize the importance of the internet 

platform and they were not financially motivated. Today, journalists are no 

longer reluctant to post some of their materials on the website because they 

get feedback: a great number of responses to a material provide a strong mo-

tivation for a journalist as they indicate that his work is in demand”35.

Intentions and plans

As the survey results show, many Russian editions are mastering new 

technologies, new media platforms and develop interaction aimed at con-

tent creation. RBK holding, however, is an exception to this general rule.
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As E. Seryogina, correspondent for TELEKOM/MEDIA department 

of the newspaper RBK daily, told us, “our newspaper is on its own and 

television is on its own. Journalists working for the newspaper do not 

virtually interact with RBK-TV journalists. There is one exception: the 

newspaper’s journalists are invited to the TV program “In focus” to meet 

businessmen engaged in it and give their comments”36.

The websites of all the editions under consideration have become 

multimedia resources, having gone beyond the model “the website is a 

replication of the newspaper”; however, the website of the newspaper 

RBK daily still faithfully reflects the print edition. E. Seryogina remem-

bers, however, that there were plans to develop video content but those 

were frustrated by the economic crisis. 

Most respondents claimed that they were not going to rest on their 

laurels and thought of mastering new media platforms. O. Silantyeva 

from Alta-press said that they had long been thinking of creating Alta-

press TV. They do realize that the content the journalists produce could 

be presented on a video channel, whether it is going to be a TV channel 

or a time span bought on another channel but having Alta-press brand.

According to P. Chernikov, in Kommersant there were plans to set up 

a radio station. “We know that our brand is strong enough to shoulder 

any project. Now Kommersant is closely associated with the newspaper, 

so we must do our best to break this stereotype for people to understand 

that this brand is not confined to the newspaper but it also means the 

high-quality media in all their manifestations”37. 

Creation of a broadcasting resource is one of the major concerns for 

Novaya gazeta. As S. Asriyants put it, “now we are working at the theo-

retical aspects of the issue, there are some good ideas, and it would be 

great to create a broadcasting channel of our own”38.

The current developments in Russian media companies within the 

frames of the convergence model are of great interest to both theorists 

and practical journalists. The newly created organizational models of 

interaction on the basis of various technological platforms are likely to 

serve as an example for other participants in the market. The survey we 
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conducted showed that Russia has extensive experience in mastering new 

technologies and creating workable interconnections among different in-

formation platforms. The data obtained indicate that to various degrees 

almost all the editions are mastering new technologies putting into ef-

fect the basic idea of the convergence process: produced once, content is 

distributed in many ways via print newspapers, websites, mobile phones 

and radio. 
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Liudmila A. Voronova

MEDIA REPRESENTATION OF WOMEN POLITICIANS: 
MYTHS AND ANTI-MYTHS

Gender, politics and communication are strongly interconnected 

social arenas, and in the point where these spheres overlap, gender dis-

course is constructed and an interrelation between gender and power is 

established. In the era of change, when more and more women are fight-

ing for and taking the leading positions in society, the role of the media 

in this intersection becomes more than ever important, as it is the media 

that to a large extent define the direction of social change, shaping public 

opinion and attitudes, determining public discourse, influencing public 

policy and serving as a channel between the public and policy makers. 

Being a social technology of gender1, the media can make their contribu-

tion to stimulating and producing new ideas and images or, on the con-

trary, reproduce and strengthen traditional stereotypes and archetypes 

also connected with women’s political activity.

For more than 30 years, researchers from all over the world have 

discussed the so-called “gender frames” that appear in the media when 

powerful women are portrayed. These frames can be found in everyday 

coverage of women politicians, whether domestic or foreign, but are 

easier to define in outstanding situations such as electoral campaigns, 

elections and appointments of women politicians2. I have made an at-

tempt to analyze the coverage of world famous women politicians, 

such as Hillary Clinton, Angela Merkel, Kristina Kirchner, Yulia Ti-

moshenko, Segolene Royal, Ellen Johnson-Sirleaf and some others, 

by the quality print media of Russia and Sweden in the time frame of 

these women politicians’ election campaign / appointment for the po-

sition in order to find out whether the media of the two very different 

countries are using the same patterns when portraying the same women 

politicians.
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The reason for choosing such different discourses was crucial dif-

ferences between the countries’ political cultures, approaches to gender 

mainstreaming, perceptions of women politicians and aspects of regulation 

and self-regulation of gender balance in the media content because, along 

with the undeniable importance of certain internal factors influencing 

media production (such as media logic and economics, media awareness 

of audience expectations, gender awareness or individual journalists’ and 

editors’ “blindness”, gender balance in the newsroom and management of 

the media organization, etc.), external factors play an at least equally im-

portant role in the construction of women politicians’ images in the media 

content. External factors determine the atmosphere where certain image 

systems can emerge. Hence, while the differences in the media coverage of 

women politicians in Russia and Sweden were predictable, they frequently 

turned out to be so striking that I dared speak of two antonymous systems 

of images: the system of “myths” about women politicians in the Russian 

print media and the parallel system of “anti-myths” in the Swedish press.

The concept of “myth” is widely used by scholars engaged in gender 

studies of the media, where the myth is viewed as a constructed image sys-

tem (re)producing traditional gender stereotypes3. In Barthes’ terms, the 

myth here can be viewed as a mode of signification4, where particular wom-

en politicians as well as women in political discourse in general are signified 

in a particular gendering way. While the approach of the Russian media in 

constructing images of women politicians is mainly based on the system of 

“myths” helping the traditional stereotypes take root and strengthen, the 

Swedish approach in general seems to be based on an urge towards gender 

balance and is characterized by sometimes excessive emphasis on gender 

issues and the problem of women’s political activity. Swedish journalists 

mainly show themselves as gender-aware, though in some cases their ap-

proach still correlates with the ‘positive discrimination’ approach as they, 

for instance, continue to view women as a minority in politics. However, 

in general such an emphasis on the problem of involving women in politics 

can be viewed as desirable. This is why the system of images of women poli-

ticians in the Swedish media might be called “anti-myths”, helping to chal-
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lenge the traditional gender stereotypes and develop positive readership’s 

attitudes towards women politicians. Still both “myths” and “anti-myths” 

may be understood as patterns of gendering where different prisms and dif-

ferent mechanisms are used for constructing women politicians’ images.

To draw a comparison, I picked out some articles published in what may 

be regarded as the quality print media. Among the Russian press, the daily 

newspapers Izvestiya, Novie izvestiya, Vremya novostei, Kommersant, Nezavi-

simaya, Rossiyskaya gazeta, the business newspapers Gazeta and Vedomosti, 

the weekly periodical Novaya gazeta, and the magazines Profile, Expert and 

Russian Newsweek were selected. From the wide spectrum of the Swedish 

print media I selected newspapers of different regions – Dagens Nyheter, 

Svenska Dagbladet, and Göteborgs-Posten, Sydsvenskan, the business news-

paper Dagens Industri and the weekly periodical Veckans Affärer. The time 

frame was chosen according to the idea of the American researcher P. Norris 

and the Russian researcher M. Pavlikova, who stated that an election cam-

paign and a short time before and after an election/appointment of a woman 

politician is the time when gender frames in media coverage are most vis-

ible5. Having this in mind, I made an attempt to illustrate the main patterns 

of coverage of women politicians in the Russian and Swedish press.

Myths in the Russian media

Myth №1:
Appearance is important. Does it matter what a woman 

says if she looks attractive (or repulsive)?

Segolene Royal, a candidate for presidency in the French elections-

2007, was often described in the Russian media in the following way: 

“Men’s magazine FHM accounted Segolene as number six in the list of the 

sexiest women in the world. Mother of four children, Royal outperformed 

the models Kate Moss and Naomi Campbell, the movie stars Penelope 

Cruise and Monika Belucci. The popularity rating of the beauty-socialist is 

59%… The ordinary Frenchman is no longer willing to believe cynical and 
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tactical professionals of the male sex. He seeks changes. A smiling brunette 

carefully articulating political mantras – new to her – seems to be more 

sincere”6. The author of this article fails to notice any features of the can-

didate except her sex appeal and lack of political experience. Though sexu-

ality here is viewed, at first sight, as the candidate’s advantage, the article 

does imply that only male politicians can be tactical professionals and the 

ordinary Frenchman’s preference for a sincere female is a sad mistake.

Myth №2
A woman should remain wife and mother. 

Is it really possible to combine a political career and family? 

(“What will the husband say? Who will care for the children?”) 

And is she likely to become a “mother” and “devoted wife” to her nation?

The newspaper Izvestiya wrote about the president of Liberia in the article 

“Ladies on the offensive”: “We have all suffered, we have lived through a lot 

of trouble. But we should unite and go forward” – appeals to her compatriots 

Ellen Johnson-Sirleaf, divorced mother of four sons and grandmother of six 

grandsons”7. In the article one cannot find a word about this politician’s views 

and experience. Such an emphasis on the private life of a national leader is 

a double-edged sword: on the one hand, it raises trust in a woman politician 

(a mother cannot do any harm to her “children”, the citizens); on the other 

hand, a woman in politics appears to be something unusual.

Another aspect of this myth is representation of relations between a 

woman politician and her male colleagues in terms of sexual/romantic re-

lations of a couple. For example, Kommersant headlined one article about 

the then new presidential coalition in Ukraine “Right match for Yulia 

Timoshenko”8. The verbal associations are obvious, while the article is in 

fact about a meeting between the then president Viktor Yuschenko, BYT 

leader Yulia Timoschenko and Vladimir Litvin, leader of a political block.

Myth №3 
Once a woman is allowed to come to power, she has no right to make 

a mistake: if she is a bad politician, it is because she is a female; 
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if she happens to be a good politician, it means that she is not a “true”

woman and is unable to have private relationships. 

Most often Condoleezza Rice has fallen victim to this myth. For exam-

ple, the magazine Expert with evident antipathy wrote, “Condoleezza Rice 

looked elegant: she was wearing a scarlet suit and black high-heeled shoes, 

which were chafing her feet. With her appearance lady secretary of state un-

derlined that she was the only woman politician among men, a fact noticed 

long before by the conservative American press. And if she is a woman and 

the only one, she is allowed to do more. Her words… sounded like gunshots. 

Now the secretary of state talked about facilitating American inspectors’ 

access to Russian nuclear installations….Then she announced that Belarus 

was “the last dictatorship in Europe, and that was not advantageous for any-

one”….An American politician is allowed to do many things in Russia. And 

a woman… a woman is allowed to do almost anything”9. Thus, Rice’s state-

ments are not taken seriously, and the author makes his readers think that 

the ideas conflicting with Russian policies and voiced by a woman from the 

“enemy camp” belong to just a female, whose shoes chafe her feet.

Myth №4
Politics is a dirty business, and a woman is so innocent. Is it a right place for her?

A political duel between two presidential candidates, Segolene Royal 

and Nicola Sarcozi, was described in one of the newspapers as follows: 

“The right-wing candidate Sarcozi dueled with the mother of four chil-

dren, socialist Royal. It is always difficult to grapple with the intellect of 

a lady, but with an ex-teacher… It was clear beforehand that Sarco was 

stronger in public discussion and more competent in global problems, 

but it would be counterproductive to crush his opponent with arguments, 

for that would make voters feel pity. Segolene’s aim was easier: to draw 

the fire upon herself and earn the sympathy of everyone dissatisfied with 

the head of the Ministry of the Interior”10. Royal looks defenseless, and 

journalists try to show that a woman politician has to play political games 

differently as a woman cannot withstand rudeness and sharp words: the 

only strategy she can use is to win compassion.
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Myth №5 
A woman in politics is something exotic, 

and a media story ought to underline the uniqueness of this situation. 

It sometimes seems that Russian journalists are so scared of the em-

powerment of women that they try to exaggerate women’s political activ-

ity in order to frighten the reader. For example, one newspaper tried to 

predict the results of the American presidential elections in 2008: “Amer-

ica is next in turn. It is not impossible that there will be no place for men 

at the elections in 2008, and that the two candidates for the presidency 

will be Hillary Clinton and Condoleezza Rice”11. In this manner, the 

Russian media tried to underline that the empowerment of women would 

change the course of history in a negative way.

Myth №6
It is impossible for a woman to enter politics on her own. 

There must be an influential male politician behind her.

Women politicians are very seldom projected as self-reliant figures. 

For example, the Ukrainian prime-minister Yulia Timoshenko was usu-

ally represented in the Russian media as an attachment to influential 

Pygmalion, president Viktor Yuschenko, – “lady Yu”. S. Royal was de-

picted as a political project of her husband, François Hollande. Some 

women such as Hillary Clinton and Cristina Kirshner are depicted on the 

pages of Russian editions as their husbands’ “deputies”, in spite of their 

independent political experience. 

Swedish anti-myths

Anti-myth №1
Appearance matters, but gender does not. 

Appearance is part of any politician’s image strategy.

Women politicians’ appearance and physique are seldom mentioned 

in the Swedish quality press. If they are discussed, it is usually within the 
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conception of a public image which a politician of either gender forms 

him- or herself. While the Russian media underline that the Argentin-

ean president, Kristina Kirchner, is a “54 year-old red-haired beauty 

with brown eyes”12, “with heavy make-up, but still a beautiful woman 

in a bright-pink suit”13, the Swedish media emphasize that her appear-

ance is part of her electioneering: “she plays a feminine role: a mane 

of dark hair, black eyeliner on, a radiant smile, chic clothes and heavy 

jewelry”14.

Anti-myth №2 
A woman leader ought to influence “ordinary” women’s opinions 

about their place in society and encourage them to play an active role 

in the public sphere.

It was interesting to see that even the quotations from women poli-

ticians’ speeches used by the Swedish and Russian press are differ-

ent. For example, when writing about Kristina Kirchner’s victory in 

the presidential election, the Russian media (in order to prove that a 

woman politician remains a woman, who cannot go out without wear-

ing make-up even at the times of unrest) quoted her words “Bombing 

is nothing, make-up is everything!” The Swedish media quoted com-

pletely different words: “I want to tell my sisters-in-arms: you do not 

need to choose between family and career! Let’s build this country 

together!”15.

Anti-myth №3
A woman politician is certainly a woman. 

But her gender might and should become a positive distinction 

enabling her to come to power and achieve changes for the better. 

It is unfair to criticize a woman politician for her gender.

In an article headlined “Go ahead, Hillary!” (“Heja Hillary”), Dagens 

Nyheter wrote about Hillary Clinton, then a potential presidential candidate, 

“Hillary Clinton’s gender is her bonus. Not because women rule differ-

ently from men. Her gender is a symbol. With a woman in the White 
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House, the world will make a big step towards equal opportunities and 

away from stereotypes”16.

Anti-myth №4
Women politicians are not a homogenous group. 

They differ from each other, and there should be more of them in politics, 

where everybody complies with the same laws, irrespective of gender.

Swedish journalists, unlike their Russian counterparts, realize that, 

regardless of their gender, the main thing for politicians is their level of 

ambition and their personality traits. As Dagens Nyheter writes, “Women 

are getting close to the summit of power in the USA, France and Swe-

den. But this trend does not mean that feminism is beginning to prevail. 

In national economy or security policy gender does not play any role, 

and everyone complies with the same laws. Angela Merkel on the right, 

Hillary Clinton and Nancy Pelosi in the middle and Segolene Royal on 

the left do not have so much in common, except for the fact that they are 

all women. However, the step forward is symbolic. When women become 

prime-ministers and presidents, girls across the world get a message: ev-

erything is possible”17.

Anti-myth №5
Achievement of gender equality is an important goal set by any state. 

A woman politician should cease to be regarded as something exotic.

Swedish journalists are indeed proud of the fact that Sweden is the 

world leader on the way to gender equality. Very often one can come 

across articles headlined “Sweden ensures more equal rights than any 

other country in the world”18. But according to Swedish journalists, 

there are still many political peaks to be conquered by women, even 

in Sweden. For example, in one article the author regrets that in Swe-

den the prime-minister’s portfolio is still held by a man. “Chile has 

elected a woman president. Liberia has Ellen Johnson-Sirleaf. There 

are more and more countries where women get to the top in politics, 

but not in Sweden, although in general it ensures more equal rights 
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than any other country in the world”19. The journalist tries to find the 

reason for this paradox and expresses hope that one day Mona Sah-

lin, the leader of the Social Democratic party, will become prime-

minister. 

Anti-myth №6
A woman in politics is an “agent of change”. 

She comes to power to make her country and the world better. 

The Swedish media usually perceive the political style of women pol-

iticians as different from what is considered to be traditional. For exam-

ple, Chile’s president, Michelle Bachelet, is associated with a “new era”, 

and Ellen Johnson-Sirleaf’s empowerment is linked to the “new future” 

of Liberia20. Angela Merkel, the German Chancellor, seems to Swedish 

journalists to be an example for German women politicians. Dagens Ny-

heter writes that “she is the one who has chosen to come to power not just 

as a woman who will play the role of “people’s mother” and subdue her 

own sex appeal. She is the one who will demonstrate the opportunity for 

emancipation for half the German nation without intimidating people 

with excessive frivolity”21. 

The myths and anti-myths described above are simply patterns of 

representation of women politicians in the media of the two countries. 

Being a careful reader, one can notice what we define as myths in the 

Swedish media, while anti-myths can sometimes be found in the Rus-

sian press. Still these patterns allow us to speak about different prisms 

and mechanisms used by the media in Russia and Sweden when por-

traying the same women politicians, and these mechanisms took shape, 

no doubt, not without the influence of the external factors character-

izing and distinguishing the two societies. Taking into account the role 

of the media in the formation of gender discourse in society, the mech-

anisms of constructing women politicians’ media images, shaped by 

both external and internal factors, need to be analyzed as thoroughly as 

possible.
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MASS MEDIA MARKET IN POST-SOVIET RUSSIA

The article provides the author’s interpretation of those conditions 

and factors which encouraged Soviet, and later Russian journalism to 

make an attempt to build the mass media market. The results of the 

transformation that occurred are analyzed on the basis of historical 

facts, and an assumption is made that what emerged in the place of the 

classical mass media market was a conglomerate of mass media enter-

prises facing a serious identity problem.

Key words: market, paternalism, contract economy, firm, hierar-

chy, identity.

At a certain point in the early 1990s of XX century, all of us sensed 

that the emergence of the mass media market was at hand because on 

December 21, 1991 the Supreme Soviet of Russia passed the law “On 

the Mass Media”. This historic decision was preceded by a period that 

granted the journalistic community of the USSR with a number of legal 

acts and regulations. Those were inspired by progressive public backed 

up by the authorities of young Russia, a country which was implementing 

democratic reforms and infusing the spirit of freedom into everyone.

Let us consider the acts which made the emergence of the mass media 

market possible. First of all, those were the acts that laid the legal founda-

tion for business initiatives: the USSR law “On Cooperation in the USSR” 

dated 26.05.1988 № 8998-XI; the USSR law about rent from 23.11.1989 

№ 810-I; the USSR law “On Individual Labor Activity” from 19.11.1986 

№ 6050-XI; the USSR law “On Enterprises in the USSR” from 04.06.1990 

№ 1529-I. The USSR Law “On the Print Press and Other Mass Media” 

dated 12.06.1990 № 1553-I should be given special prominence as it played a 

strategic role in launching market expectations in the journalistic community. 
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An important thing is that those laws enabled journalistic teams to 

reorganize the legislative status of editorial offices, which changed into 

enterprises characterized by self-financing and break-even performance. 

Interestingly, this transformation was not quite legal but, as it sometimes 

happens at the times of revolutions, still possible. As a matter of fact, 

the legislative process realized by USSR people’s deputies resulted in a 

number of contradictions. For instance, the Law “On the Print Press and 

Other Mass Media” stipulated in part 1 of Article IV that an editorial of-

fice is a legal entity (!) acting in accordance with its Charter. Such a norm 

apparently disagreed with the Basics of civil legislation of the USSR and 

union republics as well as with the Civil Code of the RSFSR: the Law 

actually created a new kind of legal entities1. Nevertheless, many edito-

rial offices made use of this situation and gained the long-awaited status. 

Since then, a mass media outlet has been associated with an enterprise, 

hence the terms “media economics”, “mass media taxes”, “financial in-

dices of the mass media” and the like. 

Many editorial offices anxious to gain the status of a legal entity made 

use of the rights of workers’ associations documented in the so-called 

“Andropov’s” USSR Law from 17.06.1983 “On Workers’ Associations 

and their Increased Role in the Management of Enterprises and Organi-

zations” and registered with the Ministry of Print Press and Information 

of the RF. An article by Professor M. Fedotov, one of the authors of the 

USSR law on the mass media and its Russian counterpart, provides a full 

description of that time2. 

The activities of many editors-in-chief in summer and autumn of 

1990 contributed to the emergence of mass media outlets that were eco-

nomically successful. Editorial offices now owned uncontrolled funds (in 

those days the country lacked the fiscal system – no tax inspection, no 

tax police), and a strong “sensation” of the market that came with them. 

These “sensations” were charged so positively that those who said that 

the success resulted from Soviet planned pricing in the area of goods, 

services and raw materials, from society’s trust in journalists generated 

by Soviet mass media, were not or could not be taken seriously. As things 
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went well and hopes for a better life began to come true, nobody was in-

terested in boring economic calculations and unfounded doubts. It was a 

time of a romantic illusion of having a capital (in fact, nobody had any-

thing tangible yet), a time of an ideal mass media market which became 

materialized and descended upon journalists’ heads like manna from 

heaven. In those days and months of happiness felt by journalists (and to 

a greater extent by editors-in-chief) success demanded only one quality. 

And this quality was boldness: boldness as denial, as adventurism, as a 

craving for unlimited freedom.

The process which miraculously turned state-controlled mass me-

dia outlets into free and prosperous market enterprises was a wide-scale 

process. Among the pioneers were the magazines Oktyabr, which re-

ceived from the Ministry Registration certificate № 1, Znamya (№ 20), 

Inostrannaya literatura (№ 25), Volga (№ 61), Druzhba narodov (№ 73), 

Yunost (№ 112) Novyi Mir (№ 138), Ural (№ 225), Zvezda (№ 383) and 

some others. M. Fedotov refers to this process as a “de jure takeover” of 

editorial offices by their workers’ associations3. In fact, it is a case of rad-

ing, an action which is criminally liable today. Such a “de jure takeover” 

was extremely profitable, so, in accordance with the logic of those days, 

it was quite progressive and tuned in to the market spirit of the time. The 

mechanism of becoming part of the market was very simple: after re-reg-

istration and gaining the status of a legal entity, the mass media opened 

their own ruble and currency transactional accounts, and the financial 

flows that used to go through Soviet and party pay offices were now at 

the disposal of editorial offices and their heads. Notably, the prices on 

publishing and distribution services remained in place.

The circulation figures for some editions will highlight the size of the 

financial flows mentioned above. For example, in May 1990 the newspa-

per Komsomolskaya Pravda had a daily circulation of 21 900,000 copies, 

Argumenty i fakty – 33 500,000 copies, Trud, Izvestia and Pravda also had 

multi-million circulation. Even large-volume literary magazines could 

sometimes boast of many hundred thousand copies, and the circulation 

of Novyi Mir in its peak times was 2 700,000 copies.
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It is not surprising that this situation aroused agitation among jour-

nalists: along with the “de jure takeover” of the assets of the Central 

Committee of the CPSU, the All-Union Central Soviet of Trade Unions, 

All-Union Leninist Young Communist League and public organizations, 

new editions which had nothing to do with the Soviet media system 

started to emerge. The expert in the history of the print media professor 

R. Ovsepyan wrote: “According to Goskompechat (the State Committee 

for Print Media in the USSR) estimates, as of March 15, 1991 as many 

as 1800 newspapers and magazines were registered in the country. About 

850 were brand-new. Among them 233 were owned by editorial offices 

and publishers, 291 by public organizations, 124 by associations, 99 be-

longed to co-operatives, 55 to joint ventures, 25 to joint-stock compa-

nies, 24 to party organizations and 19 to religious organizations (almost 

one third of all regular newspapers and magazines was private editions). 

In addition, by mid-March 1991 the Ministry of the Print Press and In-

formation of the RF had registered more than 600 editions and Moss-

ovet (Moscow Council) about 300 editions, so by August 1991 more than 

2600 mass media outlets operated in Moscow, half of which were new4.

The new mass media immediately positioned themselves as profitable 

market enterprises. It was not common knowledge, however, that the na-

ture of profitability is not economically bound. The financial success of 

the “new mass media” was accounted for by an imbalance between mar-

ket prices and state-set prices (state-run enterprises were not allowed to 

change the cost prices on goods and services), by access to state distribu-

tion funds and State Bank loans. Along with it, Russia dispossessed the 

USSR of its right to control distribution of a number of vitally important 

materials and resources, such as paper and printing services. The mecha-

nism of market success was this: to become a media tycoon, one had to 

find a way to swear allegiance to the new Russian power and B. Yeltsin 

personally. In fact, the art of swearing an oath and paying respect in many 

cases (many but not all) underlay the art of management in the incipient 

mass media industry5 of the country. Any citizen or organization had an 

opportunity to register a mass media outlet but only some of them were 



131

able to get paper supply in the Ministry of the Print Press and Informa-

tion of the RF or “squeeze” into a printing office schedule.

It was a time when the journalistic community began to think much 

of the skills of establishing opportunistic and even corrupt relation-

ships with the environment which had nothing to do with the freedom 

of speech, advocating the audience’s interests or any other journalistic 

institutional values. And it was not surprising at all because the advent 

of capitalism made journalists, who had for many years lived in happy 

unconcern about money, start to look for someone who could, instead 

of the party and the government, pay for their right to create. The choice 

was limited: it was either the new Russian elite, which required mass me-

dia support in order to oppose M. Gorbachyov and his adherents, or the 

“wild market”, which in any way inevitably catered for the needs of the 

new elite. 

At that time, hardly anyone was aware of this global anti-market pa-

ternalistic institutional trend, which deprived Russian journalism of any 

prospects for market development, nor is it fully understood today. The 

absence of clarity was accounted for by the examples of “wealthy life” 

deriving from asset takeovers and the success of some market projects. 

It is still not clear whether Russian journalists had a chance to con-

vert the liberties they had been granted in the Soviet Union into the mass 

media market. Two decades have passed, and now, despite a temptation 

to think in a different way, we have to say: there was no real potential for 

modernizing the Soviet mass media system into a market system. It was 

doomed to painful transformation with elements of mutation, evolution 

and internal competition. There are plenty of reasons for that. The major 

reason is the absence of a systemic approach to the matter, whether taken 

by the state or by the professional community. No one took care to sort 

out the oncoming changes in terms of their content and in terms of the 

real risks and prospects for the future those changes were fraught with. 

Instead of thoughtful understanding there was an uncritical attitude to 

the changes, euphoria and a belief that things would straighten out by 

themselves. The idea that freedom, and market freedom in particular, 
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meant hard work, self-restriction and devotion to people was totally re-

jected. 

So, the belief in the “invisible hand of the market” able to right all 

wrongs perfectly matched, in its paternalistic essence, the habit of not 

bothering too much about making one’s living. The logic was simple: 

previously, we did not care about cash when we criticized the party with 

the party’s money, now it is all the more pointless because through the 

market society will give journalists everything they should rightly possess: 

freedom and money. The atmosphere of institutional nihilism of the first 

years of young Russian journalism is well described in a book by Izvestia 

journalists A. Druzenko, G. Karapetyan, A. Plutnik “It is all up with 

journalism, forget it”6 full of numerous regrettable episodes and contain-

ing plenty of documents.

The August 1991 coup and the collapse of the USSR that followed 

brought to life a host of new media outlets. Nobody any longer prevented 

new society from creating, transforming and restoring mass media of all 

kinds. In December 1991, the above mentioned law on the mass media 

was passed in Russia. In this law, the new ruling democratic, as it seemed, 

elite clearly defined its attitude to the institution of journalism: from now 

on it will live on its own money. The law made the mass media publisher 

(broadcaster), i.e. mass media enterprises, responsible for all processes, 

economic processes included.  

On the one hand, the passing of the law crowned Russian society’s 

struggle for the right to the freedom of speech (which was explicitly de-

clared), on the other, all responsibility (first and foremost, financial and 

economic) for ensuring this social right was placed on Russia’s journalis-

tic community. Notably, the second aspect was not declared anywhere by 

anyone. The emergence of the new sector of national economy, the mass 

media industry, was enshrined in law, and this industry from now on was 

to operate in the form of a market industry rigorously complying with 

journalistic principles designed to protect public rights and liberties.

What was the mass media industry to be like? The answer is simple: 

a complex of enterprises ensuring the activity of editorial offices of the 
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print media, the electronic mass media and news agencies. An attempt 

to integrate into the industry book-publishing and printing enterprises 

failed because its legal framework implies that each of its enterprises is 

supposed to create and distribute a mass medium registered in accor-

dance with the current legislation. As for the printing industry, commu-

nications, postal services, distribution and education, these were sup-

posed to become classical allied industries, important industrial partners 

with which the mass media were to build mutually beneficial relations. 

We do not pretend to have said anything innovative but no one has 

ever tried to analyze, at least on a primitive level, the subject of economy 

that emerged in the early 1990s. It is all the more surprising because the 

passing of the law on the mass media came at a point when the process 

of establishing a market industry could be methodologically regularized. 

Despite the dubiousness of the Soviet economic school, the theory of 

industry formation it had generated was quite elaborate; in addition, 

foreign economists’ works could be taken into consideration. Such an 

approach would have been correct because it removed the issues of theo-

retical provision and those of method and methodology. To be honest, it 

did have an obvious disadvantage: it implied hard, thorough and consis-

tent work. But the early 1990s in Russia were the years of exciting initia-

tives and noisy carnivals, while building an industry from scratch was a 

boring activity which did not yield immediate results. No one wanted 

to engage in this in all seriousness. Why bother to build anything if we 

are given the “invisible hand of the market”, described by Adam Smith7, 

which alone creates liberties and consumer affluence in accordance with 

the expectations of citizens and authorities? The offer (quite realistic and 

not at all declarative) made by the new power to the institution of Rus-

sian journalism in the form of a law was not thoroughly worked out either 

by the state or by the professional community. The idea was simple: we 

have no time to focus on details; let us take risks and hope for the bet-

ter. Such an attitude did not sound absurd at the time when people lived 

under the illusion that Russia could do “the impossible”. So a model 

experiment began which consisted in making journalism into a market 
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industry, with everyone hoping for the hosts of heaven and counting on a 

miracle.

However, the situation called for a good deal of thinking. Since the 

law on the mass media came into force, the activities of editorial offices 

have fallen within economic law. The boomerang hurled by the union law 

of 1990, when each media outlet sought the status of an enterprise, re-

turned in the form of numerous unexpected commitments. This signaled 

that Russian journalism was not ready to function on the level of inde-

pendent, self-sufficient business entities without further improvement of 

the legislative basis and solution of a number of institutional problems.

After the “shocking therapy” began in 1992, circulation decreased, 

ruble was devalued, people’s life deteriorated, privatization started and so 

did redistribution of national riches accompanied by active involvement 

of the journalistic community. As a result, liberties and rights granted to 

the Russian mass media were quickly “absorbed” by the realities of func-

tioning of the new industry: the institution of journalism started to decay, 

its norms became subject to erosion and regression. Neither unimpeded 

registration nor competitiveness that arose helped to solve the problems 

of consistent development of national journalistic values. 

The model experiment had, in fact, a revolutionary scenario denying 

the previous institutional experience and values and radically transform-

ing the professional community. The main focus was on profit maximiza-

tion, primitively understood rationality and other paradigmatic constitu-

ent elements of the market in its classical liberal interpretation. However, 

this no longer helped, and as early as in 1992 the Russian mass media 

faced a “debit/credit mismatch”. This was accounted for by the elimina-

tion of imbalance between the Soviet prices for services rendered to the 

mass media and the prices for sales of finished goods to the population 

and advertisers. As a result, by the end of 1992 most media outlets had 

either become bankrupt or been about to. While state-run enterprises 

received multi-billion subsidies, market-based outlets could not afford 

to buy paper for printing their own editions. A propos, paper as well as 

money for mass media support was distributed by M. Poltoranin’s Min-
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istry of the Print Press and Information with the use of quotas, whose 

operation was far from being transparent.

In 1993, within the frames of the ongoing processes, some editors-

in-chief supported by the Russian government initiated the formation of 

financial and information groups, and those groups served as ideological 

platforms for the emergence of oligarchic capitalism in Russia. In this 

cynical scheme, the mass media were expected to perform the propagan-

dist function, as in the case of Soviet “agitprop”, so familiar to everyone.

Now the state personified by new bureaucracy was able to immedi-

ately shuffle off the commitments on to private businesses. The way they 

selected was a dead-end way from the viewpoint of market and institu-

tional conditions of the mass media. A characteristic feature of that time 

is that the mass media lacked tangible opportunities to normally work on 

the basis of financial and economic self-sufficiency. Individual successful 

projects were exceptions that confirmed the rule.

Such a system of mass media “support” had long-term negative ef-

fects. The main effects were, first, evidence of endurance of the paternal-

istic conception in Russia, which president Medvedev complains about 

today8 referring to it as a national ailment; second, becoming increas-

ingly aware of the fact that it is impossible for the mass media to live on 

their own money and realize socially significant functions; third, moral 

degradation of the professional journalistic community, the loss of insti-

tutional values and deterioration of the market potentials, which were 

anyway quite low.

It would be wrong to say that there was someone who deliberately and 

systematically destroyed Russian journalism: it is more likely that there 

was a deplorable sequence of events. At that time, however, the impres-

sion was that much was being done. In particular, by 1995 the Russian 

government, along with the privileges enshrined in the law on the mass 

media, had taken some steps assumed to be aimed at saving the young 

industry. Unfortunately, upon consideration it turned out that those were 

nothing but a sop to journalists on the threshold of the presidential elec-

tion and by no means meant formation of the industry infrastructure 
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with its constituent elements ranging from trained professional manage-

rial team and developed industry statistics to the bodies of state adminis-

tration responsible for its construction. In fact, what the Ministry of the 

Print Press and Information did was only contributing to the imperfect 

system of overall privileges and personal subsidies. 

To get a general idea of the diversity of the mass media privileges 

in Russia, one may read Professor A. Rikhter’s article “Economic as-

sistance to the mass media and journalists rendered by the state in the 

post-Soviet arena”9. 

Apart from the privileges, the law also contained discriminatory mea-

sures against mass media partners, whether voluntary or not, preserving 

and enhancing the raiding potential of the “forth estate”. For example, 

part three of Article 5 of the law stipulated the following norm: “Editorial 

offices, publishing houses, news agencies and broadcasting companies 

are entrusted with economic control of the premises which they either 

own or use in the course of production and economic activity”. This 

norm did not contribute anything to public respect for the mass media; 

on the contrary, it gave rise to numerous conflicts between the owners 

of the premises and the mass media enterprises. Some conflicts were so 

fierce that the Constitutional Court of the Russian Federation had to 

interfere and invalidate the above mentioned portion of the law for non-

conformity to the Constitution of the RF10.

On November 24, 1995 another Federal law № 177, “On econom-

ic support to regional (local) newspapers”, was passed. Unfortunately, 

it was all talk and no cider because the funds channeled to support the 

small-scale print press failed to solve any of its systemic problems. This 

is what A. Rikhter writes in the article cited above: “In accordance with 

this law, in 2000 the total of 1,950 newspapers received 150 mln rubles of 

subsidies; in 2001, they received 225 mln rubles, whereas in 2002, 2003, 

and 2004 – only 170 mln rubles”. A simple calculation provides an aver-

age figure of 76,923 rubles per one edition in 2000. It is evident that such 

“support” was a purely symbolic gesture, which did not have any real 

influence on the regional (local) print press.
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As a matter of fact, the privileges only confused the mass media, sus-

tained their illusions and prevented them from becoming economically 

competent. It was hard for them to admit that if they were going to sur-

vive, they must either work very hard or trade their conscience forget-

ting about professional ethics and the goal of performing a public service. 

Nobody was prepared to face the truth: the law on the mass media had 

contributed to anything but the development of free democratic journal-

ism. Ironically, for all its noble aims and good intentions the new law 

generated the amount of work unmanageable for the professional com-

munity: there was no one who was able to do it.

The government policies aimed at shuffling off responsibility for so-

cial institutions on to private businesses, the mass media being an ex-

ample, proved to be uniquely unproductive. Unwillingness or inability 

to plan the nearest future actions resulted in a failure to create mecha-

nisms ensuring the freedom of speech as an imperishable value; instead, 

a mechanism strangling this freedom was created. The worst thing about 

it was that this mechanism developed on the level of a legal entity as-

suming the rights of a publisher/broadcaster. It developed as a classical 

market dilemma: either a struggle for elusive societal values or a tangible 

piece of bread, a market structure impeccable in form.

Anyone who has an idea of organization theory knows such a cat-

egory as “intra-corporate hierarchy”. It is this category that first and 

foremost infringed journalists’ (and societal) liberties. In the conflict be-

tween an editorial office and a firm (which is a systemic one) it was the 

latter that won on the assumption of the postulates: the market subject’s 

ultimately rational behavior and maximization of his profits. The phe-

nomenon of mass media legislation being “absorbed” by economic law 

is a theme which is deliberately neglected today. In our case, however, it 

is important to highlight it in order to understand the real nature of mass 

media performance in response to Russia’s modern social and economic 

realities.

Such developments increasingly occurred in all editorial offices, and 

the process was irrevocable because it was large-scale and outwardly con-
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flict-free (with few exceptions). Journalists’ unanimous consent to this 

“absorption” proved to be a new, deplorable norm of the institution of 

journalism if by “institution” we understand what Douglas North defines 

in the following way: “Institutions are the rules of the game in society or, 

more formally, are the humanly devised constraints that shape human 

interaction”11. Indeed, editorial offices do have to “interact” with busi-

nessmen and PR experts, who “pay the bills”. It is another matter that 

they interfere with information policies, impose their “heroes”, destroy 

the foundations of journalism and replace “honest” texts with plugola.

Such submission on journalists’ part is another informal rule of 

modern journalism. The “firm-conditioned” nature of such rules shap-

ing the model of limited rationality in decision-making was described by 

the recipient of the Nobel Prize in economic sciences Herbert Simon12. 

It is not surprising that nobody shouts too loudly about such institutional 

developments and the norms which the journalistic community had to 

accept. But journalists’ new, regrettable self-knowledge does not vanish 

because of this unanimous silence, it simply takes a specific form re-

ferred to by M. Polani13 as “tacit knowledge”. 

The historical chance to smoothly transform the Soviet institution 

of journalism into a modern market industry of new Russia was missed 

in between 1991 and 1995. On the other hand, the rights enshrined in 

the law on the mass media were realized, which led to the emergence 

of a sector of market mass media enterprises trading information as a 

commodity, focusing on commerce and absolutely unaware of journal-

ists’ duties to society. This sector became part of the mass media industry, 

came into conflict with those who practiced non-market methods and 

struggled for its “place in the sun”. In 1998, under the pressure of these 

and some other circumstances and because the principle of “equidis-

tance” of all economic subjects from the state was adopted, the process 

of creating equal working conditions for all the mass media began.

First of all, the Tax Code of the RF started to deprive the mass media 

of their numerous privileges. The amended Federal law № 12314, origi-

nally passed on August 22, 2004, considered the laws “On economic sup-
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port to regional (local) newspapers” and “On state support to the mass 

media and book publishing industry in the Russian Federation” to have 

lost force. Despite the harshness of such decisions, the situation in the 

industry came to be more transparent. The decision to integrate the mass 

media industry into the market arena by depriving it of its privileges and 

preferences was a serious constructive measure on the part of the state 

aimed at overcoming institutional regression and systemic deterioration. 

You could hear people say: now, after equal rights have been given to ev-

eryone, the market will inevitably emerge. 

This was not enough, however: the mass media market longed for as 

a marvel failed to appear again. This time it was not the destructive role 

of the state or oligarchs that could account for this but a simple truth: 

there are no marvels under the sun. It is time to admit that the mass 

media market, which mass professional consciousness regards as a tool 

for solving all problems, can only be a product of delirious fantasies. The 

reason for that is simple and complicated at the same time: the modern 

practice of real coexistence of economic agents within the frames of the 

industry has gone far from the idealistic (liberal) conceptions of the so-

called market.

The world economic science has long regarded the concept of “mar-

ket” just as citizens of our country regard the concept of “communism”, 

i.e. as a certain ideal construct unrealizable in real life and costing too 

much. What follows is some reflections on this issue.

The classical concept of the “market” involves a complex of condi-

tions enabling customers and salespersons to contact each other in order 

to buy or sell goods or services. The market is generally considered to be 

a major form of organizing a public economy in the context of commod-

ity production ensuring interaction between production and consump-

tion. In accordance with the classical theory, it is also suggested that all 

participants in the market tend to build up their riches, so producers seek 

profit whereas customers wish to satisfy their needs.

Such statements have been repeatedly criticized by the economic sci-

ence, modern science included, especially by the representatives of the 
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institutional and neo-institutional schools. As far back as in the second 

quarter of XX century, John M. Keynes challenged a number of provi-

sions of the classical economic theory15. The core of the criticism was 

this: the classical (liberal) theory of the market is divorced from real life.

Let us consider the classical theory of the market from the viewpoint 

of its applicability to the Russian mass media. One of the most intriguing 

things is regarding a mass media enterprise as an economic organization. 

We shall try to clarify its nature and its real characteristics in terms of the 

classical theory of organization and its market opportunities.

An economic organization is almost invariably an association of 

people engaged in the fulfillment of this or that program on the basis 

of certain rules and procedures. A universal criterion that distinguishes 

an economic organization among other organizations is the principle of 

correlating expenses and results. Among economic organizations, three 

types can be isolated: the market, the contract system and the intra-cor-

porate hierarchy, or the firm. Which of these types does a mass media 

enterprise producing the mass media in Russia belong to? Let us con-

sider the first type, the market, and try to answer the question whether a 

mass media enterprise is market-related, i.e. a subject having freedom, 

freedom to choose the kind of activity, having the right to free pricing 

determination, operating under the conditions of perfect competition 

and considering profit-making to be the main purpose of activities16. 

The very set of conditions speaks for itself, so the answer is an emphatic 

“No”. Freedom is restricted by the state and legislation, by key players, 

by the absence of the industry environment, by corruption and bureau-

crats’ dictation; freedom to choose the kind of activity is restricted by 

limited access to some information channels (television and radio), to a 

number of information sources, by advertising limitations; free pricing 

determination is impossible because there are both inapt players in the 

industry, who “break” the market, and big players, whose several dozens 

of enterprises (0.001% of the total number) collect 80% of the industry 

revenues. Neither the anti-monopoly authorities nor the current legisla-

tion on the mass media are capable of settling the situation. This state of 
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affairs makes the postulate about perfect competition altogether invalid. 

The last point dealing with profit being the main purpose of mass media 

activities does not stand up to criticism either: the mass media are faced 

with the task of survival, survival at all costs, even by trading the freedom 

of speech, deprived of any chance to behave rationally and thoughtfully. 

A propos, the very conception of rational behavior, including the behav-

ior of “homo economicus” (economic human), was long ago disputed 

and convincingly criticized, among others by Herbert Simon, who put 

forward the theory of bounded rationality17.

The conclusion is obvious: mass media enterprises are not purely 

market enterprises, while their total is not a classical mass media market. 

A question arises: what is the nature of the mass media then, which type 

of economic organization do they belong to? We might assume that mass 

media enterprises seem to be symbiotic entities formed through the use of 

both market and non-market approaches for the sake of their economic 

survival. Such symbiosis of market/non-market elements is well-known 

to economists: they refer to it as a “contract system”. It is the “contract 

system” that breaks the so-called market, denying, by definition, its clas-

sical model. Two criteria are used to distinguish between the market form 

of an economic organization and its non-market form: the time when 

the producer sets the price (before or after the production process) and 

whether market transactions are chargeable or free of charge. There is 

no need to labor the point that for the mass media transactions are not 

free. As far as setting the price is concerned, it is well known that under 

the market system the price is set after the production process, whereas 

under the contract system it happens at the moment when a contract is 

concluded, i.e. before the production process. 

Thus, it is natural for mass media enterprises to opt for the contract 

basis, all the more so as for Russian journalism contract is an institutional 

norm, which has existed for many centuries, was accomplished to some 

extent in Soviet times and is still developing today. Its classical and most 

vivid example is subscription institutions (including subscription to the 

electronic mass media) and retail trade plus the media buying and media 
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selling technologies. All this means that economic interactions between 

the mass media and the environment are mostly based on contractual 

relationship. 

An interesting point is whether the contract nature of a mass media 

enterprise is antipodal to the market or not. It is more likely that it is a 

pragmatic implementation of an ideal notion of the market, its verified 

and tested-through-practice model. The contract system transforms the 

liberal market notions into the forms and methods of doing business that 

are safer for enterprises. In fact, contract is a way to reduce the possible 

market risks, to hedge them. The contract system is a symbiosis of mar-

ket and non-market principles of an economic organization materialized 

in a legal document (agreement) that regulates economic relations18.

There is every reason to believe that working under the true-life con-

ditions of a national economy, the mass media as a whole, minimizing 

the challenges of the market, operate as an industrial system basing itself 

upon contract. This approach explains many things, in particular, the 

successes and failures of individual mass media enterprises. The enter-

prises with higher organizational and lobbying potential, enabling them 

to negotiate more profitable contracts of all kinds, are more successful 

today. This fact finds support in the works by Oliver E. Williamson19, who 

believes that for the most part economic relations are contract-based. To 

prove that this is a global tendency we shall quote the recipient of the No-

bel Prize in economic sciences James Buchanan: “The economic science 

is increasingly becoming a “science of contract” rather than a “science 

of choice”…20. O. Williamson in fact deems the concepts “the theory of 

industrial organization” and “the theory of contract” to be synonyms.

However, the theme of contract does not provide full understanding 

of the modern state of the mass media industry and its “atoms” – mass 

media enterprises. The thing is that in order to negotiate a contract with 

a consumer it is essential to have a product which is in demand with the 

consumer, i.e. a mass medium. This can be created only through follow-

ing certain technologies and observing certain regulations, standards and 

deadlines. The proper technologies can be supplied only by means of rigid 



143

intra-firm hierarchy, which ultimately defines the nature of a mass media 

enterprise as the nature of a firm. Putting it another way, the contract basis 

is created only as part of a firm (intra-firm hierarchy), which is based on 

non-market relationship within the frames of the market systems. 

Thus, a mass media enterprise is invariably a firm using non-market 

tools and approaches to reduce risks that are related to market uncertain-

ties caused by the introduction of liberal economic theories into the real 

economy. The mass media existence in a non-market form, in the form 

of a firm, is a necessity because of the processes of mass media concen-

tration, a need for division of labor, scheduling workers’ duties, coordi-

nation of their activities and technological requirements. 

The development of the mass media industry on the contract ba-

sis with the use of intra-firm hierarchy in the presence of players hav-

ing unlimited administrative, lobbying and financial resources is a phe-

nomenon which is as dangerous for society as a party monopoly. This is 

important because while we waited for the media market for 20 years, 

the Russian mass media industry started to develop following the steps 

of the monopoly capitalism model: “enterprise – holding – cartel – 

syndicate – trust – concern, conglomerate, transnational corporation”. 

It is clear that if the state fails to take competent measures (neither the 

professional journalistic community nor public opinion are helpful in 

this matter), very soon the most part of the profitable Russian mass me-

dia will become part of a transnational corporation.

Here are some figures indicative of the results of the experiment on 

the institution of Russian journalism that lasted for two decades: of all 

registered print media outlets (as of December 2008 – 27,476 newspapers 

and 20,433 magazines) only half of the editions were published regularly; 

only about 1000 magazines and 300-500 newspapers are profitable. The 

data were provided by Interfax news agency with reference to Gennadiy 

Kudiya, deputy head of the Office of the regular print press, book pub-

lishing industry and printing industry of Rospechat21.

Summing up our brief review of the twenty years of building up the 

mass media market in Russia we can make the following conclusions:
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no mass media market has emerged in Russia nor has it been able • 

to emerge (if we understand the market as an “invisible hand”, 

as a medium in which the problems of Russian journalism can 

automatically be solved);

over the two decades, an integral economic environment has • 

emerged, commonly referred to as a national market economy, 

in which the mass media industry exists de facto experiencing 

identity problems;

mass media enterprises today are enterprises operating in the • 

integral market environment, though they are managed on the 

basis of intra-firm hierarchy and use in their work the contract 

system to reduce the uncertainties of the market environment;

under modern conditions, a mass media enterprise is able to sur-• 

vive if only it deliberately breaks the foundations of the free mar-

ket trying to obtain, through a contract, a legal right to access to 

insider information and governmental resources and a monopoly 

position in this or that sector of the market;

the total of mass media enterprises is an extremely complex industri-• 

al entity existing in the national market environment and demand-

ing from the state and the research-and-practice community some 

nontrivial approaches enabling them to understand its present na-

ture and create the paradigm of its nearest future development. 

***

1 “Zakinodatelstvo Rossiyskoy federatsii o SMI” (The Legislation of 

the Russian Federation Mass Media). M., 2004.
2 Fedotov M. “Zakon SSSR o pechaty kak yuriditcheskoye tchudo” 

(The USSR Law on Print Media as a legal marvel) // Novoye literaturn-

oye obozreniye. 2007. № 83. 
3 Ibid.
4 Ovsepyan R. “Istoriya noveyshey otechstvennoy zhurnalistiki” 

(The History of Contemporary Russian Journalism). M., 1999.



145

5 By “industry” we mean a complex of enterprises producing homogeneous 

products on the basis of homogeneous technologies. We find that this concept 

correctly describes the processes that began in Russia in the early 1990s. 
6 Druzenko A., Karapetyan G., Plutnik A. “S zhurnalistikoy 

pokoncheno, zabudte!: o druziah tovarischah, drame Izvestiy y raspade 

profesii” (It Is All Up with Journalism, Forget It: About Our Friends, the 

Tragedy of Izvestia and the Collapse of the Profession). M., 2007. P. 528.
7 Notably, A. Smith never deemed the “invisible hand of the market” 

absolute, and his scientific theory was based on the consideration of man 

and his actions primarily from the moral and societal viewpoint and only 

secondarily from the economic viewpoint.
8 Medvedev D. ”Rossiya, vpered!” (Russia, Go Ahead!). Article. 

http://www/kremlin/ru/news/5413 
9 Rikhter A. “Ekonomitcheskaya pomosch SMI y zhurnalistam so 

storony gosudarstva na postsovetskom prostranstve” (Economic assis-

tance to mass media and journalists rendered by the state in the post-So-

viet arena) // Izvestia Uralskogo Universiteta. 2006. № 45. P. 176-190.
10 The ruling of the Constitutional Court of the RF from 22.11.2000 

№14-II “With regard to the case of verifying the constitutionality of part 

three of Article 5 of the federal law “On state support to mass media and 

book publishing industry in the Russian Federation”.
11 North D.. Institutions, Institutional Change and Economic Per-

formance. Cambridge University Press, 1990. P.180.
12 Simon H. “Management v organizatsiyakh” (Management of Or-

ganizations). M., 1995. P. 335.
13 Polani M. Personal Knowledge: Towards a Post-Critical Philoso-

phy. University of Chicago Press, 1958.
14 “On introducing changes into the legislative acts of the Russian 

Federation…etc.”
15 Keynes J. M. Selected Works. M.,1993.
16 Akulov V., Rudakov M. “Teoriya organizatsii” (Theory of Orga-

nization). Petrozavodsk State University, 2002. http://media.karelia.

ru/~resource/econ/Teor_org 



17 Simon H. “Ratsionalnost kak protsess y product myshlenya” (Ra-

tionality as a Process and as a Product of Thought) // THESIS.1993.

Vol.1, №3.
18 Akulov V., Rudakov M. “Teoriya organizatsii” (Theory of Orga-

nization). Petrozavodsk State University, 2002. http://media.karelia.

ru/~resource/econ/Teor_org 
19 Williamson O. “Fyrmi y rynki” (Firms and the market). M., 1981. 

P.271-297; Williamson O. “Vertikalnaya integratsya proizvodstva” (Ver-

tical Integration of Production: Market Failure Considerations // Gal-

perin V. (ed.) “Teoriya firmy” (The Theory of the Firm). SPb., 1995; 

Williamson O. The Economic Institutions of Capitalism. 1985.
20 The quotation is adduced in the work by Akulov V., Rudakov M. 

“Teoriya organizatsii” (Theory of Organization). Petrozavodsk State 

University, 2002. http://media.karelia.ru/~resource/econ/Teor_org 
21 http://lenta.ru/news/2006/03/01/future/



147

Irina D. Fomichyova

 

COMMUNICATION CRISIS IN RUSSIA

The article is concerned with the situation in the communication 

sphere in post-Soviet Russia, which the author considers to be reces-

sionary. This condition is characteristic of various tools of social com-

munication, including the mass media, and the new media environ-

ment – the blogosphere. The result is certain social alienation, which 

involves the mass media. This tendency is reflected in the results of 

sociological surveys, including those which focus on mass audience in-

terests. These surveys reveal serious incongruity between these interests 

and the content offered by the mass media. The author also analyses 

the problem of unequal participation of different social strata in mass 

communication. 

Key words: social communication, mass communication, mass me-

dia, the Internet, blogosphere, communication, alienation, communi-

cation crisis, participation in mass communication. 

Loss of contacts
 
“Crisis” is a key word in mass media content of today, and not only 

there. Brisk traders in underground crossings offer discounts putting up 

notices like “Anti-crisis program”. This article will also focus on the phe-

nomenon of crisis, not an economic crisis but a crisis in the communica-

tion sphere, i.e. an apparent lack of contacts in society, which may ag-

gravate economic problems, but this is a subject of a different research.

The author of this text has already, in a brief way, drawn attention to 

this phenomenon1. Its history is longer than that of the current and previ-

ous economic crises. The situation of communication incongruity on a 

national scale is reproduced again and again. Here are the data obtained 
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in recent years, during which economic well-being slowly grew. According 

to VTSIOM [Russia’s Public Opinion Research Centre – translator’s note] 

estimates, in 2006 one in three Russians (37%) had never left their place of 

residence over the past three years. The CIS countries and foreign coun-

tries had been visited by 6% and 5% of Russians accordingly. Only 15% 

of the population had been to Moscow, 12% had visited seaside resorts, 

26% – other cities and towns of the Russian Federation2. The tendency is 

obvious: since 1990, Russians have been moving around the country less 

extensively. Some Muscovites today lament the times when visitors – rela-

tives and friends from other cities and towns – arrived in droves.

The above-mentioned fact is directly related to our subject. A com-

munication situation has numerous aspects and involves diverse com-

munication channels. Various components should be taken into account: 

mass communication through the mass media on a national, regional 

and local scale, interpersonal and business contacts, official and private 

communications and the like.

The emergence of the Internet with its capabilities unbound by distances 

is very significant. The Web gave rise to many different types of communica-

tion channels, including the blogosphere and social networks. Here we are 

not going to dwell on the communicative function of various resources and 

platforms the Internet “houses”. What we are interested in is the way it copes 

with the task of eliminating or decreasing social alienation.

Snob, a new magazine, has published the results of a research into 

blogospheres in different countries. The famous American specialist in 

mass communications J. Kelly created a program named “the Spider”. 

It is capable of making lists of bloggers, their interconnections and topics 

for discussion. Groups of blogs with numerous mutual hyperlinks form 

clusters, which makes it possible to map the blogospheres in different 

countries. The magazine provides the results of surveys conducted in the 

USA, Iran and Russia3.

What used to be brought to light in some other ways has come to be 

surprisingly explicit here. Take the USA. “The American blogosphere 

could rightly be referred to as a network: one thematic cluster glides into 
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another as all the bloggers are at a distance of just two or three ‘hand-

shakes’”, the authors of the publication point out4. The Iranian blogo-

sphere is clearly divided into two “hemispheres”: one is religious and 

conservative, the other is secular, reformist and literary; the clusters are 

interwoven but not as closely as in the American blogosphere.

As for Russia, the map of its blogosphere is a kind of a bunch of flow-

ers with separate clusters on the periphery; these clusters “exist on their 

own, converse with themselves, and do not exchange information with 

anybody else. In the centre, however, there is a huge community of peo-

ple who communicate everything to everyone”, the authors marvel.

The analysis of the communication topics in the Russian blogosphere 

is a matter of future research, but the structure of the communication 

situation in Russia is evident: communication gaps and alienation are pre-

dominant. Alienation manifests itself in a number of phenomena. Here 

are some of them:

the absence of public politics, which means the absence of soci-• 

ety’s participation in political discourse on the national and re-

gional levels;

the already mentioned reduction in communication among resi-• 

dents of different regions of the country;

a huge economic gap between social strata, between the incomes • 

of the richest and the poorest, which is expressed not only in dif-

ferent living standards but also in the fact that a certain lifestyle is 

inaccessible to most Russians (showing the life of the “nouveau 

riche” on TV and their occasionally extravagant behavior in pub-

lic psychologically aggravates this gap);

reduction in the audience for the print media, first and foremost • 

social and political outlets, especially national ones (these are, 

by definition, the major platform for exchange of opinions on 

general interest issues);

reduction in social and political broadcasting on federal televi-• 

sion channels, which appear to be the major source of news for 

the population of the country.5 Pluralism in the TV coverage of 
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events dwindles (it does not in print media but they are too ex-

pensive for some sections of the population, whether it is sub-

scription or retail sales). Psychological integration on the basis of 

TV serials is possible. But it is hardly important if we talk about 

the goal of establishing open/information society, about democ-

racy, one of whose constituent elements is informed participa-

tion of a wide audience in a dialogue on a national scale. 

One more detail could be added to the subject of alienation. A group 

of Russian researchers, participants in an international project, intended 

to apply the method of open debate to discussing a certain range of is-

sues with Russians. The method is workable if only there are territorial 

communities, local leaders, those who shape people’s opinions. In fact, 

Russian sociologists failed: they did not find any communities, even in 

rural areas. The moral is: it is naive to hope that traditional holism and 

communalism might serve as a mechanism of integration. What has to be 

used is modern vehicles, among which the mass media rank first.

   

Communication partnership

The task of shaping the national agenda requires tools of actual na-

tional communication. For national communication to function a uni-

form agenda is essential. The need for both of them is eventually related 

to the integrative role of the mass media, with the necessity to maintain 

the integral social and psychological foundations of society on the ba-

sis of common present-day concerns, of continuously updated system 

of social values and norms. Here is a visible sign of comprehensible im-

mutability of this principle: on the interface of search services we can see 

a line of short news messages. In spite of its capacity of differentiating 

its audience/users to a greater extent than any other medium of mass 

communication, the Internet at the entrance provides its users with a 

uniform “focus of the day”, thematizing in such a way today’s reality, as 

the German researcher into communications N. Luman would put it. 
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The task of maintaining the uniform agenda not in the frames of 

propagandist pressure but democratic communication implies that mass 

media involve society/the audience, on a partnership basis, in the per-

formance of their functions, including information (which means shap-

ing the agenda). In this case, journalists are supposed not to just create 

the “picture of the day” but also organize a concerted activity aimed at 

creating it. The Internet has introduced the concepts of moderation and 

moderator. These functions are limited, however: in fact, the moderator 

just maintains order and takes care of decencies. Who is actually needed 

is the facilitator, a person who makes communication and concerted dis-

course convenient, purposeful and fruitful, stimulates the amount and 

quality of user-generated content. It is in the nature of the mass media to 

shape this process on the basis of information exchange among numer-

ous anonymous participants dispersed in space, which suggests the exis-

tence of a kind of a “presidium” as if it were a closely packed assembly. 

A media professional as a facilitator directs opinion exchange, decreases 

the number of off topics, makes intermediate conclusions, reduces nu-

merous utterances to an observable list of statements, passes it over to 

decision-makers, monitors their responses in public, etc.

Experts distinguish a number of ways in which the audience can take 

part in mass communications. The major ones are:

use of the mass media as a source of information;• 

being represented in the content (heroes/characters/subjects) • 

indirectly, through other authors;

authorship (immediate participation in producing information);• 

contribution to planning mass media actions and the topics for dis-• 

cussion through public organizations attached to the mass media 

and through individual utterances in letters to editorial boards;

creation of the public mass media;• 

appeals to governmental bodies with demands and suggestions • 

concerning mass media activities;

passive participation through surveys focusing on mass media ac-• 

tivities.



152

It is evident that some of these forms are available to most Russians, 

while others are far from that, for instance, public councils attached to 

mass media or the public mass media. Authors’ statements are not free 

either, as the mass media are a vehicle for communication with rigid 

rules, where the communicants’ roles are polarized, where initiative and 

the opportunities to select information and arrange communication rest 

with media professionals. Nowadays, the overwhelming majority of ut-

terances made by the Russian audience take the form of questions. Even 

the democratic radio station Ekho Moskvi now and then interrupts inco-

herent reasoning of its listeners, who are not used to expressing them-

selves in public, asking straightforwardly: “So, what is your question?” 

More experienced listeners dodge by disguising their own opinion with a 

pseudo question. We must admit: discussing things is something that nei-

ther journalists nor the government nor society as a whole can do really 

well. And the forms and traditions of our education and social practice in 

general in no way contribute to making the situation better. 

Whether deliberately or not, the participation of the audience is 

confined to what sociology of public opinion refers to as its expressive 

function, i.e. response to messages communicated by others. However, 

full-fledged participation also means performance of controlling and di-

rective functions, namely evaluating the ongoing processes, suggesting 

solutions to the problems under consideration, insisting on choosing a 

particular one, controlling decision-makers’ activities. The same is true 

of the role of public opinion with regard to the mass media themselves. 

Heroes of the media arena

The problem of unequal representation of various social groups in  

mass media content is well-known. The first attempt to measure it was 

made as far back as in 1970 by Russian sociologists under B. Grushin’s 

supervision; since then, attempts have been few and far between. Here is 

one of them. Researchers from the Institute of State Management under 
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the president of the Russian Federation measured the content shares cre-

ated by the coverage of large social groups in the print mass media of a 

Russian autonomous republic (see the table below). The conclusion is 

evident: the main heroes of republican newspapers are bureaucrats.

Table 1

Representation of social groups in the newspaper content (in %)6

Group
Population 

share
Content 

share

Ratio 
of population shares 
and content shares

Workers in industry, 

construction, transport
30.1 1.7 18 times as small

Businessmen 5.8 0.4 15 times as small

Civil servants 2.7 27.8 10 times as large(!)

If we considered the national press, the data would also be demon-

strative, though in this case we should distinguish one more group of he-

roes/newsmakers, namely stars of the show business, and see how they 

struggle for the top position in the media arena. A comparative quantita-

tive content analysis of Pekinskiy komsomolets and Moskovskiy komsomo-

lets showed that in the genre of life story the main hero of the Chinese 

newspaper is a businessman, while that of the Russian newspaper is a star 

of the show business7. 

As we can see, in terms of inequality the Russian mass media man-

age to outperform even those practices that cannot be considered demo-

cratically advanced. Thus, the comparison of content of two weeklies, 

Yuzhno-Kitayskiy vestnik and Trud-7 in the early 2000s shows that in the 

Russian weekly about 50% of heroes and subjects expressing their opin-

ions were representatives of the show business, whereas in the Chinese 

newspaper it was members of intellectual professions that were in the 

lead – 21%. All in all, in terms of distribution of attention to various 

social groups, the Chinese weekly appeared to be much more balanced 

than the Russian edition8. 
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Our quantitative content analysis of the daily newspaper Komsomols-

kaya Pravda in the late 1990s discovered that five times as many materi-

als were concerned with the activities of governmental bodies as with the 

life of people. It is hardly possible that since that time much has changed. 

To be in the focus of media attention, an ordinary person has to do some-

thing very unusual. 

The distorting mirror of ratings 

Another side of the recessionary situation in social communication is 

the sources of information journalists use in order to find out the needs 

of the audience.

It is well known that the number of direct contacts between media pro-

fessionals and the “population” gradually decreases (members of their im-

mediate families and friends do not count). Letters from readers no longer 

serve as an incentive. The main sources of information are briefings and 

the Internet. There are television ratings making an impression that people 

do not require much from the mass media: just entertainment, gore and 

TV guides. There are very few researches into what the audience thinks 

about television, and these are for the most part inaccessible because they 

are conducted exclusively at the commission of large media enterprises. 

The only exception is individual issues related to the mass media which 

are included into omnibus surveys. Let us turn to one of such instances. 

Respondents were asked: “What is your attitude to modern Russian televi-

sion?” The following distribution of responses was obtained (in %):

I watch only individual programs, • 

the rest is not interesting for me ........................................... 46

I like it in general …………….................................................. 25• 

I don’t like it, still I watch it without discrimination …............17• 

actually, I don’t watch it at all …….........................................11• 

I have no TV set / I find it hard to answer ……........................2• 9.
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Thus, about 2/3 of viewers (46+17) watches TV not because they like 

it but because there is no alternative (it should be born in mind that some 

sections of the population do not have access to the Internet and cer-

tain kinds of leisure). The anchorwoman Marianna Maksimovskaya said 

about a TV viewer: “He must be an amazing stoic, who watches it and 

takes it… This is a person with nerves of steel or a person who only wants 

to be entertained”10.

A survey of 2014 Russians from settlements of different types, aged 

18 and older, showed that about 1/3 of them did not read newspapers. 

When asked from which sources they got information, most respondents 

answered that, whatever the focus of interest, it was television. Why not 

abandon television to newspapers? Who, or what, stands in their way? 

There is no need to labor the point that many people cannot afford to buy 

the national print press. On the other hand, the top three responses to the 

question “Why do you no longer read newspapers?” (in %) were:

I am quite happy with television alone ………...................... 53.2• 

I am not interested in what is written in newspapers ………...28.3• 

Newspapers are too expensive ……….................................27.6• 11 

Notably, 10% of respondents said that they were “happy with radio alone”, 

2.4% – “happy with the Internet” and 1.3% – “happy with free newspapers”. 

So, why are Russians reluctant to read newspapers and eager to be 

entertained by TV? Possibly, it is not only the audience that is responsible 

but also the mass media content? The responses to the question “What 

kind of materials, in your opinion, do Russian mass media lack?” seem 

to clarify the situation (below are the top 5 responses of 13):

materials concerned with human rights …...........................41.0• 

materials representing ordinary people’s viewpoints ….....….35.4• 

criticisms of local authorities ……........................................23.0• 

investigations into corruption and crime ………....................19.5• 

analysis of social and economic problems …………................16.0• 
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These expressions of dissatisfaction with the mass media highlight 

the deep-seated incongruity between the public agenda and the mass 

media agenda. In fact, the mass media as a whole are far from dealing 

with most people’s agonies, their everyday troubles and the backbone of 

their existence.

Typically, only 6.5% of the respondents said they needed more ma-

terials about the lives of stars and celebrities, 1.6% – more information 

about goods and services, and only 0.6% – more advertising of goods and 

services. However, this very “package” is normal for the mass media.

The gap between the agendas seems to pervade the whole hierarchy 

of spatial and administrative division of the mass media, which predeter-

mines the zones, the “geography” in terms of themes and distribution. 

A characteristic example borrowed from available research materials is a 

survey conducted among readers of the regional newspaper Zarya Kuba-

ni. When they were asked “What is it about the newspaper that you don’t 

like?”, the 3 commonest responses (of 9 suggested answers, in %) were:

the coverage of problems facing the town and the region is not • 

sufficient (the problems are hushed up) …………………..……… 63

the criticisms of the authorities are too weak • 

(the newspaper hushes up the shortcomings) …………………….62

official information abounds ………......................……………. 49 • 

Interestingly, none of the readers chose the response “too much criti-

cisms of the authorities”12. 

Thus, it turns out that the mass media aggravate the communication 

crisis in Russia replacing essential contacts over crucial problem situa-

tions with a package of entertaining, distracting and irrelevant informa-

tion; in addition, they do not invite the audience to a mutual conversa-

tion. Apparently, the way out of the communication crisis is to involve 

society in communication as much as possible and make journalists able 

and eager to do so.  
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MEDIA SYSTEMS IN TRANSITIONAL SOCIETIES: 
THE EXPERIENCE OF SPAIN AND RUSSIA

The article is concerned with the hallmarks of post-authoritarian 

mass media development in democratizing societies as exemplified by 

Spain and Russia. The author emphasizes the role of the mass media as 

an effective communication tool ensuring interaction between the au-

thorities and society at the times of democratization.

Key words: media system, democratic transit, social and political 

transformation, mass media pluralization. 

The development of national media systems in the last third of 

XX century was influenced by political changes occurring in most 

countries with authoritarian regimes. The “democratic fever” that 

embraced Southern Europe, Latin America and socialist countries 

led to serious changes in the sphere of mass media related to their 

gradually becoming a subject of the social and political space: forma-

tion of a new structure, transition to qualitatively new principles of 

functioning and reconsideration of relationships with authorities and 

society. 

In the period of democratic social and political transformations, 

the mass media play a special part, that of an efficient communication 

tool ensuring interaction between the authorities and society. Analyz-

ing the democratic transformations in the countries of Eastern Europe, 

the German-British sociologist, philosopher and political scientist 

R. Dahrendorf wrote about two parallel processes wherein the mass me-

dia are involved: “One represents an introduction of people’s opinions 

and interests into the political system, the other implies control over rul-

ers and their administrations”1. 
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The democratization practices, as the “third wave” of democra-

tization showed, may also lead to the establishment of the so-called 

“hybrid” regimes which are formally democratic but at the same time 

exhibit some features of authoritarian governance such as limited plu-

ralism and decreased public space. For the mass media this means la-

tent state control and, subsequently, inability to engage in dialogical 

communication.

Differences in the ways leading to democracy and in the results of 

transformations underlie scientific interest in comparative research 

into social and political transformations enabling us to isolate the pe-

culiarities of transits and understand the regularities of development of 

media systems in response to changeable social and political organi-

zations.

A comparative analysis of transformations of the media systems in 

Spain (1975 – 1982) and Russia (1985 – 1993) is of great interest as it 

reveals the hallmarks of post-authoritarian mass media development in 

democratizing societies. 

Spain and Russia 
 

It seems possible to compare the experience of Spain and Rus-

sia as the countries that underwent the period of democratization be-

cause they exhibit a number of similarities in terms of both social and 

historical development and political culture2. For many centuries, the 

social and political order in these countries had rested on authoritar-

ian and bureaucratic methods of government, democratic traditions 

being relatively weak. The imperial past had given rise to such pub-

lic traits as feeling exclusive and privileged as a nation as well as uto-

pianism and extreme views. Being multinational countries, Spain and 

Russia had been constantly faced with a need to solve ethnic problems, 

fight against separatism and focus on the relationships between the 

centre and the regions. Similarity also manifested itself in the XX cen-
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tury developments: both Spain and Russia underwent periods of cata-

clysms, revolutions, civil wars and longstanding authoritarian regimes. 

Another thing they have in common is that both countries separated in 

time by ten years (Spain – in 1975, Russia – in 1985) started to move to 

democracy. 

Spanish reformists made substantial progress by establishing a stable 

system of representative democracy and replacing confrontation with 

dialogue and compromise. Later on, the Spanish political scientist R. 

Cotarelo created the formula of three compromises essential for success-

ful democratization of a political system:

unanimity in society about the past and national reconciliation • 

between the winners and the defeated;

unanimity between/among the major political forces about the • 

“rules of the game” at the transitional stage: in which way de-

mocratization of the social and political system will be imple-

mented;

unanimity about the major parameters of the model of the social • 

order under formation3. 

The Spanish experience of democratization was considered to be a 

“miracle of political engineering”4 and a vivid illustration of theoretical 

models of transitology in action5. 

The Russian way to democratization was more complicated. Unlike 

Spain, Russia had to reform not only the political institutions but econ-

omy as a whole, it also had to revise state frontiers and solve the problem 

of national identity.

Spanish democratization meant societal consolidation through 

compromises, while in the Soviet Union (and later in Russia) insuper-

able disagreements of the elites led to armed conflicts in 1991 and 1993. 

J. Linz’s and A. Stepan’s well-known formula – a “concerted reform is 

a concerted break-up” – did not work in the Soviet and Russian con-

text. Moreover, the democratic gains brought by perestroika, namely civ-

il rights and liberties, were endangered after the 1993 Constitution was 

adopted and B. Yeltsin’s “super-presidential” regime was established, 
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and new democratic institutions came to simply decorate the so-called 

“throwback” to authoritarianism.

On the typology of transitions6

The Russian version of democratization as well as the attempts at re-

forming post-communist systems in former Soviet republics highlighted 

the need to specify the typological nature of the social and political pro-

cesses going on in these countries7. 

The paradigm of transit describing the democratization mechanisms 

in Latin American and Southern European countries8 fails to fully ex-

plain the essence of the changes that occurred in the countries of the 

former socialist camp. The major difference between these two types of 

democratic transition is that, apart from political modernization, post-

socialist countries faced the need to reform the social and economic sys-

tem, which made these countries’ movement to democracy more com-

plicated.

The process of democratization along Southern European lines in-

cludes three phases: liberalization of the social and political pattern of life 

in the frames of the previous regime, a “breakthrough”, which suggests 

the modernization of political institutions and the formation of a demo-

cratic system, and lastly, consolidation of the new regime, i.e. mastering 

and recognition of new, democratic principles. If we apply this “formula” 

of transit to the countries of the socialist camp, we will see that the phase 

of liberalization is very short, while the phase of consolidation may be 

missing altogether because of the “throwbacks”, which mean partial or 

complete return to the authoritarian regime with the formally completed 

system of democratic institutions.
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As it becomes clear from the table, in the Soviet Union the period of 

liberalization took significantly less time than in Spain. The consolida-

tion phase in Spain started with the election of 1982 showing that the 

democratic transfer of power enshrined in the new Constitution actu-

ally “worked”. In Russia, however, the adoption of the Constitution of 

1993 was followed by B. Yeltsin’s legally executed “super-presidential” 

regime, which meant a “throwback” to authoritarianism.

Post-socialist democratization can be more efficiently described 

through the conceptions of social and political transformation showing 

profound differences between the algorithms of “authoritarian transi-

tions” and the processes of democratization in communist countries. 

Adherents of this approach9 distinguish between the concept of transi-

tion (transit) and that of transformation. Thus, in accordance with aca-

demician Zaslavskaya’s definition, “the concept of transition suggests the 

presence of a subject who is aware of the ultimate goal and enjoys the 

credence of those whom he leads in the chosen direction. In the context 

of society, this means the existence of a strong power guided by a con-

crete idea as well as a reputable team pursuing a clear realistic goal, draw-

ing upon a well-grounded program of action and enjoying wide public 

support”10. 

The Spanish transit fully corresponds to this definition. The initia-

tors of the democratic transformations, King Juan Carlos and head of 

the government A. Suarez he appointed, reached an agreement about the 

new political course both with the conservative wing of the ruling class 

and the “left” opposition, which did not seek confrontation with existing 

political apparatus and supported the reformers’ policies. Both compro-

mises were reached on the level of political elites, while the population 

did not show much interest, which enabled the reformers to implement 

the democratization course.

The success of the Spanish transit can be accounted for by such im-

portant factors as mitigation of the regime (liberalization) in the last de-

cade of F. Franco’s rule, a relatively stable economic system based on 

private ownership, civil institutions (parties, trade unions, industrialists’ 
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alliances, and the like) formed for the most part in the last decade of 

Franco’s rule. The strategy for a democratic transition included primar-

ily the tasks of political development: modernization of political institu-

tions, introduction of political rights and liberties and ensuring the prin-

ciple of political pluralism.

In the USSR (later on, in Russia) none of the above listed condi-

tions was met. T. Zaslavskaya characterizes perestroyka as a “process of 

an almost spontaneous transformation of the social order, of which nei-

ther the general direction nor the outcome is predetermined. The so-

cial mechanisms underlying these processes and their driving forces are 

more diverse than those involved in social transitions (transits) headed 

by recognized leaders”11. The most important characteristics of a spon-

taneous transformation are low controllability and unpredictability 

of the outcome as well as the “simultaneity dilemma” – a need for a 

drastic synchronized transformation of the political and economic 

systems.

The spontaneous transformation in the USSR started with the ac-

celerated pace of economic development initiated by M. Gorbachyov, 

which led to more profound changes, namely perestroika and reorgani-

zation of the Soviet system as a whole. In fact, various groups within the 

Soviet elite started to fight for political resources. Democracy emerged 

spontaneously as a result of a split, a disagreement but not because a 

consistent democratization program was implemented in the country. 

A confrontation between the ruling elites led to armed conflicts and the 

collapse of the USSR. The new, Russian, government captivated by the 

ideas of radical liberalism was soon faced with the problem of an inef-

ficient state: constant economic and social crises threatened the viabil-

ity of the country. At this time, the foundations of the political regime, 

later labeled “imitational”, or “façade” democracy, were laid down and 

in 1993 enshrined in the Constitution. As a matter of fact, the outwardly 

democratic political design failed to ensure the functioning of the major 

political institutions in accordance with the democratic “rules”. As the 

researcher into democratic transits T. Karozers points out, such regimes 
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are normally characterized by the rule of one political grouping: a move-

ment, a party, a family or an individual leader. The possibility of power 

change in the near future seems unlikely. The major feature of this type 

of regime is blurred boundaries between the state and the ruling politi-

cal force sustained by all governmental and civil institutions, including 

Parliament and the mass media12. 

Thus, the Spanish and post-Soviet democratization models turned 

out to be different in terms of scale of tasks and results: while in Spain 

it was a case of a consistent, step-by-step reformation of the social and 

political system, whose ultimate goal was, from the very start, a tran-

sition to representative democracy, in Russia the transformations 

were spontaneous, and their direction and outcome were not fully 

predetermined.

The development and pluralization of the Spanish and Russian me-

dia systems in the transitional period directly depended on the changes 

going on in the two countries. Nevertheless, despite the differences in 

the social and political context, the Spanish and Soviet mass media have 

much in common in their transition from the authoritarian to demo-

cratic model, especially at the stage of the formation of democratic

institutions. 

The mass media in response to social and political changes: 
general regularities

The mass media in a democratic state are a public institution which 

ensures, along with Parliament, citizens’ involvement in the political 

process. Through shaping the agendas reflecting the most significant 

problems society is faced with, the mass media perform the functions of 

controlling the authorities, organizing interaction of all participants of 

the social and economic processes, and representing citizens’ interests as 

widely as possible. The main prerequisite for success in these areas is the 

freedom of the mass media in defining their information policies.
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Under the authoritarian regime, the role of the mass media is dras-

tically different. Thinking much of the mass media potential in shap-

ing the public opinion, authoritarian governments use them for propa-

gating their political courses and the decisions they make. Under au-

thoritarianism, mass media activities are normally characterized by 

state control over the public and political area of information exercised 

by means of censorship. The tightest control is exercised when there 

is state monopoly on the mass media, as was the case with the Soviet 

Union.

The democratization period is the time when relationships between 

the authorities, the mass media and society are rearticulated and the suc-

cess of the transformations largely depends on how fast the mass me-

dia become free to perform their functions and pass from servicing the 

authorities’ interests to serving the society’s interests. The pluralization 

of the media arena, which is essential for that, directly depends on the 

way the following issues will be worked out in the course of transfor-

mation:

what the structure of a mass medium owner is;• 

whether various social groups and structures of civil society have • 

access to information production and distribution;

what the societal structure is.• 

As it follows from the table, prerequisites for mass media pluraliza-

tion in Spain were established as far back as in Franco’s time, in the 

period of liberalization of the regime. The 1960s saw explosion in eco-

nomic growth and development of societal structures, such as trade 

unions, industrialists’ alliances and various associations. As the historian 

S. Henkin points out, by the end of Franco’s regime “a relatively ma-

ture subjective factor for a transition to democracy had been formed in 

Spain”13. Decreased control over the mass media guaranteed by the new 

legislation (the Press Law, or Fraga Law, 1966) was a natural result of 

liberalization.
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The development of the Soviet/Russian mass media proved to be 

more complicated. Unlike Spain, the USSR did not undergo a long pe-

riod of liberalization, which means that society and the elites missed the 

stage of gradually overcoming the authoritarian political culture. The 

media system pluralization enshrined in the mass media legislation of 

1990 – 1991 resulted from the struggle of the mass media themselves 

against state/party control (in contrast to Spain, where the new 1966 

Press Law launched mass media democratization). However, the am-

biguous results of the social and political transformation had a negative 

effect on the mass media, as under “façade” democracy the role of the 

mass media as a social institution securing a dialogue between society 

and the authorities is inevitably distorted. 

Now we shall consider the development of the Spanish and Soviet/

Russian mass media under the authoritarian regime and in the period of 

social and political changes in greater detail.

Spanish and Soviet mass media under authoritarianism

According to the classification by print theorists and historians 

F.-S. Siebert, W. Schramm and T. Peterson, Spanish journalism under 

F. Franco’s regime developed within the frames of the authoritarian 

theory of the press according to which the state strictly controls mass 

communications, first and foremost the sector of the social and political 

press, in spite of the fact that private ownership and publishing businesses 

remained in place. The Soviet mass media model represented a radical 

version of the authoritarian theory. Among its major characteristics there 

is total regulation of the press and its subordination to the party14.

Once in power, both Franco’s administration and Soviet leaders 

started, in their relationships with the mass media, with military de-

crees, which tightly restricted the freedom of the press. In accordance 

with the Spanish 1938 Press Law, the mass media, which used to be 

independent, were treated as “a national institution serving public in-
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terests”, which actually implied servicing the interests of the new state. 

Most newspapers and magazines were banned, their property was ex-

propriated and passed to the newly established governmental editions. 

In the first years of Franco’s rule, the clearly hierarchical “press of the 

National Movement” (prensa del Movimiento Nacional) was formed. 

The remaining private editions, among which the most significant 

were ABC, Ya and La Vanguardia, were kept under tight governmental 

control exercised through appointing editors-in-chief and preventive 

censorship.

One of the first decrees of the Soviet government was the 1917 Press 

Decree restricting the freedom of the press. Most of the “pre-Soviet” 

editions were closed whereas the private press disappeared altogether. 

Each edition in the Soviet Union became a print media outlet represent-

ing party or trade union committees and totally dependent on the state/

party. As the expert in mass media legal regulation A. Rikhter points out, 

in the Soviet period “the mass media legislation was oriented toward 

making the mass media an ideological weapon in the hands of the party, 

with appropriate restrictive measures regarding information search, stor-

age and distribution, tight censorship, prosecution for unauthorized crit-

icisms and total control over mass media content”15 exercised by Glavlit, 

a special state body.

What the two countries had in common under the dictatorial regime 

was transformation of the press into a powerful propagandist tool in the 

hands of political leaders, essential, to begin with, for legitimizing the 

regime itself and later on for shaping a positive public opinion about the 

governmental policies. For decades, the Spanish and Soviet press re-

mained under tight control exercised by governmental censors.

The major difference in the development of the mass media systems 

in Spain and Russia under the authoritarian regimes was that in the, 60s 

liberalization in Spain took place “from above”. The media system of the 

country experienced change because of the new mass media legislation: 

in 1966 the Press Law (Fraga Law) was passed widening the capacities of 

the press to a great extent16.
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Fraga Law formally abolished preventive censorship and criminal li-

ability for undesirable publications. The provision for the appointment 

of editors-in-chief by the state was also revoked. The civil society actively 

developing in the, 60s gained access to the mass media. Despite the for-

mality of innovations (the state did preserve its controlling functions with 

regard to the mass media), Fraga Law became an important landmark on 

the way to democratization of the press. It laid the legal foundations for 

mass media turning into an influential actor in the social and political 

space by the involvement of editions into the political process and admis-

sion of oppositional opinions in the press.

In the Soviet Union, liberalization started much later, with M. Gor-

bachyov’s rise to power, therefore, legal changes in the area of the mass 

media became possible only in the early 1990s. In the last decades of the 

Soviet regime, the mass media were still isolated from political life, their 

role confined to that of a party ideology conductor. But, paradoxically 

enough, this fact also had positive consequences because the mass media 

alienated from politics focused on the social sphere. Advice columns en-

abled editions to elicit (and sometimes solve) important social problems. 

This led to the emergence of networks of interaction between the audi-

ence and the mass media, which later, at the time of perestroika, ensured 

a good deal of popular trust to the mass media17.

The liberalization of Franco’s regime, the economic boom and the 

development of civil society in Spain had a positive effect on the de-

velopment of the Spanish mass media, which had an evolutionary na-

ture. Despite the state control over the mass media, which persisted un-

til Franco’s death in 1975, prerequisites for press democratization were 

created. The Soviet mass media did not undergo such a long preparatory 

stage, and the development was in fact spontaneous. While in Spain the 

legally codified “liberties” (abolition of censorship, freedom in appoint-

ing editors-in-chief) marked the beginning of a new epoch for the mass 

media, in the USSR the new mass media legislation resulted from the 

struggle of the press for its independence.
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Mass media and the power: 
from rendering support to disillusionment 

At the early stage of democratization, both in Spain (1976–1978) 

and the USSR (1986–1990), social and political edition putting into 

effect democratic practices sprang up. While their emergence in Spain 

became possible because of Fraga Law passed in 1966, in the USSR the 

mass media appealed to the concept of glasnost proclaimed for the first 

time by M. Gorbachyov as far back as in 1985 and enshrined in the Reso-

lution on Glastnost in 1988. It was the policy of glasnost that enabled the 

most progressive editions to engage in the process of the reformation of 

the state, raise prohibited themes and organize wide discussions on their 

pages. Glastnost became the forerunner of the legally codified freedom 

of the mass media, though it “was not a subjective right of each and ev-

ery but a privilege granted by leaders…What the newspaper Moskovkiye 

novosti was allowed to do was totally forbidden to Moskovskay Pravda. 

Moreover, the privilege of glasnost was normally personified. And lastly, 

it was endowed within the framework of a certain period of time, a cam-

paign, a theme or even a given material”18. In other instances, Glavlit, 

with its huge arsenal of preventive and punitive measures, performed the 

function of a watchdog.

The niche of “breakthrough” editions in Spain was occupied by 

El Pais, Avui, Diario 16 and some others. From the very start they pro-

claimed their commitment to the democratic practices new to Spanish 

journalism. In 1976, the program article in El Pais headlined “The coun-

try we would like to have” it was written: “Behavior and tone of the daily 

print press must change if it wants to contribute to building up a demo-

cratic society in our country. We will try our best to do so”19.

In the USSR, the party monopoly on the mass media and the ab-

sence of private ownership made the emergence of new print editions 

impossible until the early, 90s (namely, until the abolition of the 6-th 

article of the Constitution on the leading role of the party in March 1990 

and the passing of the Law on the Mass Media in June 1990), so the role 



174

of “breakthrough” editions was played by the editions well known to the 

Soviet reader. Among them we would list the newspapers Moskovskie no-

vosti, Literaturnaya gazeta, Argumenty i fakty, Izvestia and the magazine 

Ogonyok. These offered the reader objective coverage of events, of the 

course of reforms as well as an analysis of the government’s conduct. 

Little by little, the editions turned into a platform for social and political 

discussions and criticisms of the state for its indecisiveness. Significant 

circulation growth20 was indicative of genuine public support given to 

these “flagships” of perestroika.

Through shaping the agendas realistically reflecting the social and 

economic processes, Spanish and Soviet “breakthrough” editions active-

ly participated in distributing democratic values and organizing a dia-

logue between the authorities and society highlighting the new political 

course. These newspapers shaped changes not only in politics but also in 

journalism itself. The rest of the editions began to lose their audiences 

and profits and either adapted to the new competitive realities or disap-

peared.

After a period of active support to reformers at the start of the demo-

cratic transit, both the Spanish and Soviet key mass media progressive-

ly felt disillusionment with the ongoing reforms. In Spain, the crisis of 

confidence began with discontent with the private procedure of develop-

ing the Constitution adopted in 1978. The next wave of criticisms in the 

mass media was caused by the crisis within the ruling party itself weak-

ened by inner struggle and unable to efficiently solve the social and eco-

nomic problems at hand. In the mass media, the word “disillusionment” 

(desencanto) became the most widely spread characteristic of the late 

70s. According to the Spanish mass media researchers M. Seoane and 

M. Saiz, “the press became an everyday torture for the head of gov-

ernment A. Suarez”21. Along with the criticisms of the acting govern-

ment, the most advanced Spanish mass media brought to the political 

arena a new leader F. Gonzalez, head of the Spanish Socialist Workers’ 

Party (PSOE). Largely because of the active support given by the press, 

F. Gonzalez won the election in 1982.
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Similar processes occurred in the Soviet mass media sharply criticiz-

ing the government for indecisiveness in pursuing reforms. The situa-

tion was aggravated by the fact that the mass media formally belonging 

to the state and subsisting at its expense actually criticized their owner. 

Later on, this led to numerous problems in the relationships between the 

mass media and the power. At the same time, the mass media actively 

supported the new “heroes” of perestroika, who made a good showing 

at the First Congress of People’s Deputies, namely B. Yeltsin and many 

other members of the Regional Opposition Group, such as academician 

D. Likhachyov.

Outcomes of the transformation

At the final stage of the transformation, the developmental vectors 

of the Spanish and Russian mass media diverged. In 1980 in Spain, two 

opposing blocks began to emerge in the sector of the social and political 

mass media, and this opposition reflected the two-party politics resulting 

from the political transformation. The first block supporting socialists 

was based on the editions of the PRISA media concern. The alternative 

one was formed around the conservative newspaper ABC known for its 

monarchical viewpoint. Later on, these were joined by the newspaper 

El Mundo founded after the conflict within the editorial board of the fa-

mous Diario 16. This group of editions supported the opposition to the 

socialist government: People’s Party (PP) and the fraction of United Left 

forces (Izquierda Unida), at the core of which was the communist Party 

of Spain. The phenomenon of Spanish mass media restructurization on 

the analogy with the changes in the political system is referred to as the 

principle of political parallelism: the ability of the media system to re-

flect the major tendencies in the political design of a regime22. Among 

other structural characteristics of the Spanish press we could list relative 

weakness of the regional mass media and the general lack of tabloid edi-

tions and sensational journalism. The niche of the popular mass media 
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is partly occupied by sport newspapers and magazines and the so-called 

“prensa del corazón” (literally, “the press of the heart”): women’s week-

lies focusing on gossip, celebrities’ biographies, and the like. The maga-

zine Hola, vividly illustrating this direction and being a Spanish version 

of the international edition Hullo, played an important part in the elec-

tion campaign of 1982: the magazine interviewed F. Gonzalez, and the 

interview, as he said, made a greater contribution to his popularity with 

the audience than political debates23.

After the collapse of the USSR, the long-drawn process of political 

engineering and the new economic realities proved to be a serious obstacle 

to the formation of a mass media system usual for democratic countries. 

Neither the political elites nor the mass media were prepared to play by 

democratic “rules”. The first blow at the system of the print media was 

dealt by the collapse of the Soviet Union, when all the large-circulation 

media outlets lost part of their audiences from the former Soviet republics. 

At that time it was obvious that on the way to democratization the country 

was faced with apparent economic and ideological difficulties. The print 

media had to reconsider their relationships with the authorities or try to 

adapt to the developments in some other ways. Captivated by anti-com-

munist ideas and the forthcoming economic reform, the mass media grad-

ually abandoned their fundamental functions, such as organizing public 

discourse and controlling the authorities. According to the mass media 

researchers L. Resnyanskaya and I. Fomichyova, “the national mass me-

dia missed at least two vitally important circumstances. The first consisted 

in the changes in the social and political system of society, the second – 

in the transformation of media outlets into information businesses”24. 

In fact, all print media suffered from the crisis because of high prices on 

paper, printing trade and distribution as well as because of sharp decrease 

in circulation caused by the impoverishment of the population.25 It was in-

vestors who lent a hand, mostly banking structures, which bought up mass 

media outlets in order to lobby their own interests.

In 1993, immediately before the referendum on the Constitu-

tion was held, the authorities started to “buy”, for the first time ever, 
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information support of this or that edition. The agenda imposed by 

the authorities and exclusively concerned with the Kremlin affairs 

started to be predominant in social and political editions. “It is hard 

to say to what extent the mass media contributed to the results of the 

referendum favorable for the authorities… But it was in those days 

that the illusion of the almighty mass media and PR technologies was 

created”26.

In terms of structure, the following peculiarities could be distin-

guished. The most part of “respectable” editions that came to the front 

during perestroika, such as Komsomolskaya Pravda, Argumenty i fakty 

and some others, went over from quality to mass journalism. The “yel-

low” press came into existence (Megapolis ekspress, Mir novostey and the 

like). On the other hand, upon the initiative of many talented journalists 

(E. Yakovlev, V. Yakovlev, V. Tretyakov), new media outlets were estab-

lished to meet the standards of quality journalism: Kommersant, Neza-

visimaya gazeta, Obschaya gazeta; the regional press also gathered pace. 

Howevers, Russian the media as a whole gradually ceased to be a key 

player in the social and political arena.

Spanish lessons

In the course of reformation of the social and political pattern of life 

in Spain and Russia, mass media as a social institution underwent con-

siderable changes and in the transition from the authoritarian to demo-

cratic model exhibited a connection between the political and media sys-

tems. Progressively eliminating the function of servicing the interests of 

those in power, the mass media proved to be one of the major participants 

in social and political transformations. Given immature democratic in-

stitutions, the mass media appeared to be an only channel of informa-

tion about the ongoing social and political reforms as well as a platform 

for expressing opinions by various political and societal groups thereby 

ensuring public access to politics. 
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However, at further stages of social and political transformation, 

the developmental vectors of the Spanish and Russian media diverged. 

An indisputable merit of the Spanish mass media was their ability to 

preserve, at every stage of the transit, their independence as a social 

and political institution, which enabled them to shape the agenda as 

an honest observer and organizer of a public dialogue. This attitude did 

not prevent the mass media from arriving at a reasonable compromise 

with the power. Indicative is the example of trying to overcome the con-

frontational political culture inherent in Spain and reach a consensus. 

In Spain, both political leaders (A. Suarez, King Juan Carlos) and the 

advanced mass media (El Pais, Diario 16 and others) sought national 

reconciliation. The events of the authoritarian past and inevitable dis-

putes around them were not discussed either by the mass media or by the 

authorities. Eventually, the so-called “veil of silence” enabled “everyone 

to come to an agreement with everyone else on every point”27. In the So-

viet Union under perestroyka and later in Russia, in the advanced mass 

media (Moskovskiye novosti, the magazine Ogonyok and some others) 

anti-communist attitudes prevailed. Disputes about the recent historic 

past were not uncommon28, which led to an increase of confrontational 

sentiments. 

As years went by, the anti-communist pathos and preoccupation 

with liberal ideas ousted complex social problems from the agenda. In 

the post-Soviet mass media, the agenda, which is supposed to include 

the whole range of social and political issues, became declarative. The 

mass media gradually lost those functions that ensured interaction of all 

participants of social and political processes, which resulted in alienation 

between the power, the mass media and society.

In Spain, unlike Russia, the active and efficient participation of the 

mass media in the processes of political transit significantly accelerated 

democratization and contributed to faster consolidation of the regime. 

For the Russian mass media, the Spanish experience in democratization, 

despite the numerous differences between the countries and the mass 

media models, could become a viable way to self-discovery.
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Andrei G. Richter

LEGAL ASPECTS OF TRANSITION TO DIGITAL TELEVISION

The subject of this article may seem to fall outside the domain of the 

science of journalism, considering that, in recent years, the debate on dig-

ital television initiated with the participation of the governmental bodies 

has invariably drifted towards the technological, financial and economic 

issues, communications standards and the country’s modernization. Yet 

digital television should be viewed from a different perspective in order 

to discern those social, political, professional and legal issues that should 

come to the fore. One reason for this is that the transition will transform 

Russia’s media system model.

By now, digital terrestrial television in Europe has become quite 

pedestrian. Early in 2010, analogue broadcasting ceased to exist in the 

Netherlands, Denmark, Luxembourg, Finland, Germany and Sweden. 

In 2010 the same will be true for Austria, Spain, Malta, Slovenia and 

Estonia. The data for the end of 2009 indicated that 730 digital terrestrial 

channels (out of 7200 channels existing on the continent) broadcast in 

24 European countries, over 300 channels being local and regional1.

The reasons behind a changeover to digital television are associated 

not so much with the need to expand the number of channels, for cable 

and satellite television easily coped with this task, as with the need to 

clear frequencies for new telecommunication services that arose in the 

1990s. The services in question included the then burgeoning (and now 

nearly forgotten) paging as well as mobile telephony and, later, the In-

ternet services. The need called forth various models and plans to change 

over to television with more efficient use of frequencies, leaving what is 

now called the “digital dividend” to cellular telephony and other new 

communications services. 

Europe has virtually uniformly gone through three stages of change-

over to digital television. The first stage, which is now completed, was 
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aimed at developing a transition strategy with the participation of both 

the governmental bodies and public organizations. The second stage, 

now also completed, consisted in drafting and passing a new law on digi-

tal television or in amending the acts on television existing in practically 

all European countries. Finally, the third stage involves thorough plan-

ning of the changeover basing on the act and the strategy. The planning 

is normally entrusted to the government or independent regulator in the 

broadcasting sphere.

Outwardly resembling this scheme, Russia’s transition system is 

essentially different. The transition strategy was developed by the gov-

ernment and the business circles without the participation of any po-

litical and public organizations. Prior to that, the government commis-

sion for broadcasting development headed by the then deputy premier 

D. A. Medvedev was set up. As to the strategy, the participation of the 

business circles in its development was rather limited.

The governmental conceptions and digitalization programmes were 

developed and adopted in 20092. The laws on the mass media and com-

munications then in force had, on the government orders, to be geared 

towards the adopted documents, and, characteristically, work on the 

amendments goes on in the confines of the government rather than in the 

State Duma. All the important decisions will be made by the President 

and government while the adoption of a law on television broadcasting or 

on digital television is not even planned.

The difference between Russia and the rest of Europe in this respect 

may appear formal but this difference is crucial. Any adopted law pro-

vides a framework for the consistent, predictable, clear and transparent 

forms and methods of the transition. Such a law is subject to discussion 

in parliament. Under any circumstances, society may exert influence on 

its content, which by no means is comparable to the President’s decree 

or government decision.

When looking at the main elements of the transition to digital televi-

sion in Russia we can see several differences between the European ap-

proach and that taken in the Russian Federation (see Table 1).
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Table 1

Digital TV development strategy in Russia and Western Europe

Digital TV Strategy Elements Europe Russia
Cooperation of communications companies Yes Yes

Platform complementarity Yes Yes

Decoder interchangeability Yes No

Accessibility of the existing terrestrial channels 

and public TV

Yes No

Accessibility of local broadcasters Yes No

Use of ancillary technologies Yes No

Public interest element Yes No

Unlike the European strategies, Russia’s strategy treats the need for the 

communications companies to cooperate in a different light. It stresses the 

paramount role of the state-owned Russian Television and Radio Broadcast-

ing Network (RTRBN), emphasizing that all other private and state-owned 

operators should cooperate with it. In other words, the stated cooperation 

which is already under way does not imply equality of the partners.

Platform complementarity is undoubtedly an important issue both 

in Russia and Europe. Russia’s strategy still lacks clarity on the issue of 

interchangeability of decoders while the top officials of the Communica-

tions Ministry insist that people should not buy the decoders currently 

on sale because they may turn out to be useless when new encoding stan-

dards are adopted. As to a guarantee of access to the existing terrestrial 

channels, it does not exist in this country whereas in most European 

countries such guarantees are stated by law.

In Ukraine, for instance, all 15 national channels are guaranteed 

transmission in two out of eight digital multiplexers, including one (sic!) 

state-run channel. Facilities are reserved for a prospective public broad-

caster as well as for two national broadcasters which may appear during 

the transition period. One multiplexer is reserved exclusively for the ter-

restrial broadcasters local to every region.
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Russia’s programs and concepts do not elaborate on the issue of an-

cillary digital technologies such as interactive television and accessibility 

of all programs to people with impaired sight or hearing.

Nothing specific is indicated as to the public interest principle in the 

matter of multiplexing channel choice.

To what ends do the European countries adopt the digital television 

acts or amend the existing acts? The Hungarian act on transition to digi-

tal TV (2007), for instance, makes a clear-cut distinction between con-

tent regulation and signal transmission regulation, i.e. the digital TV op-

erators’ activity. The act guarantees channel diversity through the precise 

definition of the mandatory channels existing for cable TV.

This act introduces several new terms such as, for instance, “multi-

plex”, “program interface”, “electronic guide”, and “interactive digital 

television service”. It provides for digital services competition and stipu-

lates the tender procedure for the services operators, which is controlled 

by the appropriate executive body and the parliamentary commission.

Digital television willy-nilly promotes channels expansion and it is 

important that the expansion does not become a matter of routine. Legal 

regulation of the mass media in a democracy hinges on the media role 

in ensuring informational and political pluralism of content. In Europe, 

political pluralism is viewed as one of the social system’s principles in 

accordance with which social and political life must involve a host of 

diverse interdependent yet autonomous social and political groups and 

organizations, the attitudes, ideas and programs of which constantly 

compete.

In the West, digital television, to a large extent, helps make up for 

lack of pluralism. It falls within the “must carry” rule, applied to cable 

TV to ensure free access to public channels, seen as a guarantee of plu-

ralism in broadcasting, and to programs of some other stations, such as 

national and local networks. This situation is characteristic of the Neth-

erlands and Austria. Public broadcasters in Great Britain, Spain or Italy 

do not need any such measures for they have multiplexers of their own. 

In some countries, such as Ukraine, all terrestrial broadcasters are sub-
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ject to digital multiplexing. In other countries, Norway, for example, a 

multiplex operator reserves facilities for the so-called open channels and 

if the local stations demand access to the digital platform, the operator 

is obliged to comply. Even in Italy, the country where concentration of 

political and economic control over television is high, the lawmaker has 

provided for a guaranteed access to the platform of “independent chan-

nels”, i.e. channels independent of the broadcasters which control the 

multiplex operators.

The European approach to licensing is two-prong. Choice of chan-

nels can be made directly by the licensing body or government through 

a straightforward procedure established for analogue broadcasting, like 

this is done in Finland, Germany and Sweden. In the other version ad-

opted in Italy, Great Britain and Norway choice is made by a multiplexer 

(network) operator, and this choice is relatively free.

Neither of these practices applies to Russia. Russia’s first multiplex 

composition has been known since it was decreed by the President in June 

2009. As soon as the decree was signed, the concepts and subject scope of 

the channels listed in the decree began to change in an arbitrary way. It is 

not quite clear how to factor the emerging circumstances into the digital 

transition, considering that the prolonged selection process undertaken by 

the government commission and other agencies was based on the assump-

tions that existed at the time when the decision was made.

The situation with the second and third multiplexers is even more 

complicated. Neither the selection procedure nor the criteria have been 

determined, to say nothing of the program composition itself. The same 

goes for the fourth multiplexer, no budget allocations for which are en-

visaged. It is not yet clear how the television channels will go on the 

digital air. What is clear, however, is that if they are not chosen for the 

1st, 2nd, 3rd and, if it does materialize, 4th multiplexers, they will no 

longer exist in 2015. This is a great problem for our regions, because, 

e.g. there are about 50 television companies in the Rostov region alone, 

and should the transition go as projected, only a couple of these will 

survive.
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Let us now go back to the RTRBN, state-owned unitary enterprise, 

which on the strength of the government decisions has been granted the 

broadest mandate in effecting the transition. Under the mandate, the 

RTRBN is given authority not only over technology but, to a degree, over 

content. The federal goal-related programme states that the RTRBN will 

set up multiplexing composition centers for the 2nd and 3rd multiplexers 

which would include the local stations. Multiplexing composition center 

is a fairly broad concept open to interpretation. In particular, the Presi-

dent’s decrees and the government decisions seriously undermine, if not 

destroy, the existing system of licensing. Broadcasting is based on the 

two-license system involving broadcasting and frequency. Licenses are 

issued by the central divisions of the Mass Communications Ministry. 

The more decisive, broadcasting license is, as a rule, granted for a 5-year 

period by the Federal Commission for Competition in Broadcasting 

(FCC) through a competitive procedure. The winner is supposed to offer 

the best broadcasting concept and engineering plans. The programming 

conception carries the specific obligations of the applicant on meeting 

the audience’s needs for the public affairs, political, news and education-

al programs, programs for children, etc. Any change in content, channel 

name or ownership entails approval by the licensing body and the FCC. 

The controlling body is empowered to impose sanctions and to revoke a 

license by going to court.

In view of the coming transition to digital television, the application 

examination and issue of new licenses for analogue broadcasting were 

suspended in December 2007. The FCC’s functions were temporarily 

limited to radio broadcasting, and it was only towards the end of 2009 

that the commission regained its right to renew licenses of the analogue 

broadcasters in the regions where the digital broadcasting bands had 

been “cleared” from analogue stations interference, by closing the sta-

tions which could not renew their licenses in 2007-2009, among other 

measures. The government is in no hurry to let the FCC name digi-

tal broadcasters. Apart from Russia’s President, the decisions on who 

will broadcast nationally and regionally lie with the RTRBN “centers” 
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which will make their decisions sub rosa and within the framework of 

some vague “national tasks” mentioned in the conception of the federal 

goal-related programme. The RTRBN “recommendations” will serve as 

a blueprint for the decisions made by the FCC. Judging by the fact that 

even the license term for being multiplexed has not been set, one can 

make an informed guess that all licensing decisions will be taken on the 

ad hoc basis behind the closed doors.

At first sight, the situation does not involve any legal issues. Despite 

the repeated attempts to pass the bill on broadcasting, it has not come 

in force yet. The Mass Media Act, prudently amended in 2004, says that 

licensing comes under the mandate of a federal executive body autho-

rized by the government of the Russian Federation. Broadcasting was 

exempted from the law on licensing in 2001. As a result, broadcasting 

is completely controlled by the President and the executive branch, and 

any decree or rule currently in effect can be easily changed or repealed. 

This, however, would be illogical, to say the least. The point is that 

the main function of the semi-independent FCC consists in defining the 

public interest when issuing the rights to television companies. The FCC 

decisions may have aroused criticism but, on the whole, the commis-

sion has proved to be a rather transparent and competent body. In case 

the executive branch decisions relegate the corresponding powers to the 

RTRBN with its opaque decisions and understandings it comes to with 

the broadcasters, the public interest will be determined by the govern-

ment officials alone. This means that all operating television companies, 

both national and local, will be able to go on the air only under an agree-

ment with the RTRBN. This state-owned company will be able to dic-

tate not only the commercial terms of signal propagation to broadcasters 

as it is done today, but programming as well. Incidentally, the RTRBN 

owns 14.478 transmitters or 90.9% of their total number in the country.

With the telecommunication monopolies privatization in the mid-

1990s, there is nothing as big as the RTRBN among the private monopo-

lists in the West. The national legislation of the Western countries requires 

that communication networks observe certain criteria so that the audi-
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ences are not deprived of their habitual TV viewing during the transition 

period. Under law, the multiplex (network) operators have an obligation 

to provide fair, transparent and non-discriminatory conditions of access, 

announce the rates for technical services offered to content providers, 

including signal encoding, electronic TV guides, etc., and keep books by 

the kind of activity, when an operator is also a broadcaster.

Our transition programme imposes no such requirements. So far, 

when meeting with the regulator, broadcasters are told that a televi-

sion company desiring to “go digital” should pay one billion roubles a 

year. How many companies are there prepared to pay the RTRBN so 

much without a clear and long-term guarantee of return on their in-

vestment? Nothing but law could provide for such a guarantee in the 

form of long-term licenses, tax exemptions and other benefits as well 

as transparence and fairness of the procedure, but such a law is still 

not in the offing. This makes television a risky business, which plays 

into the hands of the corrupted officials but runs counter to the inter-

est of the population. The public interest lies with the long-term tele-

vision policy rather than with the fast-gained shock-driven appeal and 

sensationalism.

Digitalization of television in this country appears to manifest some 

distinctive characteristics of the new media policy of the government. 

Preference on the market is given to the state-owned radio and televi-

sion channels including those that are but projected. The national chan-

nels that have passed “screening” get a go ahead for digital multiplex-

ing but the suspended sword of Damocles shows them how easy it is to 

lose a business through some trivial moves of the executive bodies. As a 

result, programs remain to be politically and ideologically conservative 

and predictable, which will help reduce tensions in the fight against ex-

tremism waged in the media. Emphasis is shifted towards the technologi-

cal dimension of extending coverage to 100% at whatever cost instead 

of developing new media services, such as interactivity, accessibility of 

programs to individuals with impaired sight and hearing, etc. The “re-

dundant” local broadcasters ill-controlled by the supervisory body are 



being forced out of the market, which will basically help relax control by 

the executive branch.

On the whole, we may be witnessing an experiment unique of its 

kind. This experiment is designed to find out whether the burdensome 

political and legal tools of government control over the media content 

can be replaced with the technological procedures of transition to digital 

television which are incomprehensible to the general public and human 

rights activists. 
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The issues of globalization have long become the subject of interdis-

ciplinary research. The term glocalization coined by R. Robertson1 is also 

widely used in science. In Russia, the term is in demand with economists, 

marketing professionals, political analysts and sociologists. In humani-

ties, it means interaction between two tendencies: cultural unification 

and resistance to this unification. As applied to journalism, glocalization 

is usually understood as a “media representation of global problems of 

the country and the world along the local (regional) dimension”2. From 

our viewpoint, this definition of the term inadequately limits its poten-

tial. The term glocalization reflects a number of exciting social and cul-

tural processes caused by changes in contemporary society: changes in 

people’s conceptions of values, in social and cultural practices. We be-

lieve that any discussion of glocalization is bound to touch upon such a 

crucial issue of research as the problem of cultural identity of people, in 

particular, citizens of the Russian Federation.

At the moment, most Russians, which means most TV viewers, are 

those who were born and bred in the USSR. The so-called “Soviet peo-

ple” can be regarded as a specific ethnic and cultural community, held to-

gether by the symbols of the common past, common self-consciousness: 
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archetypes, myths, emblems and sacred objects. Among the values held 

dear by Soviet people one may list “social justice (all people are equal), 

state paternalism (fatherly patronage by a strict but wise leader, people 

being like a flock), internationalism (national differences are deemed 

unimportant, what is really important is the “sense of class”) and athe-

ism (a majority belief in the absence of God)”3. The list could be com-

pleted with patriotism (pride in the country which was the first to embark 

on the road of building communism) and collectivism. Specimens and 

modes of behavior propagated by Soviet television not only shaped the 

outlook of the older generation of viewers but also influenced, somewhat 

differently, the next one brought up in Soviet families. Moreover, today’s 

younger generation, born after the collapse of the USSR, shows interest 

in Soviet ideology and modes of behavior. We believe that interest in the 

Soviet today is a kind of protest. This interest can be viewed both as a 

manifestation of glocalization and a symptom of a cultural trauma that 

has not been overcome. The discrepancy between the old Soviet culture 

and the new culture of today, based on the principles of Western democ-

racy and consumer society, is really great. Collectivism of the former is 

opposed to individualism of the latter, inactivity and fatality clash with an 

aspiration to be successful, paternalism does not go together with a belief 

in one’s own strength and responsibility for one’s own future, safety does not 

match risk. It is not surprising that such a change in priorities influenced 

the psychological state of both individuals and society as a whole. In so-

ciology, this situation is referred to as a “cultural trauma”.

 

Symptoms of the cultural trauma on Russian television 

It is obvious that it was perestroika and the following collapse of the 

USSR that became the traumatizing factor. A lot of programs and movies 

denouncing the Soviet way of life appeared on the screen and opened in 

cinemas. A vivid example is S. Govorukhin’s documentary “One mustn’t 

live this way”. The keynote of the author’s extremely personal statement 
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is a fierce accusation of the government which destroyed the Russian man 

turning him into an alcoholic and a criminal. To substantiate his idea, 

S. Govorukhin creates a wide panorama of contemporary life: murderers’ 

faces, insensitive and impudent, a poverty-ridden militiaman living with 

his two children in a room of a communal flat, alcoholics, prostitutes and 

even Patriarch Alexis, whose only utterance, deprived of context, sounds 

like a grave accusation. In those years S. Govorukhin, like many others, 

believed that the myth about Soviet Russia should be destroyed for new, 

democratic Russia to emerge from its ruins. Unfortunately, as the direc-

tor later admitted talking about his movie, “We targeted at the Soviet 

regime but shot down Russia”. They shot down the man, to be more 

precise. Many authors of that time, driven by noble intentions to tell the 

truth and only the truth, shaped in people an extremely negative, no-go 

view of reality thus aggravating the cultural trauma suffered in the 1990s 

by people accustomed to believe in a better tomorrow. 

The evidence of symptoms of the cultural trauma can be found in 

television programs of that time. In the late 1980s – early 1990s, the 

predominant symptom of the cultural trauma4 was “moral panic” (which 

manifests itself in heated mass discussions and debates) and increased 

anxiety (in the form of belief in myths and gossip and inadequate worry-

ing). “Moral panic” was evident in all opinion-based programs, starting 

from “Vzglyad” and “Tema”.

As for increased anxiety, it was supposed to be neutralized (in fact, it 

was only reinforced) by means of public sessions with A. Kashpirovskiy 

and A. Chumak. In the mid-1990s, the symptoms of the cultural trauma 

on television grew in number. Mass discussions about the past and the 

future were replaced by the “nostalgia- for- the past syndrome”. To begin 

with, the tone was ironical. The television projects on life in the Soviet 

Union that are certainly worth mentioning were E. Kiselyov’s movie 

cycle “Recent history” (NTV) and L. Parfyonov’s cycle of programs 

“Namedni. Our era. 1961-1991” (NTV). Abundant archive recordings 

illustrated the authors’ dogmatic attitudes to historical events. The cycles 

set the tone for evaluating the past: the tone of not so much disapproval 
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as denunciation. Not only the presenters’ comments but also their video 

jokes (like the animated photo collages in L. Parfyonov’s work) brimmed 

with “righteous anger”. Amid this denunciatory pathos, another land-

mark television project of the 1990s – “The old songs about the main 

things” – did not look traditional. It might be said that for the first time 

after perestroika television depicted the “Soviet” not as an object of criti-

cism but as the “lost paradise”. On New Year’s Eve pop stars sang Soviet 

hits trying on the roles from Soviet movies, ironically exaggerated by the 

authors of the project (K. Ernst and L. Parfyonov).

Grotesque ness and sick humar failed to mask an important message: 

unlike modern songs, Soviet ones spoke about the main things. And the 

main thing was not love, though most songs were devoted to love, but a 

belief in a better tomorrow, which saturated those songs. The viewers of 

primitive New Year musicals felt a longing not for the Soviet ideology 

and communal farms but for their dream, hope and a belief that the fu-

ture would be better than the past. 

The project “The old songs about the main things”, which lasted for 

several years (from 1995 till 2000) set the tone for the first television de-

cade of XXI century. The “nostalgia-for-the past syndrome” was suc-

cessfully exploited not only by entertainment programs but also by in-

formation ones. V.Putin’s election campaign and further political PR of 

his activities as president also exploited this syndrome. Reliance on So-

viet traditions could have become a step toward overcoming the cultural 

trauma. However, in the early 2000s television, with its cult of entertain-

ment, escapism and inclination for glamour, kept informing viewers that 

the nation’s peace of mind had been disturbed. That is why star ice shows 

(“Stars on the ice”, “Dancing on the ice”, “Ice age”) as well as “The 

old songs about the main things” exploiting the emotional potential of 

Soviet hits and triumphs in figure skating failed to free television viewers 

from the fear of tomorrow.

This fear has given rise to odd television phenomena of recent years: 

the abandoned cynicism of the reality show “Dom 2”, the criminal trash 

of Saturday NTV programs, the emergence of the “Truly mystical” chan-
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nel TV3, and the like. Today, all the symptoms of the cultural trauma 

distinguished by sociologists are visible on the screen: the lack-of-con-

fidence syndrome (the motive of distrust of social institutions as well as 

individuals is discernible in journalists’ comments and syncs), the apathy 

syndrome (manifested, among other things, in a refusal to vote), orienta-

tion toward today’s reality (which is clearly seen in all kinds of entertain-

ment programs, in particular, reality shows), nostalgia for the past (this 

being the main subject of this article, we will go into detail later), anxiety 

and the “moral panic” syndrome (manifested in talking round real prob-

lems in discussions and talk-shows). At the turn of 2010, there was every 

reason to believe that the symptoms of the cultural trauma tended to in-

crease. A good proof of it was a whole host of programs exploiting Soviet 

themes, first and foremost musical programs. “The old songs about the 

main things” were followed by numerous musical programs reanimat-

ing Soviet hits and their singers. The producers of the program “Super-

star” (NTV) make use of this bait arranging a competition between the 

songs composed in the USSR and those composed in post-Soviet Russia. 

In autumn 2009, Perviy Kanal and Rossiya initiated two very similar proj-

ects: “The property of the Republic” and “The best years of our lives”. 

In the former, the merits of the songs are discussed by audiences of dif-

ferent ages, in the latter the audience is supposed to make a choice be-

tween the 1980s and 1990s by comparing songs, movies, characters and 

landmark events. 

No less indicative is the abundance of programs depicting Soviet life 

on NTV, a channel which used to propagate Western values turning to the 

history of the USSR only for the purpose of denunciation. The 2009 pro-

grams, such as “The Victory altar”, “The Kremlin kitchen” and “Soviet 

biographies”, the movies “Rzhev” directed by A. Pivovarov and “King 

Louis” by A. Khrekov keep up the denunciatory tendency using the So-

viet heritage as a bank of attractions. However, quantity turns into qual-

ity, and it sometimes seems that denunciation turns into admiration.

The “Soviet” on Russian television takes various forms. These are 

old Soviet movies shown on free-access federal channels, numerous doc-
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umentary programs taking their viewers back to the events of XX century 

and to landmark persons of those days (from political leaders to movie 

actors), and inclusion of myths and images, reminding viewers of Soviet 

reality, into the context of modern entertainment television shows. 

Soviet movies and movies about the Soviet past

Today it is hardly possible to assume that federal television turns to 

Soviet movies just because of their cheapness and the absence of other 

possibilities to fill up the viewing grid. All this belongs to the past. The 

television and movie industry, which produces serials fitting every taste, 

is able to satisfy any producer’s requests, while Soviet movies seem to be 

more appropriate on niche channels such as Nostalgia. Yet on big holi-

days and on the days of significant political events we are reminded that 

we are flesh of the flesh of Soviet Russia. Few of us would be surprised at 

the showing of all the parts of “Seventeen moments of spring” running, 

though a massive showing of Soviet movies on the day of Duma election 

or presidential election looks somewhat weird. But what is especially in-

triguing for researchers is the creation of the color version of the original-

ly black-and-white serial “Seventeen moments of spring” and its redub-

bing (May 2009, Rossiya). The time and funding the project required 

illustrate the producers’ assurance that today the “new version” of the 

serial must be in demand. Another interesting development is the pro-

duction of the serial “Isayev” (about Shtirlits’ youth). As we understand 

it, this is not simply nostalgia for the past. This is an attempt to renovate 

the myths that crown the hierarchy of Soviet values. And this renova-

tion has to start from the very beginning, i.e. from the years of October 

Revolution and the Civil War. While the Great Patriotic War has always 

been ideologically unquestionable, despite the attempts to reconsider its 

historical significance (from E. Kiselyov’s movie “World revolution for 

comrade Stalin” (1999) to A.Pivovarov’s “Rzhev. Georgiy Zhukov’s un-

known battle” (2008)), the Revolution of 1917 was explicitly denounced 
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long ago. Reanimation of revolutionary ideals in the serial “Isayev”, 

so far uncommon on today’s television, is likely to become a tendency, 

though at present television chooses not to highlight the social and po-

litical conflicts of that time. When it does, it tends to disregard the pain-

ful points and focus only on adventurous and melodramatic storylines, 

as it was with the serial “Son’ka – the Golden hand” (2007). Notably, 

in the updated interpretations by script-writers for serials or authors of 

documentary programs, for example, “A crime in the modern style”, the 

heroes of the past typically act in accordance with the logic of today. This 

is fully justified because Russians’ mentality has changed so drastically 

over the past century that it is hard for an ordinary viewer to understand 

the people living in those days. In addition, attempts at serious consider-

ation would not provide the ratings any soap opera would. 

Documentary programs 

Another exciting object of research into the Soviet heritage, in all its 

manifestations, is documentaries covering the history of Russia in XX 

century. Their analysis provides a rather controversial picture of a mod-

ern man’s self-identification. The most popular theme is the portraits 

of men of historical importance, whose biographies laid the founda-

tion for Soviet mythology. The stories about Soviet actors are based on 

a melodramatic conflict. Their plots focus on love stories (for example, 

the movie “Vysotskiy’s wives” shown twice on NTV during 2009). In the 

movies about Soviet politicians we normally see a detective storyline, 

an investigation of mysteries of the Soviet past. For example, the movie 

“Best regards from Koba” shown on Perviy Kanal is a detective story de-

picting the pre-revolutionary period of I.V. Stalin’s life and abounding in 

criminal details. However, despite the “stained biography”, the image of 

the would-be people’s leader is to be regarded by viewers positively. 
Thus, on the one hand, documentary portrait movies about the 

“Soviet” on today’s screen are oriented toward the standards of West-
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ern television, whose aim is to attract the audience by any means. To 

do so, authors base their screenplays on such easily definable genres as 

melodrama, adventure, detective story, and the like. The mysteries the 

authors tell their viewers about are nothing but unreliable gossip and leg-

ends about politicians’ and actors’ private life. The dubious versions are 

supported with reconstructions staged in the genre of docudrama.

It should be noted that we have nothing against the genres of melo-

drama or detective story. These contribute to the storylines of many ex-

cellent documentaries of today. But in the television programs under 

consideration the plot reminds of a bank of attractions: the author moves 

from one interesting episode in the hero’s life to another, and it is hard-

ly possible to see any interplay of totally different stories. Thus, for in-

stance, one of the latest movies of the cycle “Soviet biographies”, which 

came out in November 2009, is devoted to Sergey Kirov. It is based on 

vivid but arguable facts, if not guesses. Uneasy relationship with parasitic 

father, mother dying from consumption, a charity society investing a lot 

of money in the gifted boy’s education, the boy biting the hand that fed 

him by stealing a machine belonging to the society from a plant. When 

S. Kirov became Stalin’s comrade-in-arms, he shot down thousands of 

people and died, according to the movie, at the hand of his secretary’s 

jealous husband. This “bank of attractions” principle underlies most 

documentary movies of today. Neither the authors nor the viewers are 

supposed to doubt the reliability of the shocking information: the main 

idea of the cycle is to overthrow the idols now considered to be false.

On the other hand, the cycle “Soviet biographies” can be regarded 

as an attempt to understand the Soviet past and express this understand-

ing in documentary, in particular portrait, movies. It is an attempt not to 

justify or denounce but to understand so that this new knowledge could 

help overcome the cultural trauma. Thus, in the above-mentioned movie 

about S. Kirov, it is felt, in spite of its ‘bank-of-attractions” character, that 

the authors’ aim is not simply to bring together all interesting facts of the 

hero’s life but to understand the epoch, to understand, for example, why 

“the boy from Urzhum” brought up in a church-run orphanage ordered, 
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when he grew and became Kirov, to shoot down a sacred procession and 

assassinate priests. But these important moments of the narration are lost 

in a host of irrelevant details; as a result, instead of a profound portrait 

we have just a scheme of a man of the Soviet epoch. A similar attempt to 

analyze the role of V. Chapayev’s image in the Soviet man’s conscious-

ness was made in the movie “Chapay is with us” shown on Perviy Kanal 

in November 2009. The idea was also drowned in secondary conflicts 

and storylines that attracted the authors.

Nevertheless, despite the zealous attempts to overthrow Soviet ideals 

made again on the NTV channel in 2009, a search for ideals in the So-

viet past is also evident. Documentary portrait movies made in confor-

mity with classical melodrama (such as the above mentioned movie about 

V.Vysotskiy and another one, “V.Vysotskiy and M. Vladi. The last kiss”, 

produced by Perviy Kanal) are an attempt to find something genuine in 

the Soviet past. Sometimes it is love. Sometimes it is womanhood as in the 

movie “The quiet dawns” from the cycle “The Victory altar” (NTV) de-

picting the hard life of a woman in the years of the Great Patriotic War. Ex-

amples abound but this search for ideals does not seem to be fully realized 

by the authors. Possibly, a fancy for attractions, which litter the storylines, 

prevents the authors from professionally shaping the narration, so that it 

could help viewers become aware of their past and come to terms with it.

An example of a full-fledged production standing out in the history 

of post-Soviet documentary portrait movies is I. Belyaev’s work “The 

Russian tragedy” (1993), where the theme of the Soviet man was serious-

ly analyzed. It was made three years after S. Govorukhin’s movie “One 

mustn’t live this way”. The time was about the same, but the authors’ 

attitudes to the recent Soviet past are very different. Writing about the 

time when the movie was made, I.Belyaev points out that Yeltsin’s epoch 

deprived many people of the meaning of life; moreover, it is not an exag-

geration to say that they were hungry. “Against this background, there 

was an urgent need to tell people about a true hero…”5.

The movie is based on a story about a rebellion on a ship of the Baltic 

fleet, which took place in Brezhnev’s times. The hero of the movie is 
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the rebels’ leader captain Sablin. The movie depicts the public trial of 

the hero where the judges (and the authors of the movie) are trying to 

clarify his motives: whether he intended to draw the ship away to neutral 

Sweden or to bring it to Leningrad and stir up a rebellion. The problem 

was that Sablin had been shot down and most documents were still clas-

sified. The only photograph of the hero and abundant evidence given by 

his relatives, friends and sailors create a controversial, even contradictory 

but profound image of the hero. Moreover, this image helps viewers un-

derstand and accept the Soviet past and come to terms with it because of 

the acceptance of the hero who died for the sake of changing something 

in life.

To sum up, the understanding of the “Soviet” in the contemporary 

documentary movies is far from being unambiguous. On the one hand, 

there are visible mass culture formulas and the “bank-of-attractions” at-

titude generated by globalization, using which authors attract viewers’ 

attention; on the other hand, television putting up resistance to the pro-

cesses of cultural globalization, reanimates the values of the recent past 

in people’s minds. It is this ambivalence of attitudes that enables us to 

assume that the processes described above are part of the complex and 

controversial processes of glocalization. 

Television shows   
  

For television shows it would be normal to stand apart from other 

programs exploiting Soviet themes. The reason is simple: at first sight, 

the nature of a show and its philosophy are alien to Soviet mentality. 

A more thorough excursion into the history of Soviet arts, however, en-

ables us to trace the apparent continuity of theatrical political spectacles 

of the first third of XX century and today’s shows. Spectacular trials pop-

ular in the 1920s – 1930s are visible in the Russian version of both fam-

ily talk shows (“Let them talk”) and social and political ones (“Name 

of Russia”).Western formats, when adapted to Russian conditions, tend 
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to lose their protestant polyphonic character turning into a public de-

nouncement of dissenters.

This is what happened to the format “The great Brits” (BBC, 2002), 

which, instead of its cultural and educational essence, in the Russian 

interpretation acquired a clearly propagandist character. While Brits se-

lected “top ten” for their show, for the interpreters of the format on the 

Rossiya channel (2008) an important task seemed to be to elect only one 

name which would unite all Russians, become a flag holding which the 

nation could move into a better tomorrow. Notably, they did not pre-

serve the original title of the project and gave it an affected title sound-

ing slightly odd to the Russian ear: “Name of Russia”. The name of the 

channel – Rossiya – is significantly interwoven into the name of the 

project, while the emphasis on the Singular of the word “name” is also 

very important. 

Even at the preliminary stage (in biographical clips posted on the In-

ternet) the personalities of great historical figures were trivialized and the 

logic of their behaviors was simplified. In fact, this approach could be 

inferred from the advertisement for the project: “The major TV project 

of the year. Three stages of voting and television debates between our two 

leading politicians. Who is the main hero of our Motherland? A Ruler? 

A Martyr? A Poet? A Warrior? A Thinker? Choose the most significant 

name of Russia before the New Year of 2009”6. The participants of the 

final appeared to perfectly fit the archetypes. Knyaz Alexander Nevkiy 

personified the archetype of the Warrior/Hero: “This archetype of a 

strong and brave man teaches us to set goals and achieve them, over-

come difficulties and stoically face hard times, though it also tends to see 

enemies everywhere and think in terms of black-and-white7. Peter the 

Great embodied the Ruler, who “willingly takes upon himself a leading 

role and makes every effort to control what is happening”8. D. Mende-

leev represented the Magician carefully studying the fundamental laws of 

sciences and metaphysics “in order to understand how to transform situ-

ations, influence people and turn phantoms into reality”9. P. A. Stolypin 

impersonated the Sage “seeking the truth which makes people free”, 
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enabling us to “see ourselves and the world around us objectively and 

correct our way according to the results of our actions and the choices 

we make”10. A. S. Pushkin fit the archetype of the Creator encouraging 

“every imaginable aspiration: from high art to minute innovations”11.

The choice of star defenders itself enabled one to predict the results 

of vote. The weightier the defender’s position was the more chances to 

win the hero had. Cyril, metropolitan of Smolensk and Kaliningrad12, 

presented Alexander Nevskiy, Victor Chernomyrdin13 – Peter the Great, 

Nikita Mikhalkov – A. Stolypin, Gennadiy Zyuganov – V. Lenin, Va-

lentin Varennikov – I. Stalin. All of them supported their defendants 

with their public reputation. The authors of the project realized this fact 

perfectly well. When the project came to its end, A. Lyubimov answer-

ing viewers’ questions commented on the results in the following way: 

“I believe that Stolypin’s high position in the final list can be accounted 

for by Nikita Mikhalkov’s popularity and persuasiveness”14.

Nikita Mikhalkov’s role in the project was indeed significant. From 

the very start, A. Lyubimov positioned him as a co-presenter. In addition, 

N. Mikhalkov’s feature movie “12” was to render a specific overtone to 

the project. In the movie, the trial of a Chechen boy, who killed his adop-

tive father, turns into the trial of out times, people and the authorities, 

while in the project of Rossiya channel there is a kind of a “self-trial” of 

the authorities (the star defenders being their representatives). It seems 

that the authorities send a message to their viewers: “We are aware of the 

fact that all this time we, and our predecessors, have been pushing the 

country downhill. Now we are prepared to change the direction”. 

The Russian version of the format significantly differed from the orig-

inal one in that the program “Name of Russia” was labeled a show. No-

tably, just a “show”, not a talk-show. In Britain, the format was labeled a 

competition, a game, which is quite logical because the idea that under-

lies the project is that of a contest. A contest means equality of chances 

artificially maintained. At first sight, the Russian version encouraged this 

equality. The elements of the format remained in place irrespective of the 

personality of the hero under consideration, but the evaluations given in 
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the videos and the presenter’s remarks conditioned the viewers’ reac-

tions. Thus, for instance, V. Lenin, in the historical clip shown prior to 

the discussion, was compared to a pharaoh. P. Stolypin was characterized 

at the very beginning as an “honorable man”, A. Suvorov was referred to 

as a “true musketeer” and I. Stalin as a tyrant. 

In the show “Name of Russia” the defenders playacted as if they 

were members of a conventional civil society electing a conventional 

Tsar. A rotating imperial crown, an essential element of the program 

design, symbolized this message. And this may also be regarded as evi-

dence of glocalization, a claim to the uniqueness of the way Russia is 

making.

“Sovietheme”: the conflict of values and overcoming taboos

Plots, myths, emblems and Sovietisms may occur in programs of var-

ious genres on different television channels randomly, just because they 

are present in out everyday life (such as V. Mukhina’s sculpture “The 

worker and the kolkhoz woman” near VVTS). However, it is more com-

mon for them to be used deliberately as storyline engines (whether it is 

a news report or a large program). We suggest the term “sovietheme” to 

describe the sort of a conflict situation in which the heroes of a televi-

sion program act in accordance with Soviet patterns. The term has been 

coined under the influence of a research conducted by M. Epstein, who 

introduced into scientific register the concept of “erotheme” as a struc-

tural and conceptual unit of eros. “The erotheme is an erotic event, a 

unit of sensual experience and action, something that shapes the dynam-

ic, the plot of erotic relations. <…> The erotheme means crossing the 

border which is defined in the sensual sphere as overt – covert, permis-

sible – impermissible, attractive – repulsive, the nearby – the faraway, 

separation – touching. <…> Eroticism is a “revolutionary element” with 

regard to the “picture of the world” formed by our civilization, way of life 

and conventions of social etiquette”15.
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The sovietheme, from our viewpoint, also means crossing the border. 

The sovietheme explodes the plots, created by mass culture in order to 

legitimize the values of the consumer society and the standards of com-

parison, changing the direction in which action develops. A hero “from 

the past”, when on the screen, makes viewers activate “the Soviet pic-

ture of the world”. Such heroes can be seen, for example, in the show 

“Fashionable verdict” (Perviy Kanal). A conflict between contemporary 

fashion and way of life and Soviet values embodied in the habitual style 

in clothes and way of life is evident in most installments of the program. 

The conflict is provoked by the choice of presenters and co-presenters. 

Vyacheslav Zaitsev represents Soviet haute couture. He plays the role of 

an indisputable authority, a magistrate, who can afford to be both extrav-

agant and emphatically traditional (and sometimes a little old-fashioned, 

in a positive sense of the word). Alexander Vasilyev (who substituted 

V. Zaitsev) is another landmark personality for the world of fashion. But 

unlike Zaitsev, he is associated with Western values (viewers remem-

ber too well his books and television programs about Russian emigra-

tion and fashion of the early XX century). The co-presenters of “Fash-

ionable verdict” personify two systems of values: E. Khromchenko – 

the standards of the consumer society, A. Sharapova – traditional 

values. 

Notably, traditional values (family, children and peace in the home) 

in A. Sharapova’s interpretation seem to resemble Soviet values. Soviet 

inactivity is viewed as an ability to set remote goals, the fear of risk is seen 

as a pious attitude to the past:

“It is hard for a man to give up everything he has long sought to • 

gain. So if he has found freedom in doing bodybuilding, he does 

have a right to be happy” (03.09.2009).

“Clothes help a man to remain invisible or attract everyone’s at-• 

tention. But sincerity is the only way to be loved by fellowmen” 

(08.09.2009).

 Do not get rid of your old things too fast: one day your daughter may • 

try your favorite dress on and find it wonderful” (27.10.2009). 
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The spirit of Soviet paternalism, in which the heroines of the program 

were brought up, is interwoven with the paternalism of Domostroy [pa-

triarchal rules of family life – translator’s note] newly found in the 1990s 

and standards of American dream. For example, the main theme of the 

program which came out on 24.11.2009 was “How to find a true man”. 

The heroine aged 36 is married for the third time. Her current marriage 

is very much like the previous two. Her husband stays away from fam-

ily problems. Housekeeping, making money and rearing four children 

are exclusively her duties. She is tired of all this but she cannot change 

either the situation or herself16. The situation is to be publicly discussed 

and amended by means of creating the heroine’s new image. On the one 

hand, the situation carries some features of a typical Soviet home, where 

the husband neither provides for the family nor takes part in solving family 

problems, while the wife meekly bears the hardships of everyday life. On 

the other, the situation involves modern elements as three marriages are 

unacceptable for the Soviet way of life and having four children is highly 

uncommon. The heroine’s family seems to be halfway between the two 

lifestyles. This is also manifested in the clothes. The heroine wears train-

ers, jeans and sweaters (American style) but behaves in a Russian man-

ner: “Svetlana gets totally absorbed in the man she loves, this is why she 

relieves him from household chores at first but later she realizes that it 

is hard to do everything alone”17. Selfless dedication to one’s immediate 

family owes its origin to the Soviet tradition and to the Orthodox tradi-

tion, but it can also be regarded as a sovietheme encouraging the partici-

pants of the discussion to judge such an attitude to life strictly enough. 

“A family is a trial. Any family undergoes a crisis in relations ev-• 

ery three years. If you divorce every three years, it means that you 

are unable to build up relationships” (Arina Sharapova). 

The heroine of another installment of the program (08.09.2009) 

(“The case of a grey mouse with a strong character”) is 28. She is a for-

mer band-master. She is single. She is from a family of a serviceman. 

“From her green years she knew: the head of the family demands respect 

and submission; but he can be ruled underhandedly. The “grey mouse’ 
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prided herself on her school nickname. The image was chosen to match 

the nickname: a long jean skirt, a pair of old-fashioned glasses and a pig-

tail. She has qualities of a leader: a class monitor at first, a band-master 

later. She gave up because of the man she loved as her bossy tone could 

spoil the relationship”18. 

During the discussion, the heroine advocates the system of values she 

learned as a child. Her behavior and her remarks could be regarded as a so-

vietheme, though the heroine does not even mention the Soviet Union – 

anyway, she is too young to know much about that time. However, the 

authors of the program stress that she comes from a family of a service-

man. The subculture she grew in is permeated with Soviet traditions to 

a greater extent than any other. She is used to regarding men with piety 

and considering herself to be their friend and assistant but not an ob-

ject of admiration. This fact makes the experts and participants of the 

program feel respectful but it is in discord with the notions of life they 

propagate.

“I have never tried to attract attention with the help of clothes” • 

(the heroine).

“Maria chooses the clothes an elderly woman would hesitate to • 

wear” (her friend Irina).

“However, she has an exciting personality, she is very intelligent. • 

The only thing she lacks is bright clothes, which would express 

her rich inner world” (her fiancé Pavel).

“If a woman doesn’t want to let her man go, she should demon-• 

strate various clothes and styles and play different roles all the 

time” (E. Khromchenko).

 The more the heroine resists the values that are new to her, the 

more insistently the others are truing to bring her round. The presenter 

Alexander Vasilyev says: “Any woman’s stock of clothes must be diverse. 

It is dangerous to focus on one color, one style, one cut. You run the risk 

of staying in the past for ever”. 
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You should live for yourself, not only for your family; you should seek 

happiness irrespective of your age; you shouldn’t lose yourself in your 

work; you should get stereotypes out of your way – such are the “mes-

sages” sent by the authors of the program to the participants and the 

audience. However, the heroines selected for the program are far from 

fitting into this pattern. Their behavior can be regarded as a sovietheme, 

while the discussion seems to be a sacred act of overcoming the taboos, 

which stick in the minds of Russian ladies, whether elderly or young.

Soviethemes as a driving force of the plot can be found in many Rus-

sian television programs, especially talk shows (for example, “Let them 

talk” or “Wait for me”) and special reports because these two, more than 

any other program, touch upon the social problems that tear society. 

However, the range of situations involving a clash of values is limited. 

For the most part, the situations are concerned with private life and fam-

ily relationships. The political sphere is not touched upon. The conclu-

sion to be made is that no reception of the Soviet many people fear takes 

place. The symbols and myths of socialism as well as the values of social-

ist society find themselves in an altogether alien cultural context. Today’s 

talks about going back to Soviet ideals are similar to dreams about the 

restoration of monarchy. “The deformed fragments of the Soviet float 

in the mess of the new Russian reality along with other fragments”19, 

as the Russian political scientist points out, and it is hard to disagree 

with him when analyzing television content. The “Soviet” on televi-

sion is just part of a big social and cultural game to which the unsuccess-

ful search for a new national idea able to resist globalization has boiled 

down.
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Artur S. Tarasenko

EVOLUTION OF ENTERTAINMENT TELEVISION FORMATS 
IN THE 2000S

The main stages in the development of prime-time entertainment 

on the national channels are described. The focus is on the four domi-

nant formats which sequentially replaced one another throughout the 

2000s. The processes whereby one format is displaced by another from 

prime time are examined. Basing on Yu. N. Tynyanov’s theory of evo-

lution of literary genres the author believes that a new replacing format 

arises as an opposition to the format that is being displaced. Within this 

framework comedy variety displaced quizzes and talent shows displaced 

musical realities.

Key words: format, quiz, talent show, humor, entertainment show.

A watershed in the content-related strategy of Russia’s televi-

sion occurred at the turn of the century. In the 2000s, the nation’s 

new information space, controlled by the power structures, no lon-

ger allowed of television companies’ alternative agenda. The result 

was that “the heightened political awareness characteristic of Rus-

sia’s mass media in the 1990s turned into its opposite and most media 

companies chose the well-tried entertainment formats as their main 

fare”1.

The “Television as Watched by Viewers” survey conducted annually 

by the Videointernational’s analytical center since 1999 confirms this 

change2. With each coming year the entertainment and recreation func-

tions of television increasingly supplant news for television audiences. 

Today’s viewing is mostly for rest and entertainment.
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Television as a dynamic program system

Entertainment television as it currently exists has repeatedly come 

under study. Most researches endeavored to classify entertainment pro-

grams and to build a typological structure going by various criteria. As a 

rule, such structures were seen as static, and the entire body of entertain-

ment programs accumulated over the many years of television history 

were divided by group. 

Any consideration of television segments, the entertainment one among 

others, as a static system yields no complete understanding of change oc-

curing on television. Television is temporal, it develops over time, acquir-

ing new temporal characteristics at every new stage. This peculiarity of the 

nature of television calls for the development of a dynamic system which 

would account for the evolutionary change in programming. 

This paper approaches entertainment television of the 2000s as a 

dynamic system in order to see why some entertainment formats3 are 

supplanted by others. Yu. N. Tynyanov’s theory of evolution of literary 

genres has been used as the basis for constructing the dynamic system 

mentioned above.

Yu. N. Tynyanov, a Russian literary scholar, published his article 

“The Fact of Literature” in the No 2 issue of the magazine Lef in 1924. 

The young historian of literature suggested that the history of literature 

should be viewed as the evolution of literary genres. Though the pa-

per treated literature, the basic evolutionary principles as presented by 

Tynyanov may be extended to most kinds of creative work. For instance, 

Tynyanov’s conception helps establish some relations within the enter-

tainment programs group and understand how they correlate. It also ex-

plains the reasons for the popularity of many entertainment programs, 

showing the relationships between their formats. The aim of this paper is 

to try and adapt Tynyanov’s theory to the processes that were under way 

on Russian television of the 2000s. 

Going by Tynyanov’s method, let us define television as a system of 

programs. The system is divided into the center and the periphery. The 



211

center embraces the entertainment programs known to any casual view-

er. By the format criterion, these are the programs aired by the Big Three 

(Perviy Kanal, Rossiya1, NTV) in the day part with the largest potential 

audience. Day parts are defined proceeding from the temporal laws of 

weekly and daily viewing. The day parts with the largest audience poten-

tialities include Monday through Friday (18.00-00.00), Saturday (16.00-

1.00), Sunday (13.00-0.00). These time slots are called the early prime, 

prime time and late prime time. Programs scheduled in these time slots 

not only gather large audiences but also more often become the subject 

of discussion at various levels including TV critics, the viewing public, 

advertising notices, TV guides and variety parodies. 

The peripheral programming is different. The periphery includes pro-

grams on niche channels, non-prime-time programs of the Big Three, 

and those that went off the air and are not represented in the current tele-

vision space. The periphery is thus much less available and interesting to 

viewers and of little concern to critics and journalists covering TV.

The TV periphery is heterogeneous and may be graded. For instance, 

the prime-time entertainment programs on STS channel are more popu-

lar with the nationwide audience than those of the morning slot on MTV. 

At the same time, the programs of both channels rank lower than those 

of the structurally center-located channels, represented by the Big Three 

prime-time programs.

The prime- time STS, TNT, Ren-TV and TV-6 programs and non-

prime-time programs of the Big Three constitute the first level of the 

periphery. 

All programs of the niche channels, STS, TNT, Ren-TV programs and 

the programs already not on the air constitute the periphery’s second level. 

This structure is relatively stable, and it underwent practically no 

change throughout the 2000s, the only thing being that the periphery’s 

first level became more distinct. The structure’s content is, however, 

less stable, and it changed from season to season, with some programs 

and formats drifting to the periphery from the center and others either 

emerging in the center or migrating there from the periphery.
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Dominance of game shows 

Let us fill in the central part and see what it looked like in the earlier 

half of 2002. Among other programs, the center was made up of “Who 

Wants to Be a Millionaire?”, “The Weak Link”, “The People Versus”, 

“The Russian Roulette”, “The Wonder-Working Field”, “What? Where? 

When?” (ORT), “The Bid” (RTR), “Greed”, “One’s Own Game” 

(NTV). All these shows belong to the intellectual games or quiz format, 

which dominated in the earlier half of 2002, taking the central area of 

our system. 

A year and a half later, in the latter part of 2003 only four programs 

(“Who Wants to Be a Millionaire?”, “The Wonder-Working Field”, 

“What? Where? When?” and “One’s Own Game”) from the above list 

remained in the central part. This dominant format was driven to the 

periphery by a new format, comedy variety show. To understand how and 

why this came around and if there was any logic in such a change, one 

has to turn to the chronology of entertainment television of the period. 

The center of the system in the latter half of 2000 contained three game 

shows: “The Wonder-Working Field”, “Smart Girls and Boys” (ORT) and 

“O, Lucky Man” (NTV), the latter making the television history. In Feb-

ruary 2001, this program moved to ORT, with the name changed to “Who 

Wants to Be a Millionaire” and with a different host. NTV, however, rerun 

the program for a year, the format beginning to diffuse. Soon games with 

a money prize filled the central part of our system.

In the fall of 2001, NTV filled the gap with the programm “Greed” and 

scheduled “One’s Own Game” to a more advantageous slot, while RTR 

added “The Weak Link” to the programming, and TV-6, the first-level pe-

ripheral channel, launched “Countdown” with Andrei Boltenko as a host. 

Thus, having sensed the main trend and an attractive format, TV produc-

ers, inspired by the success of the “Millionaire”, turned to imitation.

The trend was upheld by the channels of the first-level periphery. 

In the spring of 2002, STS scheduled “The Armchair” game with 

F. Bondarchuk and “The Smartest” a bit later. During the same peri-
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od ORT put “The Russian Roulette” and “The People Versus” into the 

prime-time slots as spin-offs of the successful format. RTR was the last 

to succumb with several series of  “The Bid” game hosted by I. Apeksi-

mova.

The first principle of TV evolution, as we see, consists in successful 

projects’ cloning. New programs are developed or selected, if it is the 

matter of foreign licenses, depending on how well they fit a successful 

format, it being the program’s backbone, the main construction prin-

ciple.

The novel moves and stylistics first shown in the “Millionaire” be-

came automatic in a host of other game shows, turning the system’s cen-

ter into a junkyard. The game’s sameness made viewers feel bored and, 

deprived of originality, the format lost luster. Such a format can no longer 

remain at the system’s center and, as a rule, is displaced to the periph-

ery. “Greed” and “Countdown” were taken off the air in the spring of 

2002. “The People Versus” was moved from the prime-time to the week-

day non-prime-time day part and then changed the broadcaster, going 

to Ren-TV which belonged in the second-level periphery. “The Russian 

Roulette” and “The Weak Link” were aired for a short while in the day 

time on Sundays (the first-level periphery), and were soon withdrawn 

from the air. “The Bid” went to TVTS in 2003 and soon closed. “The 

Armchair” ended its days in the daytime slot instead of prime on STS. 

“The Smartest” turned into a children’s program in the morning slot.

Once effective, the format of money quiz was displaced to the pe-

riphery with a new format, comedy variety. The change was far from in-

stant, taking about a year.

Comedy variety as the format’s constructive principle

Before the beginning of 2002 the system’s center contained only 

two comedy variety shows of the same format, “Sold Out” (RTR) and 

“Laughter Panorama” (ORT). They occupied a niche of their own, leav-
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ing free space to programs of other formats. As we have found, most air 

time in the system’s center was taken up by quizzes.

Throughout 2002, the share of comedy variety in the system’s cen-

ter was steadily growing. One after another ORT and RTR released, 

respectively, the “Laughter Panorama” without an emcee – the “Joke 

after Joke” and “Sold Out” without an emcee – “The Room of Laugh-

ter”. The breakthrough came with “Distorting Mirror” on Perviy Ka-

nal in early 2003, and the next year the program ran on RTR. Perviy 

Kanal, meanwhile, continued to rerun the program. The situation re-

minded that with the “Millionaire” and “Oh, Lucky Man” which, for 

a while, had run on two channels simultaneously. The share of the 

“Distorting Mirror” in the programming of Perviy Kanal and RTR 

was disproportionately large. Not infrequently, the channels resorted 

to counter-programming, scheduling the programs in the same slot. 

On the May Day holidays of 2005, “Distorting Mirror” ran on RTR 

for 6 hours.

By genre, “Distorting Mirror” is more a comedy theatre than a 

comedy variety. The former is more difficult to produce than the latter. 

It takes much time and unique comedian’s talent to clone such a program. 

At the time “Distorting Mirror” was impossible to match, conversely, 

cloning a variety show is easy, for performers may rely on their repertoire. 

This was precisely what the major players on the television market chose 

to do, aggregating the variety material.

Perviy Kanal and Rossiya set up three annual humor festivals – 

“H’umora” (Perviy Kanal), “Yurmalina”/“Yurmala” (Rossiya) and 

“Yalta” (Perviy Kanal, Rossiya). The new variety programs such as “Men 

of Laughter”, “Humor Cup”, “Laughter Allowed”, “Funny People” 

and new magazine selections “New Russian Babushki”, “Winter Joke 

with...” were built on reruns of variety materials. The peripheral chan-

nels, too, took up the trend, exploiting the lucrative segment. Their 

magazine programs were based on the already tested humor sketches, 

the programs being “The Funny Program” (Muz TV), “For Laughter’s 

Sake” (STS), “Humor Park” (TVTS), “Laughterdrome” (DTV), etc. 
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The main format elements were imitated, “having been reduced to im-

becility and vulgarity”4.

Thus, the center-periphery system changed radically between 2002 

and 2004. Quizzes no longer dominated and the TV audience was drown-

ing in the comedy variety flow. Once routinized, the format was displaced 

by another format from the center to the periphery. Yet the new, comedy 

variety, format, when automatically imitated, also degenerated. 

After the once successful construction principle, the format’s back-

bone, had been used in the maхimum number of programs, viewers lost 

interest in it. Sameness and pseudo-novelty are no longer appealing, and, 

having outlived themselves, the programs are now driven to the periph-

ery. Of all the diversity of comedy variety only four programs survived at 

the central part of the structure, these being “Sold Out”, “Laughter is 

Allowed”, “Yurmala” and “Distorting Mirror”. The programs, however, 

have become less routine than at the time of their dominance. They were 

scheduled far more apart but retained their format in the centre. 

Reasons behind dominant format change

Is there any law by force of which one format displaces another to 

the periphery? Why was it humor that displaced games? According to 

Tynyanov, in contrast to the automatic constructive principle there arises 

the dialectically opposite constructive principle5. This principle becomes 

the backbone of a new format to spread. 

Comparing the game and comedy shows we can find only one attri-

bute by which the formats are dialectically opposite, namely, the initial 

emotional attitude. On television, game and humor may be counterposed 

as tragedy and comedy in the classical theatre. 

The tragedy is caused by conflict of the personality and the world, society 

or fate. The TV quiz participant is likewise in conflict with the circumstances 

controlled by the game’s rules. Like the hero in the tragedy, the player will 

most probably suffer a defeat (winning the maximal prize is a very rare occa-
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sion). The audience and the player himself understand this. In the minds of 

both the player and the audience hope is interwover with the fear of defeat. 

This fear of defeat is enhanced by the appropriate atmosphere. Most game 

shows take place in a somber setting, in semi-darkness, and are accompa-

nied by vibrant music not without some tragic undertones.

The tragedy principle in television games is emphasized by the host 

who is “seldom an unconditionally positive character”6. “Being good 

would interfere with his function in a game: he is not only the keeper of 

traditions (rules of the game) but also an agent provocateur of extreme 

situations. This task makes him akin to the traditional villain of the for-

mulaic picaresque literature”7. The “villain” of the game is always the 

winner because his position is unassailable, unlike the players, who come 

and go, often as losers.

The tie between comedy variety and comedy is more obvious. Both 

approach reality with humor or satire.

We have thus found the format constructive principle of dialectical op-

posites underlying the change of games for comedy variety. The “tragic” 

was displaced by the “comical” to the periphery. In this context, of special 

interest are the “survivors”, the game shows “Who Wants to Be a Million-

aire” and “The Wonder-Working Field”. Their viability next to comedy 

appears quite legitimate. “The Wonder-Working Field” has always gravi-

tated to the comedy genre. L. Yakubovich, the host, has always been more 

of an emcee than an intellectual “villain”. The players more than once were 

asked to sing or to recite something. The setting was different from that of 

the 2001-2002 quizzes in its brightness and shining lights. A defeat was not 

at all tragic and was alleviated by prizes and giveaways for all the players. 

The game “Who Wants to be a Millionaire” was linked to variety 

shows by the host. Besides, Maxim Galkin’s image has changed notice-

ably after the new format appeared. The host has become more amiable 

and made jokes more often. His image has had nothing to do with being 

a villain, he, rather, has become a nice and jolly prompter. The difference 

between Galkin’s image on the stage and that of Galkin in the TV studio 

has been practically erased.
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Having considered one of the first episodes of the entertainment tele-

vision evolution in the 2000s, when games were supplanted by comedy 

variety, let us, in Tynyanov’ stead, formulate the basic stages of the evolu-

tion:

given that the construction principle has become automatic, • 

there arises the dialectically opposite constructive principle (the 

comedy principle of variety in contrast to the tragedy principle 

of games);

the principle goes through the application process – the con-• 

structive principle finds the readiest applications, i.e. there ap-

pear programs implementing the new construction principle;

the principle extends to the greatest mass of phenomena mani-• 

fested in cloning;

the principle tends to become automatic, giving rise to the op-• 

posite construction principles8.

“Making stars” and “makings of stars” 
as the construction principles of new formats

As the system’s center was filling up with comedy variety, another 

format was gaining strength on Russia’s TV.

“The Star Factory” (1-7 hrs), “Be a Star”, “The Secret of Suc-

cess” (1-2 hrs), “The People’s Artist” (1-3 hrs) are categorized as mu-

sical reality show9, talent show10 and action programs11, all basing on 

the same constructive principle. The programs sought not merely to 

scout for new talents12 but to spot new stars. The star-making tendency 

materialized in the new or resurrected talent contests for young per-

formers, these being “The New Wave” (since 2002) and “Five Stars” 

(since 2005). 

The programs mentioned above were represented in the central part 

of the structure. Each program spotted new stars in the musical sphere. 

The periphery responded with similar programs aimed at making comic 
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stars (“The Humor Faculty”, Ren TV) and fashion models (“You are the 

Super Model”, STS). In the structure’s central part, such programs were 

few, as compared to comedy variety. Unlike the latter, no channel could 

afford to produce more than one musical reality show in half a year, oth-

erwise the audience could be confused, trying to make out who was the 

new star.

In the course of three and a half years of the presence of musical vari-

ety shows in the structure’s center, the “we-are-making-stars” construc-

tive principle became automatic in the viewers’ minds, and its dialectical 

opposite, “makings of stars”, started to take shape.

Programs which presented stars in some uncharacteristic capacity 

appeared in the central part in 2003. Perviy Kanal sent a team of stars to 

a desert island in “The Last Hero” project while Rossiya did the same in 

order to take the “Beauyard Fort” by storm. The same year Perviy Ka-

nal released the hidden-camera practical joke program (“The Practical 

Joke”) already traditional for the peripheral channels. In contrast to the 

periphery analogues, the new program featured stars. 

Beginning from 2006, which was already critical for musical reality 

shows, the number of shows featuring stars began to grow dramatically, 

with the stars venturing into alien professional spheres. TV sport let in 

the starring amateurs with such programs as “The Big Race”, “Lord of 

the Mountain”, “Dancing with Stars”, “Stars on the Ice”, “Glacial Pe-

riod”, “Starry Ice”, “King of the Ring”, “Tug-of-War”, “1st Squadron”. 

In two programs the stars had a do at circus acts and singing. (“Circus 

and Stars”/ “Circus” and “Two Stars”).

The new programs, however, were not intended to spot new stars of 

figure skating or circus: celebrities merely demonstrated their aptitude 

for acquiring new professional skills. 

The makings-of-stars trend, the opposite to the principle of “mak-

ing stars” in musical reality shows, became automatic for both the au-

dience and producers. It follows that a new dialectically opposite con-

structive principle should arise, entailing a new trend. At present the 

dominance of “star-laden shows” is strong though their number in the 
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central part of the structure is steadily decreasing. Meanwhile, the op-

posite constructive principle is forming somewhere behind this basic 

trend.

Today “stars” continue to remain a must of an entertainment pro-

gram but now, again, there are programs focusing not so much on ver-

satility of celebrities as on the ordinary man’s achievements. In the cen-

tral part of television entertainment there are “The Moment of Glory”, 

“Funny Man”, “Hello Girls”, “Marry Me” and, to a degree, “Can You 

Sing? Do!”, etc. The new programs do not aim at turning a spotted tal-

ent into a star in some or other creative milieu. This brings them close 

to the “makings-of-stars” programs, for in both cases the programs are 

designed to show the person’s abilities, talent and potentialities. Interest 

in star talent is likely to be substituted with interest in more original tal-

ent of an ordinary person. 

We have thus identified four basic formats of entertainment televi-

sion in the 2000s. Each of these formats dominated for a certain period. 

The constructive principle applied to diverse material generated a great 

number of similar programs. The constructive principle of “musical re-

ality” was less productive because of its specificity but the format that 

evolved was the starting point for the further development of entertain-

ment television, namely, for the emergence of the “makings-of-stars” 

format which displaced the “making-stars” format to the periphery 

(“STS Lights a Superstar”).

The trends described are characteristic only of the central part of the 

television system we proposed. Television involves phenomena of vari-

ous planes, and in this sense one television trend cannot be completely 

replaced by another. “But there is a change in a different sense – the 

dominant trends and dominant genres change”13. Although the processes 

going in the center affect the periphery, the latter may develop according 

to a different scenario, its first level in particular. The dominant formats 

of the first level in the 2000s were represented by talk shows and reality 

shows but not many programs of these formats managed to move to the 

center, “Let Them Talk” being one such example.
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Evolution within the entertainment program format

Having considered the main trends of the entertainment formats evo-

lution at the macrolevel and having determined the most general trends 

of the entertainment television development in the 2000s, let us now 

turn to the microlevel because evolution also occurs within the format 

itself. 

Tynyanov believes that a literary genre, or a television format in our 

case, cannot be described statically since it constantly undergoes at least 

a partial change. “A new phenomenon comes instead of an old one, re-

places it, and, not being a ‘development’ of the old one, it is its sub-

stitute. If there is no such ‘substitution’, a genre as such disappears, it 

decomposes”14. In other words, any program is topical and has appeal 

only if it is integrated into a new format context. This may be achieved 

only if the initial format is changed. We have already shown this in the 

case of survival of “Who Wants to be a Millionaire” and “The Wonder-

Working Field” at the time when comedy variety prevailed. The “mak-

ings-of-stars” age also modified the “Millionaire” construction, for it 

almost turned into a “makings-of-stars” quiz.

“The constructive principle applied to any field tends to expand over 

the broadest possible fields”15. Tynyanov terms this phenomenon the 

constructive principle’s “imperialism”. The construction principle af-

fects the entire air space of the central part, not only underpinning the 

new dominant format, but also transforming programs of the “old for-

mat” which tend to drift to the periphery.

There are very few entertainment programs that went through the 

dominance of various formats and survived for over five years. The for-

mat of each of these (the program format), however, was undergoing 

change depending on which format was dominant at the construction 

principle’s center.

While quizzes were dominant, the program “Sold Out” was being 

fed with quizzes (variety quizzes for humor lovers such as “Sold Out’s 

Bag” and “Done”) and contests (ditty contest). At the time of makings-
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of-stars “Sold Out”, like other humor shows, integrated into the new 

trend. Aware of shrinkage in the number of comedy variety shows, most 

performers took part in celebrity shows while the “Distorting Mirror” 

team stormed the Beauyard Fort. Comics were returning to programs 

that were habitual for them, but they returned with a new image, estab-

lishing links between the formats and drawing comedy variety into a new 

context of the television space.

“What? Where? When?” sacrificed its unshakable elitism to answer 

the trend and so chairs at the game’s tables were taken by such personali-

ties as Nikolai Baskov, Tatiana Ustinova and Larissa Rubal’skaya. To meet 

the arising interest in the ordinary man’s talent, the program formed the 

MTS teams of viewers. It was only such alterations within the format that 

could prolong the program’s stay in the system’s central part. 

“The Wonder-Working-Field” gave room to karaoke for the partici-

pants, which is another proof that programs survive by grafting elements 

of other formats that at the moment dominate in the system’s center.

The evolutionary theory in question may also explain appeal and 

popularity of certain media personalities. Maxim Galkin’s success, for 

instance, may be due to his versatility. When quizzes are the order of the 

day he is a quizmaster, when it comes to comedy variety, he is a partici-

pant of “Distorting Mirror” and the host of “Maxim Galkin Tonight”, 

and at the third stage he is no longer a quizmaster but the emcee of the 

programs “Starry Ice” and “Dancing with Stars”.

Tynyanov asserts that “it is impossible to offer a static definition 

of genre which would encompass all the genre phenomena because 

genre shifts, and what we observe is a zigzag rather than a direct line 

of evolution”16. This is precisely why a long-living program cannot be 

ascribed to one format. As long as any program lives, its format will al-

ter, shift and absorb new elements from other formats. Take “Sold Out’s 

Bag” (2002), for instance, is it a quiz or comedy variety?

If any format remains static and fails to adjust, it crumbles, and like the 

once popular “Laughter Panorama”, goes to the periphery. Format mobil-

ity varies. “Joke after Joke” or “The Room of Laughter” could not, for in-
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stance, be incorporated into the “star” context. They can only move to the 

periphery and will come back to the mainstream when the trend changes. 

The same goes for quizzes. The constructive principle of the comical was 

inapplicable to “The Weak Link”, otherwise we would have a travesty.

In order to survive under change and to be in tune with other pro-

grams, the programs that are already in the center inevitably obey the 

dominant construction principle. Those that fail to do so, drift to the 

periphery, leaving room for those peripheral programs that comply with 

the current construction principle and change their format. 

This movement of programs and formats in the center-periphery sys-

tem leaves no chance for them to remain “pure”. Programs and formats 

change constantly under the impact of the dominant construction prin-

ciple and that of other programs. Television producers and editors feel 

this very acutely17, because they are not to follow a trend but to anticipate 

it, creating new formats rather than imitating them.

To sum up, having adapted Yu. N. Tynyanov’s conception, we may 

assume that entertainment television follows the laws of its own. These 

laws extend both to the dominant trends and the specific programs. 

All programs and formats may be viewed as a system, with every element 

exerting influence on the other elements.

This influence makes formats change and shift, which is the essence 

of their evolution. The programs that can adjust to the new environmen-

tal conditions, survive. Those which cannot adjust have to move to the 

periphery and wait until their revival comes under new conditions.
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BUSINESS MASS MEDIA 
IN RUSSIA AND ABROAD DURING THE CRISIS: 

ECONOMIC, ORGANIZATIONAL AND CREATIVE ASPECTS

The economic crisis the world has undergone over the past few 

years has significantly affected the system of the business mass media, 

which ensure business communications. Any negative developments in 

economy are likely to result in greater transformations in the world of 

the business mass media such as business players leaving the market, 

emergence of new genres and formats and ownership changes. 

Key words: economic crisis, business mass media, decline in rev-

enues, advertising, circulation, business mass media audience.

The development of an economy functioning on the capitalist prin-

ciples based on competition, freedom of enterprise and unimpeded op-

eration of the law of supply and demand is invariably accompanied by 

the development of the business mass media.

This is not surprising at all if we take into consideration the specific 

infrastructural function of the business press, that of providing business 

communications. As the well-known researcher into the Russian busi-

ness press D. Murzin puts it, “The social function of the business press 

consists in satisfying information needs of the business community and 

performing the function of a tool of public discourse in the area of social 

production and management”1. When the needs of the business commu-

nity change, the system of the business press as a tool of implementation 

of its specific function also changes.

It goes without saying that the interconnections between economy 

and the business press are bilateral: as the economic development affects 

the way reality is reflected in the business press, so does the business press 
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influence the behavior of economic agents, the development of economic 

relations and, eventually, society’s well-being. As far back as in 1942, the 

Canadian press researcher Harold Innis wrote: “Widening of markets, 

the effectiveness of competition, lowering of costs of production…, the 

evolution of a sensitive monetary structure and the development of equi-

librium economics have followed the development of the newspaper”2.

However, the influence of the business press on economic processes is of-

ten indirect and therefore unobvious, whereas changes in the economic envi-

ronment invariably bring about changes in the system of the business press.

As a matter of fact, profound changes in the economy of a particular 

country affect not only the business mass media: for example, if econom-

ic activity declines, advertising budgets in all sectors of he mass media are 

also likely to decrease. This will undoubtedly result in editions’ strate-

gies and their operational activities. In response to crises (alternatively, 

booms) in economic development, variations in the themes covered by 

certain editions and even changes of thematic keynotes are possible. 

Nevertheless, the analysis of the business mass media at the time of sig-

nificant macroeconomic shifts is especially interesting because they are 

in the “front line” of what is going on, reflecting, analyzing and predict-

ing events and tendencies in the world of business, finance and economy. 

Business is the first to receive a blow dealt by the crisis (an average con-

sumer normally suffers from the crisis somewhat later). 

This issue is of present interest as nowadays the world is experienc-

ing the worst global financial crisis since the Great Depression of 1929. 

The crisis significantly affected banking, investment banking, the build-

ing industry and the car industry. The problem is that because of the glo-

balization processes the consequences of the crisis are tangible in almost 

all countries of the world. The leading financial experts and economists 

engage in discussions on how to come out of the crisis maintaining that 

the older economic order, which has brought discredit on itself, must be 

replaced by a drastically new one. 

The nature and genesis of the current economic crisis have been de-

scribed in numerous works, therefore we shall not go into detail but describe 
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them in brief. The first negative symptoms were noticed in the US economy 

in spring 2007, when the financial discipline of borrowers who had taken 

out mortgage loans visibly deteriorated. Banks engaged in mortgage lending, 

gave too many sub-prime credits, i.e. risky loans offered to people with po-

tentially low solvency (sometimes, without any down payment). After that, 

in order not to have the potentially risky securities on their balance sheets, 

banks securitized them by means of the so-called collateral bonds, which 

were bought by many participants in the market: other banks, investment 

companies, management companies, insurance companies and investment 

foundations. The problem was aggravated by the fact that those bonds re-

ceived from the leading rating agencies (Moody’s, Standard and Poor’s, 

Fitch) really high ratings, the so-called “triple-A” ratings, despite the low 

quality of the underlying assets. Such ratings are indicative of high reliability, 

this is why the securities enjoyed such popularity. The use of a great number 

of derivative financial tools, such as credit default swaps (CDS), made it pos-

sible to distribute risks among all the participants in the market. When col-

lateral bonds started to lose value because borrowers stopped paying interest 

on the loans, the use of derivatives made the crisis global indeed (at least, 

all important participants in the world financial markets experienced it to 

the full). Large financial institutions found on their balance sheets a large 

number of the so-called “toxic” (potentially unprofitable) assets. The crisis 

of financial systems affected economy as a whole and expanded all over the 

world. In Russia, for example, the growth of gross domestic product in 2008 

was 5.6%3, whereas the prognosis for 2009 was an 8% drop4.

The beginning of the world crisis was “blurred” as negative processes 

developed gradually, but there were a number of key developments which 

determined the further course of events. Among them we could list the 

purchase of the American investment bank Bear Stearns, being on the 

brink of bankruptcy, by another bank JP Morgan Chase on March 16, 

2008 and the collapse of the investment bank Lehman Brothers on Sep-

tember 15, 2008. For Russia, the collapse of Lehman Brothers accompa-

nied by Russian stock market crash and subsequent transformation of the 

financial crisis into an economic one proved to be a landmark event. 
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Finances 

 

The business mass media industry has suffered considerable losses 

worldwide, mostly because of a decline in advertising revenues. Circula-

tions, however, have suffered to a lesser extent. Let us consider this situ-

ation as exemplified by the American magazine industry.

According to the Association Magazine publishers of America (MPA), 

the circulations of the major business magazines of the USA did not 

change during 2008, despite the fact that, unlike Russia, the conse-

quences of the crisis in the USA were already tangible. Thus, for instance, 

the monthly circulation of Forbes dropped only by 0.6% as compared to 

2007, whereas the circulations of Business Week and Fortune even grew 

by 0.4% (to 930,415 and 866,215 copies respectively). The North Ameri-

can edition of The Economist enlarged its circulation by 8.4% (to 766,726 

copies). The dynamic for magazines dealing with “personal finance” – 

SmartMoney, Money and Kiplinger’s Personal Finance – was plus 0.5%, 

plus 0.7% and 0% respectively. The circulations registered by 545 maga-

zines in the basis of the Association on average dropped by 1.1%5. 

The first half of 2009 did not bring much change. According to the Amer-

ican Audit Bureau of Circulations, at the end of the first half-year the circu-

lation of Forbes amounted to 913,655 copies (minus 1% in comparison with 

the previous year), that of Fortune – 850,523 (minus 1.8%), that of Business 

Week – 921,423% (minus 1%). Notably, although American private inves-

tors’ interest in the stock market decreased for an obvious reason (over a year, 

by March 2009, Standard & Poor’s 500 Index had dropped by 47%), this did 

not seriously affect the circulations of the “personal finance” magazines: in 

the first half-year of 2009, Money was published with a monthly circulation 

of 1915,970 copies (minus 1% in comparison with 2008), SmartMoney with 

a weekly circulation of 812,981 copies (minus 1.2%) and Kiplinger’s Personal 

Finance with a monthly circulation of 817,124 copies (minus 1.3%). 

American business magazines’ advertising revenues, however, exhibited in 

2008 a differently directed dynamic. According to MPA, for example, adver-

tising revenues of the magazines under consideration dropped by 7.8%. Forbes 
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lost 8.6% of revenues, which in 2008 totaled 338 mln dollars. Business Week lost 

even more – 12.7% (236 mln dollars). Of the magazines of the Big Three only 

Fortune demonstrated a positive dynamic – plus 2.5% (277 mln dollars). The 

Economist surprisingly managed to increase its advertising revenues by 25.5% 

(132 mln dollars). The “personal finance” magazines – Money, SmartMoney 

and Kiplinger’s Personal Finance – all demonstrated a negative dynamic (mi-

nus 0.8%, minus 26.6% and minus 11.9% respectively).

In the first half-year of 2009, the decline in American magazines’ ad-

vertising revenues was more evident, namely 21.2% in comparison with 

the first half-year of 2008. Business editions were in the most deplor-

able state: Forbes lost 25.1%, Fortune – 35.8%, Business Week – 33.4%. 

Even The Economist, the leader of the previous year, was short of 15.5% 

of advertising revenues. In comparison with the previous half-year, the 

situation was even worse: Forbes – minus 34%, Fortune – minus 41% and 

Business Week – minus 15.7%. Compare with losses in circulations!

The conclusion to be made from the above facts is that at the time 

of the crisis business information in the USA was in demand (the circu-

lation dynamic of “personal finance” magazines is indicative of that). 

Advertising revenues, on the other hand, fell very rapidly, and it is highly 

unlikely that the situation will improve in the nearest future, although it 

is predicted that the USA will soon come out of the recession.

And what is going on in Russia? In comparison with the USA, circulation 

audit in Russia is less developed. It is extremely difficult to evaluate the circula-

tions that are not certified by the National Circulation Service (NCS), and the 

number of editions which have entered NCS is relatively small. The highest cir-

culation in 2008 was registered by the newspaper Kommersant, its daily average 

circulation over the year being 115,602 copies. In May 2009, its daily average 

circulation in Russia and Ukraine, according to NCS, totaled 105,011 copies. 

These data correspond to the declared circulations of later periods: for instance, 

Kommersant registered the circulation of the issue dated September, 29 as be-

ing 102,394 copies. Obviously, the newspaper’s circulation slightly decreased but 

this fact is irrelevant to the analysis of the situation in general. There are some 

indirect data that the sales of the Russian version of Forbes grew by 35% and the 



229

sales of the Russian version of Money by 20%6. These data are rather illustrative 

considering the fact that these magazines are most commonly distributed retail.

We assume that in Russia it is more efficient to evaluate readers’ interest 

through the measurements of the audience conducted by the company TNS 

Russia. According to TNS Media Intelligence [a subdivision of TNS Russia – 

author’s note], in the period between December 2008 and April 2009 busi-

ness editions in Moscow ranked number three among the major thematic 

groups in terms of audience growth – 31%. They were only outperformed by 

recipe books and editions concerned with family, children and health, whose 

metropolitan audience grew to 43% and 33% respectively (see table 1).

Table 1

Audience changes in Moscow (in thematic groups)

Thematic groups

 Total audience, 
 in thousands of people Growth,

 in %December 2007 – 
April 2008

December 2008 – 
April 2009

Recipe books 909,3 1 303,7 43

Family, children, health 1 195,2 1 591,3 33

Business editions 1 059,4 1 389,5 31

Design and décor editions 1 416,3 1 799,2 27

Men’s editions 1 583,7 1 994,4 26

Advertising editions 3 025,6 3 550,4 17

Car editions 2 140,3 2 507,0 17

General interest editions 2 328,5 2 667,9 15

Crossword editions 2 201,4 2 409,7  9

Women’s editions 3 219,2 3 401,6  6

Leisure editions 1 577,2 1 536,5 –3

Computer editions 549,9 803,5 –5

Movie- and TV guides 4 833,6 4 532,3 –6

Youth editions 705,3 616,2 –13

Technical editions 55,8 390,4 –14

Weekly newspapers 2 820,3 2 404,3 –15

Entertainment editions 1 386,2 1 117,8 –19

Daily newspapers 2 437,1 1 961,4 –20

Source: TNS Media Intelligence.
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On the national scale, business editions strengthened their positions 

to an even greater extent. According to TNS Media Intelligence, in terms 

of audience growth on the federal scale business editions lagged behind 

only one thematic group, namely “Family, children, health” (the three 

leaders were the same as in Moscow): in December 2008 – April 2009, 

the audience for the business mass media was 11% larger than the previ-

ous year (see Table 2). 

Table 2

Audience changes in Russia (in thematic groups)

 Thematic groups 

 Total audience, 
 in thousands of people  Growth,

 in %December 2007 – 
April 2008

December 2008 – 
April 2009

Family, children, health 5 385,4 6 266,7 16

Business editions 3 277,9 3 640,7 11

Recipe books 5 006,8 5 298,5 6

General interest editions 9 180,5 9 274,8 1

Car editions 10 037,5 10 034,7 0

Crossword editions 9 720,4 9 691,3 0

Design and décor editions 6 333,2 6 232,9 –2

Men’s editions 6 942,9 6 687,4 –4

Women’s editions 16 736,1 15 833,1 –5

Leisure editions 4 273,5 4 018,1 –6

Youth editions 3 185,7 2 899,7 –9

Movie- and TV guides 17 803,3 16 084,1 –10

Computer editions 4 040,1 3 366,2 –17

Daily newspapers 6 725,1 5 556,1 –17

Weekly newspapers 14 412,5 11 537,4 –20

Advertising editions 6 176,7 4 228,2 –32

Entertainment editions 8 730,6 5 723,8 –34

Technical editions 1 239,6 482,1 –61

Source: TNS Media Intelligence.
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However, tendencies vary as the types of business editions vary. Ac-

cording to TNS Russia, daily newspapers made the least progress. Thus, 

the Russian audience for the daily newspaper Vedomosti in between the 

periods ‘December 2007 – April 2008’ and ‘December 2008 – April 

2009’ dropped from 203.4 thousand to 185.8 thousand people (by 8.7%), 

for Kommersant – from 399.6 thousand to 287.4 thousand people (by 

28%). With weekly magazines, the decline was relatively smooth: over 

the same period the audience for Ekspert decreased from 369 thousand 

to 350.6 thousand people (by 4.9%), for Dengi from 413.2 thousand to 

363.2 thousand people (by 12.1%). 

Meanwhile, monthly business editions built up their readership: the 

audience for Forbes grew from 714.1 thousand to 810.5 thousand people 

(by 13.5%) and that for RBK – from 689.5 thousand to 801.4 thousand 

people (by 16.2%). 

It is notable that the dynamic of the audience for Russian business 

editions is unstable: the next measurement by TNS Russia (March –July 

2009) showed that the audience for Kommersant remained in place (287 

thousand people), but Vedomosti went on losing its readers (157 thou-

sand). Forbes built up its audience to 830.5 thousand whereas RBK faced 

a reduction to 758 thousand people.

In spite of the fact that in the early 2009 readers’ interest in busi-

ness editions persisted (and in some cases even grew, as has been 

shown above), advertising revenues of Russian mass media sharply 

decreased, just as overseas. According to AKAR (Association of com-

munication agencies of Russia), in the first half of 2009 all mass me-

dia sectors, except for the Internet, faced a decline in revenues, which 

was especially true of the print mass media, including the business ones 

(see Table 3). 
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Table 3

Advertising volume in Russia

Sectors
January – June, 

in billions of rubles Growth,
in %

2008 2009 
Television 65,8–66,0 51,5–52,5 –21

Radio 6,5–6,6 4,2–4,3 –36

Print mass media 27,7–27,9 15,4–15,6 –45

Among them: Newspapers 6,5–6,6  3,9–4,0 –40

Magazines 12,8–12,9 7,5–7,6 –41

Advertizing editions 8,3–8,4 3,9–4,0 –53

Outdoor advertising 21,8–22,0 13,3–13,5 –39

Internet 2,9–3,1 3,0–3,2 5

New Media 1,9–2,1 1,5–1,7 –23

Total 126,0–127,0 89,0–91,0 –30

Source: AKAR

However, according to the TNS Gallop Media, business mass media 

lost their advertisers more rapidly than the other sectors. While in 2008 

the advertising share of business editions’ total revenue was 9.8%, in the 

first quarter of 2009 it was only 6.2%. For instance, the Video Internation-

al Analytical Centre estimates indicate that in the first quarter of 2009 

business weeklies’ advertising revenues dropped twice in comparison 

with the first quarter of 2008, namely to 300 mln rubles7. 

The results of the first half-year of 2009 were also deplorable. Accord-

ing to the Video International Analytical centre, the business weeklies’ ad-

vertising volumes in the first quarter of 2009 dropped to 12.8 bln people 

(by 44%); business and social and political editions lost 53% of advertis-

ing revenues (736 mln rubles), outperforming only employment editions 

(-73%)8. Apparently, advertisers for business mass media did not possess 

such a stable base as advertisers for mass media of the other sectors.
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A matter of survival

The examples of the business mass media under consideration fall into 

the category of the “universal” mass media offering readers the widest 

possible range of topics, related not only to business but also to politics, 

society and entertainment. The mass media of this kind normally get the 

most part of revenues from advertising, not from retail sales or subscrip-

tion (a large share of revenues from circulation distribution is more typi-

cal of b2b editions). Economic problems decrease traditional advertisers’ 

financial resources, so they reduce the volumes of purchased advertising. 

If this reduction coincides with a decrease in both circulation and read-

ers’ interest, the situation becomes very bleak indeed: along with a de-

cline in revenues from sales, advertising prices may also drop. 

So the financial position of the business mass media (not only print edi-

tions but also electronic ones) has significantly deteriorated worldwide. To 

reduce expenses, the mass media took some rather unpopular measures.

For example, in January 2009 the British Financial Times announced 

redundancies among staff (80 jobs), in February Bloomberg did the same 

on its television and radio (90 jobs)9. In the same month Financial Times 

requested its employees to work three or four days a week in summer 

time10. 

Cuts on personnel expenditures, which often prove to be a major cost 

item in the print press, are a traditional way to optimize expenses in the 

mass media industry. The business mass media in Russia are not an ex-

ception: even the Russian version of Forbes, which stayed afloat during 

the crisis, reduced its journalists’ salaries. The newspaper Vedomosti re-

quested the authors of its supplement Pyatnitsa, focusing on entertain-

ment, to cut over to freelance work. 

Some more intricate steps had to be taken. In January 2009, the 

weekly magazine Sekret firmy changed its format into a monthly. The 

edition’s management failed to comment on this development (possibly, 

Sekret firmy decided, for strategic reasons, to move to the niche previ-

ously occupied by Forbes and RBK), but the conclusion about reductions 
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in expenses is evident as the production of a monthly is much cheaper 

than that of a weekly. 

The magazine Russky Newsweek, which can also be regarded as a 

business edition, organized in summer 2009 a two-weak holiday for its 

employees instead of a planned one-week holiday. 

And lastly, editions started to close down. The spring of 2009 saw the 

end of one of the most high-profile projects of recent years in the area of 

the business mass media: the Russian version of Smart Money. The authors 

of Smart Money described the last months of the magazine: “In January 

2009, advertisers started to change their mind. In February and March 

there were no improvements, subsequently the magazine collapsed”11. 

Some more business editions were closed down, such as the maga-

zines Industriya reklamy, Kommerchesky director, CFO Russia and Popu-

lyarnye Finansy. The reason was always the same: it makes no economic 

sense to develop the business mass media when there is an outflow of 

advertisers caused by the economic crisis.

Of special interest is the recent history of the pioneer of business 

internet mass media in Russia, namely the group RBK (Public Limited 

Company RBK Informatsionnye Sistemy), which comprised, before 2009, 

a news agency, the first Russian business television channel RBK-TV, in-

ternet resources and the business and entertainment print mass media: 

the daily business newspaper RBK Deili, the monthly business magazine 

RBK, the magazines Kvadratny metr, Idei vashego doma and some oth-

ers. In the early 2008, its capitalization in the Russian Trade System was 

about 1.5 bln dollars. In 2008 – 2009 the group was faced with serious 

financial problems caused by risky credit policy (the company develop-

ment was mostly based on taking out loans at high interest rates) in com-

bination with investing temporarily surplus funds in the stock market, 

which sharply declined in 2008. At the same time RBK signed deals in the 

exchange market characterized in 2008 by high volatility.

As a result, in the autumn of 2008 RBK found itself unable to repay 

(the debts totaled 235 mln dollars) and started to negotiate their restruc-

turing. Some creditors appealed to court. In spring 2009, the company 



235

agreed with most creditors upon 70% of debt restructuring. In summer, 

RBK arranged with the owner of the group ONEKSIM Mikhail Prokho-

rov for ONEKSIM purchasing the majority share in the group12. By Octo-

ber 2009, the capitalization of RBK had dropped to 210 mln dollars. 

Content

Financial disturbances and the structural changes in the operation 

of business editions that followed were not the only consequences of the 

economic crisis. The economic developments also affected the themes, 

covered by the business mass media, and their modality.

Thus, for instance, the November issue of the Russian version of 

Forbes came out with a coverline “The crisis. The heroes of our time” 

as the magazine comprised numerous materials about court-appointed 

trustees, collection agencies recovering problematic debts and other 

structures that had an opportunity to make good money during a cri-

sis. The business information portal slon.ru published the rating “Anti-

Forbes”, whose aim was to evaluate the major Russian businessmen’s 

financial losses (as opposed to the well-known rating in Forbes providing 

the lists of the most prosperous people of the country). Texts dealing with 

the genesis of the crisis, its consequences and the prognoses for future de-

velopments abounded in both Russian and foreign business magazines.

The changes in the thematic palette of the business mass media de-

riving from the evolution of the crisis are worth special notice. Russian 

editions provide more suitable materials because, unlike the USA where 

the beginning of the crisis was gradual, in Russia we can spot particular 

dates when the critical phase of the crisis began. The starting point was 

the bankruptcy of the investment bank Lehman Brothers announced on 

September 15, 2008.

We analyzed the range of topics in one of the most influential Russian 

business editions, the newspaper Vedomosti. We selected three periods 

each consisting of five working days: a week leading up to September 
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15th, 2008 (from September, 8th to September, 12th), a week after it (from 

September, 22nd to September, 26th) and a year after the collapse of the 

stock market (from September, 14th to September 18th, 2009). The data 

obtained enabled us to better understand the changes in the world in the 

interpretation of the business mass media.

So, in the week prior to the crisis the share of the articles related 

to the financial collapse (mostly concerned with foreign events and the 

developments in the stock market) accounted for a little more than 10% 

(5 or 6 articles per issue on average). During the week after the crash of 

Lehman Brothers, the share of such articles grew to 43% (18 or 19 arti-

cles per issue), and those dealt not only with foreign markets and Russian 

shareholdings but also with the possible impact of world events on the 

state of affairs in Russia. A year later, the share of such materials declined 

and reached 23% (9 or 10 articles per issue); most of these were con-

cerned with the consequences of the economic recession, i.e. bankrupt-

cies, debt restructuring negotiations and the anti-crisis measures taken 

by the government.

Conclusions 

The economic crisis that recently shook the world has irrevocably 

changed not only the business environment but also the agents who en-

sured its functioning. Needless to say, the agents included the business 

mass media ensuring business communications. Because of market glo-

balization, the mass media found themselves endangered not only in the 

countries where the crisis originated but practically in all countries in-

volved in the system of international trade and financial markets. While 

readers’ interest in business editions (at least some of them) is still great, 

advertisers faced with their own problems are far less loyal. A decline in 

advertising revenues dealt a severe blow at the financial stability of busi-

ness mass media. In response, they took some organizational measures 

aimed at minimizing losses, namely reducing salaries and the staff, chang-



ing the format of the editions and inviting outside investors. Some edi-

tions were not able to overcome the consequences of the crisis and closed 

down. Others are trying to find a survival strategy changing, for example, 

thematic keynotes and introducing new columns (organizational changes 

were discussed above). There is evidence that this process is not over yet: 

positive economic tendencies may preserve the situation for a while, but 

negative events are likely to result in even more drastic changes in the 

world of the business mass media: players’ departure from the market, the 

emergence of new genres and formats and ownership changes.  
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OPPOSITION PRESS IN SOCIAL DIALOGUE

The article deals with the development of the system of opposition 

press in Russia and their role in social dialogue. The author also analy-

ses the factors that affect the development of the opposition print media 

in Russia. In addition, the article focuses on the prospects for their fu-

ture evolution. 

Key words: social dialogue, social development, mass media, op-

position press/opposition print media. 

The term “opposition” (from Latin “oppositio”) has been defined 

in a variety of ways. The most adequate definition is provided by the So-

viet encyclopedic dictionary: “Opposition is 1.counteraction, resistance 

(to someone’s policies, actions or views) 2.a party or group that stands 

against the majority opinion or the prevailing opinion, pursuing a coun-

teraction policy”1. 

 Various kinds of opposition can be isolated. Thus, for instance, there 

is a concept of parliamentary opposition applying to parties or groups in 

parliaments of different countries which do not participate in the forma-

tion of a government and counteract, in a number of issues. the govern-

ment policies. There is also a concept of intra-party opposition, which 

applies to factions opposing some fundamental issues of party policies 

and its governing bodies2.

Explanations of the origins of opposition vary. But all of them have 

one thing in common: opposition results from the incongruity of needs 

and interests of different social groups, classes and strata. In Russia under 

socialism, the objective cause of opposition was heterogeneity of the so-

cietal structure and the proletariat, which positioned itself as a hegemon. 

The Communist party included petit-bourgeois and non-proletarian 
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elements and people who were influenced by anti-Marxist, revisionist 

way of thinking. Opportunist factions that emerged opposed themselves 

to Lenin’s party line, advocating interests and sentiments of the petit-

bourgeois groups of the population. Communism theorists suggested 

that there would be no reasons for intra-party opposition after socialism 

has been built and societal homogeneity has been achieved. 

The role of opposition varies from one political system to another. In 

a totalitarian society, the authorities tend to suppress any self-organizing 

groups, to say nothing of organized political opposition. Opposition is 

prosecuted as it threatens the authorities and stability of the regime, so it 

is exposed as an anti-state phenomenon.

Under democracy, opposition is an essential element of the politi-

cal process, whose normal functioning requires a rotation of the politi-

cal parties in power. In the UK, for example, and in some of its former 

colonies, the leader of the largest party in opposition (i.e. the party that 

moved into the second at the parliamentary election) receives a royal 

payment comparable to that of a Cabinet minister because he is con-

sidered to perform a function vitally important for society and the state; 

this party is referred to as “Her Majesty’s opposition” and forms the so-

called “shadow Cabinet”, whose ministers trace and criticize the gov-

ernment’s steps and work out opposition programs. If their party wins 

the election, they automatically take their stand in the government. In 

today’s Russia, which is on its way to democracy, there are also grounds 

for opposition to exist. Opposition in Russia takes various forms. We dis-

tinguish two types: the so-called systemic opposition, which cooperates 

with the government, under whose terms and conditions it is represented 

in governing bodies (the state Duma, regional authorities and so on), 

and non-systemic opposition, which does not cooperate with the power, 

whether forcedly or voluntarily. 

Whatever the type, opposition is a political institution which emerged 

to voice and advocate the interests that do not coincide with the govern-

ment’s interests. Notably, opposition does not always exist as a social and 

political institution with its legislatively determined status and certain 
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societal rights. In other words, opposition is not always and everywhere 

an independent institution. However, if it does exist it presents a complex 

of ideas and sentiments expressive of a critical attitude to governmental 

policies. In this sense, opposition can be regarded as a “critical spirit”, 

whether it takes an institutional form or not3.

Opposition makes use of various methods and approaches. The most 

radical ones pregnant with bloody consequences are those involving vio-

lence: armed rebellions, guerilla warfare, terrorist acts, military coups 

and the like. The most well-known examples of violent opposition activi-

ties are revolutions in European countries, independence wars all over 

the world, the Civil War in the USA, the Russian revolution of 1905, the 

February and October revolutions of 1917, as well as separatists’ activity 

in Northern Ireland, the Basque country, Chechnya and so on. In some 

cases opposition parties combine nonviolent political struggle (some-

times it is referred to as “legal”, which, in our opinion is not quite cor-

rect) with violent struggle (it was V. Lenin who substantiated this com-

bined type of struggle).

The methods of nonviolent protest are more acceptable for soci-

ety. These express themselves in the form of rallies, marches, picketing, 

strikes and all kinds of acts of civil disobedience. The famous theorist 

of nonviolent resistance Gene Sharp counted as many as 198 methods 

of nonviolent political struggle used by opposition in various situations4. 

Nonviolent resistance became most widely spread in XX century. The 

most notable instances are struggle for independence in India (1947), the 

overthrow of the communist regimes in Eastern Europe in the late 1980s 

(except for the Romanian revolution of 1989), suppression of the August 

coup in the USSR (in 1991), the overthrow of Miloshevich’s regime in 

Yugoslavia (in 2000) and Shevarnadze’s regime in Georgia (in 2003), the 

Orange revolution in Ukraine (2003) and so on.

The most civilized way for opposition to make its interests clear, 

however, is the nonviolent political method, which consists in perma-

nently criticizing government, governing bodies and election commit-

tees, in performing important tasks (for example, removal of govern-
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ment) through parliamentary combinations and voting non-confidence 

(in states with parliamentary rule) and, given a ground, in organizing 

presidential impeachment. An essential tool of nonviolent opposition 

influence on governing bodies and government policies is the print media 

which voice the interests of oppositional social groups and organizations 

and can be defined as the opposition press. 

As early as in the mid-1990s, political parties and movements pub-

lished numerous national, republican, regional, territorial and local 

newspapers. Among those that manifestly expressed their political ad-

herence we could list Pravda Rossii (the newspaper of the Communist 

party of the RF), Pravda Zhirinovskogo and Sokol (the newspapers of the 

Liberal Democratic party), Srochno v nomer (published by the Party of 

Economic Freedom) and some others.

Many of those editions positioned themselves as independent, 

though they lacked clearly defined political attitudes. For example, the 

newspaper Zavtra previously known as Den’ was, among others, a leading 

mouthpiece of spiritual opposition. In September 1993, after B. Yeltsin’s 

decree of the Supreme Soviet dissolution, Den’ called for “overthrowing 

Yeltsin’s anti-popular regime” and supporting the Supreme Soviet of the 

Russian federation. The Ministry of Justice banned the newspaper, but in 

November 1993 it came out by the name of Zavtra and has survived until 

now. It is well-known for its harsh criticism of the post-Soviet regime in 

Russia and for its articles about/interviews with such famous or noto-

rious high-profile figures as Chubais, Kvachkov, Limonov, Berezovsky, 

Rogozin, Zyuganov, Khodorkovsky, Koptsev and so on. The newspaper 

is often labeled as a “nationalist” one. Over the past decade, Zavtra has 

consistently declared its state and patriotic orientation exhibiting friend-

lier attitude to V. Putin. 

National and patriotic sentiments are characteristic of Russky vest-

nik, Istoki, Monarkhist and Grazhdanin imperii. The newspaper Molniya 

positions itself as the Russian Communist Workers’ Party’s agent. Its 

founder and editor V. Anpilov does not conceal the goal pursued by the 

united opposition (the political block “Communists – the Labor Russia 
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movement – the movement For the Soviet Union), namely to restore 

the economic and political power of the working people, i.e. the Soviet 

system5.

The left wing of the united opposition is represented by Rossiyskaya 

Pravda and Russkiye vedomosti (the latter is the newspaper of the Russian 

Party).

Some other editions also consider themselves to be independent (for 

example, Sovetskaya Rossiya and Pravda, overtly pro-communist news-

papers, and Chyornaya sotnya, a newspaper, whose chauvinistic orienta-

tion is reflected in its name).

In the mid-1990s, the administrative-command system set out, de-

spite the absence of actual rights, to subdue, or “tame”, the local press, 

to make it uncritically focus on what the system wanted it to cover. Not 

infrequently the print media were offered financial assistance in exchange 

for the right to be co-founders. For example, in the Kemerovo region 

in 1993-1994 local executive powers became co-founders in two of four 

regional and in thirty one of thirty five local social and political newspa-

pers6. The same occurred in most Russian regions. There are some other 

levers used so ingeniously and covertly that they are sometimes hard to 

detect. As a consequence, local newspapers, radio and television ceased 

to be critical of the administration, although it is undoubtedly respon-

sible for many drawbacks in the life of the population.

In 1990, prosecutor’s office, by order of regional and local authori-

ties, closed a number of editions, the pretext being the absence of licens-

es. The imperfection of the Russian legislation, blatant violations of the 

Law of the RF “On the mass media” by the governing bodies at all levels 

deprive journalism of its constitutional liberties and lead to tyranny and 

violence against a journalist’s personality.

In the early XXI century, the structure of the opposition press was sig-

nificantly upgraded. But it was upgraded in a specific way. Some view this 

process as a manifestation of the general principle of post-modern whose 

essence is that all concepts and ideas constantly change. Moreover, they 

can become their own opposites. For example, the party United Rus-
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sia is commonly referred to as the “party of power”. However, its leader 

B. Gryzlov declared in 2005 that in some points his party opposed the 

government7 (headed at that time by M. Fradkov). Some political scien-

tists ironically commented on this statement saying that now all parties 

in Russia are in opposition.

The analysis of numerous publications focusing on opposition en-

ables us to isolate three typical notions whose political structures can be 

described as oppositional. 

The semiofficial notion• , a viewpoint promoted by Russian televi-

sion and numerous experts, according to which Russia has the 

“party of power” and opposition represented in the State Duma 

by the factions of the Communist Party of the Russian Federa-

tion (CPRF), the Liberal Democratic Party of Russia (LDPR) 

and “Motherland” (systemic opposition) as well as extra-parlia-

mentary opposition (non-systemic opposition), which includes 

the parties that failed to clear the 5 percent barrier for entry.

The notion shared•  by politicians whose interests are not repre-

sented in the State Duma by any of the factions. In the frames 

of this meaning of opposition, all the parties in the Duma make 

up a single “party of power” divided into several factions, while 

the factions of CPRF, LDPR and “Motherland” are typical rep-

resentatives of the “party of power” just pretending to be in op-

position.

The non-conformist notion• . According to this, none of the parties 

filtered by the Federal Registration Service can be in opposition. 

All the really oppositional parties were tossed out by FRS and not 

allowed to take part in the election to the State Duma.

It should be noted that one might find some other, more eccentric 

definitions of opposition. However, since 2000 a simplified view of op-

position has prevailed in Russia. To become a figure in opposition one 

has to proclaim oneself an opponent of current president of Russia. The 

well-known liberal economist Evgeniy Yasin is skeptical about this view-

point: “Today, a good reason for various oppositions to unite is confron-
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tation with the Kremlin. This attitude is far from being constructive be-

cause it is impossible to unite ideologically polar views. Some other day 

the variegated movements now seen as oppositional will reenter the po-

litical arena and enjoy popularity, while people will vote for their repre-

sentatives8”. From these words it can be inferred that neither opposition 

members themselves nor researchers into the phenomenon of modern 

Russian opposition are unanimous about this issue.

Thus, a paradoxical situation has arisen in Russia: the political sphere, 

almost without exceptions, considers itself to be in opposition to the au-

thorities, while most political structures are not really oppositional. This 

fact affects the specific characteristics of the oppositional nature of the 

editions which express the interests of these structures. 

Considering the development of the opposition Russian press over 

the past two decades one may conclude that their role in society some-

times changed dramatically, ranging from open confrontation with the 

power to conciliation in advocating their position. However, all the op-

position print media have one thing in common at any stage of their ex-

istence. What we mean is that at the times of intra-system transformation 

of Russian society the opposition print media are engaged in eliciting 

economic, political and social problems. Peculiarities of citizens’ po-

litical behavior present the most important problem directly related to 

political modernization of the country and building up consolidated de-

mocracy. Citizens’ avoidance of participation in the political process and 

their critical attitude to the reforms were characteristic of this period9. 

The symptoms of alienation were seen in a low turnout for elections, the 

growing number of people voting “against all”, deteriorating confidence 

in political parties and their leaders and a decrease in interest in the po-

litical problems covered by the mass media. Against this background, the 

features of paternalistic political culture were increasingly evident.

The causes of disillusionment in democratic transformations became 

absolutely transparent. As L. Resnyanskaya points out, political alienation 

was accounted for by oligarchization of the economy, which led to extreme 

wealth divide, corruption in the top echelons of power, excessive bureau-
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cratic power and bureaucrats’ irresponsibility, the paralysis of the judicial 

system and constant threats to individual citizens’ personal safety10.

Governmental institutions, which were duty-bound to solve individ-

ual citizens’ problems failed to cope with the task when faced with sys-

temic contradictions. As a result, citizens focus on their private life and 

do not feel responsible for what is going on in the country having a this-

is-not-my-headache attitude to the social process. Thus, it is hardly pos-

sible to speak about democracy. The alienation that arises in the course 

of intra-system transformation is deeply rooted in economy and social 

inequality11. In addition, it is caused by disruption of social connections 

and communications. As a result, society keeps silence, which is a prob-

lem because now it has to learn to communicate from scratch.

Irrespective of our wishes, an important part in the modern world is 

played by partnership, i.e. non-confrontational relationships based on 

democratic principles, equality and trust, which forms the basis for am-

ity and solidarity. In E. Prokhorov’s opinion, an effective tool for it is 

social dialogue involving all social subjects: “all the bodies and societal 

institutions – civil, economic and governmental ones”12 . Such dialogue 

is impossible without the print media participation. But the efficiency 

of their participation and the success of “imposing” information order 

are significantly predetermined by whether mass media founders, owners 

and managers as well as ordinary journalists understand the essence and 

mechanisms of social dialogue.

The concept of “social dialogue” includes a variety of communica-

tion forms (with hindsight and in perspective), conditions for personal-

ity socialization, interaction of social groups, harmonization of social 

relationships, adjustment of interaction semantic codes, comparisons of 

social values and substantiation of possibilities of social relationships op-

timization. Through social dialogue people discover new opportunities 

for self-realization. Communication and activities are the two sides of 

single dialogical interaction. Social dialogue is a rationalistic phenom-

enon, it exhibits the criteria of being logical, reasonable, purposeful and 

well-argued13.
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Dialogue is something like “negotiations, resulting in an agree-

ment”, a way from discontent through discussions toward convergence 

of views and a unanimous decision. Dialogue has nothing in common 

with a boxing contest or sharp debates, where no middle ground is pos-

sible14. Sometimes, with print media participation (as it happened in Sa-

vik Shuster’s talk show “Svoboda slova”), opponents leave with an even 

stronger feeling of resentment, increased mistrust and emotional rejec-

tion of the other party. 

As a matter of fact, the true meaning and spirit of dialogue is a con-

structive search for a solution in the course of a discussion, dispute, com-

parison of approaches, arguments and ideas. Dialogue varies in type: 

there is dialogue between different social and political forces, dialogue 

between them and the authorities, between the authorities and citizens, 

the opposition press infrequently playing a strategic part in all these 

types. They may engage in dialogue with the authorities, with social in-

stitutions, with individuals and among themselves.

For many decades, the word “dialogue” has been used in the Russian 

political praxis (journalism included), so it has become habitual and even 

somewhat trite. Dialogue appears to be imperfect and even impossible 

without mass media participation because they serve as an arena where 

different political forces and supportive mass media compete for the au-

dience, opinions are put forward and dissident viewpoints are discussed 

and rejected.

It is when citizens, through wide discussions in the mass media, be-

come engaged in working out the projects of the country’s development 

that society ceases to keep silence. With the help of the mass media, on 

the level of information interaction, dialogue between the state and soci-

ety, between the power and the “world of private life” is conducted, and it 

is on this level that the issues related to citizens’ interests are discussed. 

In democratic societies, the so-called public sphere emerges. This is 

an open communication space where all kinds of political programs are 

proposed and different political statements compete. The public sphere 

is something like a market for ideas: some of these are in demand with 
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various social groups, while others are not and so become bankrupt. 

Thus, the political process is organized as a relatively honest (democra-

tic) competition.

The well-known researcher into political problems of the informa-

tion epoch Z. Bauman maintains that “democracy means incessantly 

translating from the “public” language into the “private” one, reshaping 

private worries into public issues and making the ideas of societal well- 

being into projects and tasks touching upon individuals...”15. J. Haber-

mas sees the public sphere as an extra-personality phenomenon being an 

arena not so much for actions as for communication, information and 

opinion exchange. As he understands it, the public sphere is subject to 

desubstantialization16. 

The mass media are an important structural element of the public 

sphere, as they are the main agent in its organization. The functions of 

the modern mass media, however, are not confined to their role in the 

political process. To understand them properly, it is necessary to consider 

their operation in a wider context, and the analytical tools of the social 

theory17 enable us to do so. Generally speaking, modern society could be 

defined as a system that is becoming increasingly complicated (this notion 

about society underlies the systemic social theory elaborated, in various 

versions, by T. Parsons18 and N. Luhmann19). The process of complication 

accompanied by acceleration distinguishes modern society from previous 

(traditional) societies, which remained virtually unchanged for very long 

periods of time20. Complication of the social system leads, in turn, to dif-

ferentiation of its individual subsystems specializing in performing vari-

ous social functions. This process produces two opposite effects.

On the one hand, there is an increase in differentiation and special-

ization of the parts and sectors of the social system. On the other, these 

parts are becoming increasingly interdependent, which is an essential 

consequence of their specialization. The social system as a whole can 

be stable and at the same time dynamic because of intense information 

and communication exchanges among its elements and subsystems. 

If such an exchange fails, the subsystems falling out of the communica-
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tion space run the risk of losing social efficiency and disappearing. The 

role of communications ensuring the integration of the social system is 

growing because its individual elements can no longer be coordinated by 

one managing agency within the frames of an ordered hierarchy (since 

the system as a whole is rather complicated).

Society solves the communication problem in two ways. To begin 

with, to perform efficiently each social subsystem works out its own 

communication code functioning within its limits. For example, com-

munication in science operates the dichotomy true/false, the system of 

communication in law – the dichotomy legal/non-legal and so on. The 

communication code enables one to select the essential and discard the 

insignificant (it “generalizes” communication). In such a way commu-

nication becomes less complicated and allows the given social system to 

perform more efficiently.

However, there is a specific communication environment generated by 

modern society as a whole, and this environment is the mass media. Mass 

media communication is not just a go-between, not a neutral regulator 

of individual elements of the social system. In fact, it is a self-sufficient 

subsystem having its own communication code. This code, according to 

N. Luhmann, operates a specific distinction information/non-information. 

Whatever the definition of information, its indispensable feature is a 

particular stance towards time: information must be new. Dated informa-

tion is nothing but communication noise. However, previous information 

does not disappear altogether: it becomes a background for further infor-

mation. A need for new information is similar to a need for fresh money in 

economy. As N. Luhmann put it, “fresh money and new information are 

two central motives of the contemporary public dynamic”21. The public 

sphere as an essential attribute of a democratic system emerges within the 

context of social agreement. The formula of social agreement is based on 

mutual trust of the public and the state. Historically, it is extremely dif-

ficult to be a partner with Russian authorities. This is one of the reasons 

why public politics shrunk and the public sphere decreased in the course of 

shaping the political regime in our country. It is hard to disagree with the 
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historian Y. Afanasyev, who wrote that the power had been the only subject 

in the history of Russia22. The inability of the power to engage in dialogue 

and a belief that all its actions are taken for the common good are the fea-

tures of paternalism. The power takes upon itself the mission of a supreme 

judge, who controls the formation of society and orchestrates elections 

showing no confidence in citizens’ free expression of will23.

It would be wrong to deny, however, that the movement toward demo-

cratic dialogue, consequently toward the formation of the public sphere, 

has already started. Active participation of citizens in building up demo-

cratic society requires communication ensuring the possibility of having 

debates and discussions. Voicing their own opinion in public, discussing 

the arising problems and making demands on the state, citizens learn to 

understand public interest. Social dialogue helps to shape civil culture 

based on democratic values and mutual responsibility of all social sub-

jects. It develops interaction between the power and society and becomes 

a foundation for the public sphere.

The mass media in general, and the print media in particular, play a 

special part in the system of social dialogue. In democratic societies they 

are supposed to receive environmental impulses and make them into 

themes for a public discussion. The mass media do not simply provide 

interaction between/among individuals, they provide it between/among 

personalities, elevating an individual to the level of a personality. They 

address an individual as an active social subject, i.e. as a participant in 

this or that kind of social activity24.

Technical and technological conditions for conducting social di-

alogue are fully available. Thus, in the case of two national television 

channels (Pervyi kanal and RTR) the range of the projected audience is 

close to 100%. According to Goskomstat [Federal state statistics service – 

translator’s note], 98% of the population have access to at least one 

channel, while more than 96% to at least one radio station25. Taking into 

consideration the geographical size of our country, the Russian authori-

ties have no tool other than the mass media for clarifying their attitudes 

and convincing citizens of the lawfulness of their political course.
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Needless to say, the mass media, which create mass information interac-

tion in society, are not the only factor in shaping and improving social dia-

logue. The other active participants of these processes are science, literature, 

art, politics, education, upbringing, the whole system of societal management 

and the like. Possibly, the mass media cannot be regarded as an independent 

subject in social dialogue but they certainly perform the role of a go-between, 

of a channel of its realization. This should be taken into account when evalu-

ating the significance of the mass media in conducting social dialogue.  
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Ekaterina A. Toropova

NOTIONS OF NATIONAL IDENTITY 
IN RUSSIAN PRINT MEDIA

The article focuses on the results of content analysis of publications 

in the newspapers Kommersant and Izvestia in the period between 2006 

and 2010. The purpose of the analysis was to elicit the notions of Rus-

sian national identity articulated in journalistic texts. 

Key words: image of Russia, national identity, image in mass media.

It has repeatedly been noted that the mass media play a key role in 

the formation of the image of the country in the minds of foreigners. 

A research “News factors in global media coverage”1 has shown that Rus-

sia is one of the countries that are mentioned in the mass media most fre-

quently.2 This enables us to reason that the coverage of events that take place 

in Russia plays a part in shaping its image on the international arena.

The research conducted at the faculty of journalism of Lomonosov 

Moscow State University3 as well as a survey of foreign journalists made 

by the author of this article confirmed the widely spread opinion that 

images and evaluations of Russia in the foreign mass media are often 

borrowed from the Russian press.

People’s conceptions of themselves, of their place in the world, of 

their backbone which makes them different from other nations consti-

tute what may be more simply described as national identity. The aim of 

the research was to elicit these elements in the texts of Russian mass me-

dia. For this purpose, we selected a number of events that had taken place 

in Russia over the previous five years and pertained to various aspects of 

national identity: politics, economy, culture, sport and global problems. 

The second criterion for selecting a news event was its significance in 

terms of international life. 
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To conduct the research, two daily morning quality Russian newspapers 

were selected, Kommersant and Izvestia, used by foreign mass media as a source 

of information. The object of research was the materials concerned with the 

selected events published there within the above mentioned five weeks5. The 

subject of research was the various aspects of Russian national identity articu-

lated in these texts. The method of research we applied was content analysis. 

All in all, 3533 articles were scanned, of which 172 were selected for analy-

sis. The spectrum identifying themes and images contained in these texts is 

wider than when it is formed by a randomized selection. This is why we do 

not claim to possess exhaustive information about Russia’s media image and 

simply find it essential to isolate certain tendencies and regularities.

2006: the Olympic Games

During the week following the close of the Olympic Games, from 

February 27 to March 5, 2006, the editions under consideration devoted 

to them 34 publications (of 827): Kommersant – 19 (of 645), Izvestia – 15 

(of 182). For the most part, those were news: 12 in each newspaper. Pub-

lications which included comments by famous personalities in the form 

of direct speech and inner monologue occur three times in Kommersant 

and once in Izvestia. In addition, Izvestia published one opinion-based 

article. Illustrative materials are also worth mentioning: four tables in 

Kommersant and a cartoon in Izvestia.

The themes referring to collective identity brought into focus by 

the Olympic Games can be divided into several blocks. On the surface, 

there is an attempt at self-identification by means of sport. This theme 

is touched upon in 11 publications (three of these are tables). Five of 

them deal with the national importance of Olympic sport. The “most 

Russian” kind of sport, in the minds of world public (citizens of the 

RF included), is figure skating, which can be inferred from the stakes 

in 11 Russian and foreign betting offices, according to Kommersant 

(March, 1). A recent competitor to figure skating is biathlon. 
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One of the tables titled “The most Russian kinds of sport” (Kom-

mersant. March, 1) indicates in which competitions our team showed 

the best overall results. The “most Russian” kinds of sport were hockey, 

cross-country skiing, biathlon, figure skating, speed skating, luge (men) 

and freestyle skiing. Interestingly, Kommersant counted the number of 

gold, silver and bronze medals won by sportsmen from the USSR, the 

CIA and Russia in these sports at all Winter Games.

The next block for consideration is the ‘Soviet” block of identity com-

ponents (seven publications), the first of which is nostalgia for the brilliant 

Olympic past of the USSR found in three publications. The second sub-

group of associations with the Soviet times included statements about plot-

ting against Russian sportsmen, a topic widely spread during the Cold War. 

There were two publications dealing with it. In one of them Vyacheslav Fe-

tisov, in his interview to Izvestia, said he found it quite likely that hockey 

administration deliberately ruined Russian hockey (Izvestia. February, 27). 

In the other article, the governor of the Krasnoyarsk territory Alexander Khlo-

ponin commented on the scandal around Olga Pylyova and performance-en-

hancing drugs. He maintained that “Olympic Games are first and foremost big 

politics” and that the initiators of the scandal intended to suspend the Russian 

female biathlon team (Kommersant. March, 2). Notably, newspapers present 

such straightforward versions only in the form of direct speech. 

Andrey Arkhangelskiy’s article on the results of the Olympic Games 

contains speculations about Russia’s political identity (Izvestia. Febru-

ary, 27). The author points out that, in his experience, at Olympic Games 

there is certain political logic in team competition, and this logic spills 

over into a tendency. The winners are the teams from fully democratic 

or outright authoritarian countries, and the list is usually headed by the 

leaders of political “zones”. From this viewpoint, Russia’s fourth place 

means that it is no longer an authoritarian country (“We”) but still far 

from being a democratic one. 

One of the articles quotes Sergey Ulin, vice-president of the “ 

ALROSA” company as saying: “Russian sportswomen did not only manage 

to train and perform worthily but also to make pelmeni for their male mates 
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because they don’t like Italian cuisine very much” (Kommersant. February, 

28). In this way, the image of a Russian woman, who, despite her high 

status, is faithful to patriarchal values, is created. Given the tense training 

schedule, the classical lines by N.A. Nekrasov [who wrote in XIX century 

about a Russian woman’s hard life – translator’s note] come to mind.

Another interesting article headlined “In the sphere of culture we are 

ahead of the whole world” [an allusion to a famous Russian song – transla-

tor’s note] by M. Davydova (Izvestia. February, 27) focuses on Russia’s par-

ticipation in the European festival “Europalia”. The lead reveals the mean-

ing of the headline and the purport of the article: though our results at the 

Winter Games were rather modest, there are areas in which Russia is ahead 

of other countries. The success of Russian musical, theatrical and ballet 

programs had no rivals. The Russian culture is unique, the text goes, and 

so is its history associated with the image of a “mysterious Russian soul”, 

which is also manifested in the language: such epithets as “wonderful”, 

“fantastic”, “miraculous”, “fanciful”, “impulsive” and “paradoxical” are 

quite common. The second distinctive feature is related to the intellectual 

tradition of Slavophilism. Russian culture is represented as a unity of mod-

ern and old-fashioned artistic styles. The idea is that Russians are to breathe 

life into Europe, which has had its day. The relations between Russia and 

Europe are viewed in the way traditional for our mentality: “Russia for the 

West is something very close (after all, it is part of Europe) and at the same time 

remote (nobody ever knows what these Russians have in mind)”. 

The indifferent results obtained by the Russian national team, espe-

cially the loss in hockey, led to disillusionment in contemporary Russian 

sport and longing for the Soviet victories. They also induced attempts 

to find the causes of the failures inside the country: bad management, 

poor funding and the like. Straightforward conclusions are contained in 

experts’ comments as well as articles. Three levels of identifying elements 

can be distinguished: that of the present, that of the “recent” (Soviet) 

past and that of the “remote” past, the first two being predominant. Im-

ages related to the present were found in 13 publications, those referring 

to the recent past – in 7, “eternal themes” – only in 2.
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2007: the “Munich speech”

The so-called “Munich speech” by Vladimir Putin should be con-

sidered in the context of the problem that gave rise to it, namely setting up 

the BMD (ballistic missile defense) system in Eastern Europe. The USA 

intended to deploy ten interceptor missiles in Poland and a radar station in 

the Czech Republic. As the USA explained, there was an urgent need to set 

up a shield for Europe against a blow possibly dealt by Iraq. The issue hav-

ing been repeatedly raised since 2002, the decision to begin negotiations was 

announced on January 20, 2007. The response that came from our country 

is described by some authors as the most appropriate governmental com-

munication campaign of recent years “in terms of being insistent, consistent, 

concordant and at the same time well-balanced, giving the opponents a chance 

to find a way out without losing face”6. President V. Putin’s speech at the Mu-

nich Security Conference on February 10, 2007 was strategically important 

for the campaign. The fact that President spoke about significant “Them” 

made the text of the speech relevant to the discussion of “Our” identity.

During the week that followed the MSC, the two newspapers un-

der consideration published 35 materials (of 800) pertaining to Presi-

dent’s speech: Kommersant – 20 (of 636), Izvestia – 15 (of 164). Most 

texts included more than 500 words, a fact indicating true interest in the 

problem. Kommersant published 15 news items dealing with the speech 

and the events that followed it, one opinion-based article, two surveys 

of experts and two texts with reference information. Izvestia published 

V. Putin’s speech in full and provided seven news items, six opinion-

based articles and a column of experts’ views. 

The journalistic community considered the events in Munich to be 

historic. In the publications at hand different interpretations of these 

events can be found, from drawing historical analogies with the Cold War 

and Munich Conference 1938 to suggesting changes in Russia’s interna-

tional status and revival of its former power.

The commonest approach was to interpret the events within the par-

adigm of the Cold War between the USSR and the USA. This interpre-
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tation is dealt with in six publications. Not only external circumstances 

but also the explicit evaluations made by the members of the conference 

contributed to this approach. Evidently, some people took the compari-

son quite seriously. One of the reasons was that at the time of the Munich 

Conference Mikhail Margelov, chairman of the CF committee on inter-

national affairs, said in an interview that a return to Cold War was not 

the case and tried to characterize the events from the viewpoint of Rus-

sia’s interests. Three articles contain more concrete historical analogies, 

one of them with N. Khrushyov’s speech in the UN. Izvestia attributes 

this idea to the American Republican senator John McCain, who ran for 

president a year later, in 2008 (February, 12).

Another historical analogy was drawn by Maksim Shevchenko, a pre-

senter on Perviy Kanal, on Mayak radio station and the editor-in-chief 

of the magazine Smysl, who compared the situation at the Munich Con-

ference with the situation before World War II. As he put it, “As well as 

at the Security Summit of 1938, three countries are in the picture: Czechia, 

Hungary and Poland, this time as an outpost against the missiles of Iran and 

North Korea. And again there is an impression that our country is not one of 

the decision-makers” (Izvestia. February, 14).

In two polemical publications (both appeared in Izvestia on February, 

14) President’s speech was interpreted from the viewpoint of the interna-

tional situation and Russia’s interests. The writer of the first article consid-

ered Russia to be a country resuming vitality and ability to influence global 

processes. The other writer agreed that Russia’s international status had 

increased but doubted if the country had “sufficient conceptual, human and 

economic resources to avoid falling into a trap of premature ambitions.”

V. Putin’s speech is also important for us because the image of 

“Them” – the USA – is explicitly constructed in it. V. Putin tends to 

steer away from opposing Russia to the rest of the world in terms of 

civilization, formation and the like: he evaluates the US actions from 

the viewpoint of the Western system of values, which means that he ac-

knowledges the existence of a universal frame of reference. The USA is 

represented in his speech as a winner in the Cold War, the leader of the 
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unipolar world, sometimes making autocratic decisions and disregarding 

the basic principles of international law, such as violating bilateral agree-

ments. Moreover, the USA imposes their national legal system on other 

countries, whether it is politics, economy or the humanitarian area. Such 

a position fosters fear in smaller countries and encourages them to de-

velop nuclear weapons. V. Putin also points out that the USA does not 

consistently observe democratic principles, an inherent element of its 

identity (Kommersant, Izvestia. February, 12). 

The image of “Us” constructed in V. Putin’s speech brings Russia 

into line with democratic countries. A specific characteristic is that “We” 

were able to peacefully pass on to democracy and peacefully transform 

the Soviet regime, possessing all kinds of weapons including nuclear 

weapons. Unlike the USA, “We” do not break agreements (Kommersant, 

Izvestia. February, 12). At a business forum in Saudi Arabia [immediately 

after his performance at the Munich conference Russian president went 

to the Near East – author’s note], V. Putin said that Russia “advocates a 

more rightful system of international arrangement” (Kommersant. Febru-

ary, 13). In addition, Russia proved to be the only country which dared 

to challenge the “sovereign” of the unipolar world: during his visit to 

Jordan, V. Putin declared that his opinion of Washington’s policies was 

shared by many people in other countries. 

 V. Putin’s speech in Munich and his further travel to the East (the 

two worlds between which Russia is often placed) inevitably brought into 

focus the issue of Russia choosing its own way. Kommersant published an 

opinion-based article dealing with it (February, 15). The writer points 

out that with the Western world “we have many fundamental disagree-

ments which cannot be removed by means of eloquence or language devices”. 

Putin’s visit confirmed that both economically and politically Russia is 

developing toward the East. “It is time to admit that out political subgroup 

in the world is Saudi Arabia, Qatar and Jordan, but not G8”.

This conclusion enables us to focus on the next group of statements con-

cerned with the issue of V. Putin’s authoritarian rule. A related “eternal” is-

sue is that of Russian people’s love for a strong leader. Apart from the article 
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mentioned above, these images occur in two publications: a report on V. Pu-

tin’s visit to Jordan and experts’ direct speech. In both materials there is an 

appeal to the image of “Putin’s” Russia which gradually loses its liberties.

In all the articles under consideration there are elements which may 

be included into the structure of national identity, elements related to the 

present, recent past and remote past. The first block is closely interwoven 

with the third in the form of eternal issues imbued with contemporary con-

tent. The authors of the text reconsider the images of the traditional binary 

opposition Russia – the West; as for the way our country will go along, 

Russia seems to have to choose from two (West or East), the possibility of 

original development is not even mentioned in this context. 

2008: the World economic crisis

In the mid-January 2008, when the indices of MMVB (Moscow 

Interbank Currency Exchange) and RTS (Russian Stock Exchange) 

slumped, Russia de facto entered the period of recession, though the 

time for official recognition of this development came much later. The 

position of Russia in this matter deserves special consideration. In Janu-

ary, 2008 (23 – 27) Davos hosted the World Economic Forum, where the 

USA acknowledged economic recession. On the first day of the Forum, 

however, Russia’s Minister of Finance A. Kudrin declared that Russia 

was a citadel of refuge from the crisis.

Let us consider the media coverage of this issue (28 materials of 

the total of 754 were selected). Kommersant focused on the crisis in 34 

publications (of 580), 16 of which dealt with the developments at stock 

markets, two quoted Kudrin’s statement, three featured experts’ direct 

speech and two contained reference information. Izvestia in between 

January, 23 and January, 27 published six articles (of the total of 174), 

four of which mentioned the situation in Russia in response to the crisis 

and two reviewed stock markets. In the context of the world economic 

recession, the theme of national identity was touched upon in six articles 
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and only in connection with the image of “the island of stability” in the 

ocean of the crisis (A. Kudrin).The cause of Russia’s stability is a well-

balanced development in recent years enabling accumulation of signifi-

cant gold and foreign currency reserves. 

Apart from this, the stability of Russian economy is associated with:

the beginning of stock market rehabilitation;• 

apparent economic activity;• 

immunity to unemployment;• 

billions of dollars of foreign investments A. Kudrin promised.• 

Moreover, with the help of its substantial reserves Russia is capable of 

moderating the world financial crisis. Journalists are skeptical about this 

idyllic picture which lacks any information as to the mechanisms and 

concrete procedures. See, for example, the article “Moscow is the third 

Rome” (Izvestia. January, 24). The invalidity of the promises, according 

to Izvestia, can be proved by the fact that so far it is forbidden in Russia to 

invest the resources of the National Welfare Fund into foreign corporate 

equities.

It might be assumed that the image of the “island of stability” was 

to arouse associations with the pre-revolutionary Russia. At that time, 

economically developed countries were faced with cyclical crises of the 

capitalist economy, while the Russian Empire was protected from such 

cataclysms by a huge agricultural sector, which, in prolific years, was 

seen as a sign of the country’s industrial backwardness. But the data ob-

tained in our research indicate that in the coverage of economic issues 

the editions tend to operate with information about the present instead 

of searching for historical analogies. Such objective criteria as the avail-

ability of gold and foreign currency reserves, the dynamic of stock indi-

ces, the economic calculations made by the Russian Academy of Science 

are seen by the editions as reliable, and so the information about Russia’s 

relative immunity to the systemic crisis, stabilization at stock exchanges 

and absence of a negative dynamic in unemployment rates is presented 

indifferently. But when the newspapers touch upon A. Kudrin’s claims 

about Russia’ mission to save mankind or billions of dollars of foreign 
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investments into our economy, they tend to show their distrust with the 

help of epithets and hyperboles and by adducing contradictory facts.

2009: The introductions of new norms of the Russian language

Already existing scientific conceptions provide different answers to 

the question of the role of the language in shaping a nation and its place 

in the complex of national identity. Established nations normally regard 

language as their treasure, a guarantee of originality. Thus, the Russian 

language can be described as one of the fundamental components of na-

tional identity. Gradually it is becoming important on a world scale. As 

Ludmila Verbitskaya, President of the International Association of teach-

ers of the Russian language and literature and President of St. Petersburg 

University put it, in China more and more people engaged in all kinds of 

investment and other economic projects want to learn Russian.7

On August 21, 2009 Rossiyskaya Gazeta published the Decree by the 

Ministry of Education and Science “On the adoption of the list of gram-

mar books, dictionaries and reference books containing the norms of 

modern Russian literary language used as the state language of the Rus-

sian Federation. In the literature recommended for use there were rules 

about the new spellings and pronunciations which used to be considered 

unacceptable as well as rules introducing some barbarisms.

The new norms, which became operant on September, 1, encour-

aged vigorous discussions both in the blogosphere and in the mass media. 

The first response came from Expert Online, which published an article 

about the Decree the day before Rossiyskaya Gazeta made it public. Later 

on, many national media outlets joined the discussion.8 The news agency 

RIA Novosti gave much attention to the issue (a series consisting of nine 

materials, from September, 1 to September, 11), and so did Rossiyskaya 

Gazeta (6 publications, from September, 1 to October, 21).

As for the print versions of Izvestia and Kommersant, which published 

that week 241 and 303 materials respectively, they disregarded the cultural 
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event which was so important in terms of national identity. The online ver-

sion of Izvestia, however, brought out two news items. The first headlined 

“Now the word “coffee” can also be used in the neuter gender” (September, 

1) just described the event, the second “Russians are discontent with the 

changes in the norms of the Russian language” (September, 4) described 

the response of the blogosphere. The edition’s attitude is not expressed in 

these texts. Another short article in Izvestia, “Crimean residents struggle 

for education in Russian” (September, 2), deals with the Crimean Russian 

community’s rally in support of schoolchildren’s right to get education in 

the Russian language. Kommersant published the news, also in the online 

version, under the headline “The Decree on the norms of the Russian lan-

guage is a set of recommendations” quoting professional journalists who 

said that it was unpardonable to treat norms in such a way.

The print versions of Kommersant and Izvestia focused on other themes, 

the most popular of which was the economic crisis. Kommersant published 

nine materials, Izvestia – six. In Izvestia, the second theme, in terms of 

popularity, was reconsideration of the outcomes of World War II and rela-

tions with Poland (five publications), the third – corruption (four publica-

tions). In Kommersant, the second place was occupied by terrorism (six 

publications) and the third – also by corruption (five publications). 

  

2010: Terrorism

Terrorism is one of the global problems of humanity. It is Islamic 

groupings that normally assume responsibility for mass murders, this is 

why the USA and European countries tend to consider the problem in 

the context of a conflict between Christian and Moslem civilizations. It 

is well known, however, that traditional Islam distances itself from ex-

tremists, stigmatizes their views as heresy and condemns their deeds. The 

other side of terrorism is a national, social and sometimes personal trag-

edy. Terrorism engenders fear, panic, xenophobia, which in turn generate 

more unhappiness. In Russia, this problem has two guises: as a global 
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one and as a problem of internal political affairs related to the conflicts 

in the Caucasian region. The paradigm of confrontation in terms of civi-

lizations and confessions is inapplicable to a country in which 8% of the 

population professes Islam and which has for centuries practiced peace-

ful coexistence of different confessions (in Tatarstan, for example). 

The blasts in the Moscow underground on March 29, 2010 immedi-

ately entered the global information space: one of the first to break the news 

was the TV channel Euronews, and then this event was widely discussed by 

the Russian and world public. The terrorist act in Kizlyar (Dagestan) that 

took place two days later also became part of the general discussion. Of 

the five events our article analyses, the newspapers under consideration 

became especially interested in the blasts. In between March, 30 and April, 

5, Kommersant dealt with this subject in 38 publications (of 419), Izvestia – 

in 40 (of 187). In Kommersant, 28 articles focused on the event with vary-

ing proportion of news and analytical information, 3 contained reference 

information, 2 – experts’ direct speech, 1 was a review of the stock market, 

4 dealt with the tragedy indirectly ( for example, an article about safety 

precautions in the American subway). In Izvestia the distribution was as 

follows: 21 publications described the blasts, 1 contained reference infor-

mation, 16 presented experts’ direct speech and comments, 1 – a review 

of the stock market and 1 – indirect information.

Content analysis of the publications concerned with the terrorist acts 

enabled us to distinguish a number of themes highlighting the idea of 

national identity.

Theme 1: What is Russia, or “We” (five publications)

The newspapers present the official point of view. President Dmitriy 

Medvedev refers to Russians as a nation (in fact, a multinational unity) 

which is at the stage of revival (Kommersant. April, 2). His reaction to 

S. Mironov’s proposal to limit media coverage of the terrorist acts can be 

interpreted in two ways. D. Medvedev said that “in a civilized society it is 

uncommon to oppose fight against terrorism and people’s lives, otherwise it 

is likely that immoral conclusions will be made”. One indisputable point 



266

in this statement is: there is a civilized world as a positive example; it is 

unclear, however, whether Russia belongs to it or only seeks to belong.

Dmitriy Bykov, a writer, a poet, a publicist and an Izvestia colum-

nist, endows Russia with personifying philosophical characteristics: it is 

“great in all respects” and reckless, but self-preservation instinct never 

fails it (Izvestia. March, 30).

Georgiy Bovt, a political scientist, reveals in his comments the flaws 

of today’s Russia, the main of which is the gap between the people and 

the power. The image of the latter is far from being attractive: corrupt, 

arrogant, ineffective and divorced from life, the power embodies all the 

social evils and is responsible for them (Izvestia. April, 1).

Vitaliy Tretyakov, Dean of the Higher School of Television, Moscow 

State University, is inclined to blame society as a whole (Izvestia. April, 1). 

Russian people, he argues, have lost their guidelines and do not under-

stand what their goals are and what they will become in the future. This 

situation results from the destruction of traditional education, reduction 

of the literature course in school curricula, disregard for the educational 

role of high arts, predominance of mass culture, which “corrupts minds 

and gradually removes the problem of humanism altogether”, low language, 

drug business and drug addiction and helplessness of power structures. 

Moreover, loss of identity results from an inadequate attitude to history: 

“It is wrong to feel ashamed of one’s history and condemn it”. The author 

points out one more characteristic of Russian people: they live looking 

at others, thinking that “without help from others” things will never go 

well. Such a society is vulnerable to terrorism, which may lead it to disin-

tegration.

Theme 2: The boundaries of “Us”. Who is regarded to be Russian 

(three publications)

The three publications have an identical message: discussing the 

conflict it is incorrect to stress nationality. Caucasus is part of Russia, and 

these two must not be opposed. This viewpoint is shared by the authori-

ties, human rights activists and Caucasian people themselves.
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Theme 3: The place of Russia in the world (two publications) 
The main point of both materials is that Russia is a full-fledged mem-

ber of international life, that it is involved in the solution of all world 

problems, terrorism, regrettably, being among them.

Theme 4: Who is the enemy? The essence of the conflict 
(six publications) 

In the publications selected for analysis, the theme of conflict be-

tween civilizations and confessions was not overtly discussed. Islamist 

leaders expressed their condolences and asked not to associate terror 

with religious beliefs (Izvestia. March, 30). Implicitly, however, this type 

of conflict is present. Kommersant quotes Sergey Mironov, chairman of 

the Federation Council, as saying: “The blasts were set off on the holy 

week, just before Easter…Obviously, the terrorists meant, in addition, to in-

sult believers’ feelings”(March, 30). As similar ideas are expressed in four 

articles, there are reasons to conclude that the image of a Moslem terror-

ist is present in national consciousness.

Dmitriy Bykov raises the problem of terrorism to the panhuman level: it 

is a conflict of humans and “non-humans”, whose aim is to disunite Russian 

society, to weaken it through internecine quarreling (Izvestia, March, 30).

Theme 5: Rudiments of the Soviet system (two publications)

In the publications under consideration, the authors use Stalin’s im-

age to highlight the negative aspects of Russian life. In the context of 

terrorism, analogies with the realities of Stalin’s times are drawn in order 

to stress the lack of transparency and distortion of facts for the sake of 

ideology. 

The head of the State Duma committee for family, women and chil-

dren Elena Mizulina (Fair Russia) warns against mistakes, so common 

under Stalinism, in investigating terrorist acts and legal proceedings 

(Kommersant. March, 31). Vitaliy Tretyakov disapproves of the attempts 

to “cut out Stalin from the photographs taken during the Great Patriotic War 

following the example of censorship in Stalin’s times.” (Izvestia. April, 1).
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Theme 6: Russians’ responsiveness. Communalism 
(three publications)

The authors of two articles acknowledge these inherent qualities of 

Russians: they tell stories of the people who found themselves in the under-

ground on the day of the blasts and helped the wounded, of the long queues 

of volunteers at blood transfusion stations, and so on (Izvestia. March, 30; 

Kommersant. March, 31). Some people think differently. G. Bovt in his 

comments wrote that “today’s Russian society does not exhibit true soli-

darity and responsibility, but simply loves mess” (Izvestia. April, 1). 

Theme 7: Russia and the “West” (two publications)

Interest in this theme indicates that the “West” remains for “Us” a sig-

nificant “Them”, against which Russian identity is constructed. Ex-chief 

of the analytical department of KGB of the USSR N. Leonov compares 

in his article Russian and French secret services in disfavor of the former: 

“So far our secret services, however much they put on airs, have not been 

able to completely investigate even one terrorist act”(Izvestia. March, 30). 

In her television review Arina Borodina, a journalist from Kommersant, 

accused television channels of inactivity, indifference, unethical behavior, 

of their failure to quickly adapt the viewing grid and change the themes of 

live broadcasts: “Can you imagine London, New York, Paris, Rome or Ber-

lin where…people would be exploded in the underground but the morning TV 

channel would show programs on tape delay?!” (Kommersant. March, 31).

The problem of terrorism, which touches upon all levels of human 

existence, from global and national to individual, brought into focus the 

almost paradigmatic spectrum of the themes related to people’s collective 

identity. The ideas about “Us” and “Our” place in the world, of “Them”, 

about historical heritage of recent and remote past acquired a new mean-

ing and content derived from the new experience. A confrontation with 

unknown and unfriendly “Them” called for defining our identity with 

regard to them and set the frame of references for understanding the new 

images. The opposition “We” – “terrorists” was interpreted by the par-

ticipants of communication on three levels:
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The national level, in whose frames “We” designated Russian • 

people and “They” meant the peoples of Caucasus, alien to our 

nation, first and foremost the Chechen people.

The level of civilizations and confessions, whereat ‘We’ and • 

“They” represented the Christian and the Muslim worlds respec-

tively.

The panhuman level where “We” meant humans while “They” • 

referred to non-humans.

The third approach seems to be the most constructive and accept-

able for both Russian society and the world community because it derives 

from the idea of free moral choice and provides unified criteria for every-

one without any discrimination against them.

Conclusions 

The research we conducted showed that the events that take place in 

the country bring into focus the problem of national identity in journal-

istic texts. The analyzed materials demonstrated that national identity 

as an essential component of the country’s inner image is a multilevel 

structure, whose elements interact with each other in a complex way. 

With respect to time, three blocks of collective consciousness can be dis-

tinguished: the historical block, the one conditioned by the recent past 

and the contemporary one.9 The contemporary block is predominant (in 

the overall material, there are 26 references). This includes attempts at 

self-identification through contemporary realities: social and political 

sphere, economy, culture, sport and international relations. The asso-

ciations with the Soviet times are also quite prominent (16 references). 

Negative images are used to describe present-day realities, while positive 

ones are always associated with a sense of loss. “Eternal” and historical 

associations were discerned 8 times. Among the constant themes related 

to defining identity, the images of “Us” (11) and “Them”(14) are no-

table. Half of the statements about “Them” (7) are concerned with the 
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comparison of Russia and the West, more frequently in favor of the latter. 

It is important that this opposition arises even when there is no evident 

connection between the event and the theme, which indicates its being 

deeply rooted in mass consciousness and the absence of a conclusive an-

swer to the question about the relations between Russia and the West 

in the minds of Russian people. Among other themes common for the 

Russian intellectual tradition, we can list the issue of Russia choosing 

between the Western and the Eastern way (1), of its intermediate position 

between Europe and Asia, between authoritarianism and democracy (2), 

and of strong power and people’s political inactivity (3).

It should be noted that three groups of opinions are presented in the 

mass media: those of official bodies, those of journalists employed by 

newspapers and those of various members of society expressing their views 

in opinion-based articles and comments. Journalists mostly tend to avoid 

evaluations and straightforward comments, which manifests itself in the 

interpretation of facts and selection of quotations. Officials try to present 

a renewed image of the country and the people and increase the nation’s 

self-esteem. Their viewpoint and private opinions often contradict each 

other. For instance, in V. Putin’s and D. Medvedev’s statements, Rus-

sia appears to be a democratic country constructing a civil society. The 

authors who are not power-holders stress, however, the absence of demo-

cratic liberties and violation of human rights. According to them, “We” 

are always inferior to the West, “We” have destroyed the achievements 

of the Soviet time and preserved only negative practices. The range of 

individual opinions is quite wide, the opinions depend on the author’s 

outlook and social status. But on the whole, the standard unfavorable 

images, negative stereotypes and the spectrum of adverse characteristics 

found in the foreign mass media10 penetrate the print media through pub-

lic channels. It would be wrong to say that negative information about 

the country predominates: in the texts under consideration, the ratio is 

13 (negative) to 24 (positive). The point is that negative information is 

more easily memorized, it is more emotionally expressive and it fits, to a 

greater extent, the recipients’ ideas, so it is more noticeable.
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Stable positive collective self-identification can only be found in the 

publications dealing with culture and high arts. This sphere enables us to 

comprehend national identity more profoundly, in philosophical terms, 

and brings into focus themes, problems and issues traditional for Russia. 

From the data obtained it is possible to conclude that in the Russian in-

formation space there is no single integral image of Russia based on positive 

identity. The authorities strive to make Russians have a positive impression 

of the country and themselves (Russians). But this model of identity is alien 

to the consciousness of masses, which can be inferred from the image of the 

country emerging from their statements in the mass media. To a greater ex-

tent the image accords with the self-deprecating tradition inherited from the 

Soviet times and perestroika. There are several causes of this incongruity:

Too little time has passed for the efforts to bring into focus and • 

formulate national identity to yield results.

The measures taken in this direction are either insufficient or dis-• 

cordant.

In the Russian intellectual sphere, there is a strong tradition of • 

coexistence of two polar models characteristic of the country in 

the situation of catch-up modernization: if one of them becomes 

state ideology, the other strengthens its position in the civil area.

The model of national identity proposed by the authorities is ar-• 

tificial, it does not take into account the images, meanings and 

evaluations which are deeply rooted in people’s minds and comes 

into conflict with them. 

There is a contradiction between words and real policies, which • 

is evident even to mass consciousness.

Finding out which of these causes actually define at present the problems 

of Russia’s inner image is a matter of time and a field for further research. 

***
1 Tiele A., Scherer H. News Factors in Global Press Coverage. Hier-

archy and Power in the History of Civilizations. M., 2006.



2 As of 2004, Russia was only inferior to the USA and Iraq.
3 Medi@lmanakh. 2007. № 6.
4 For the analysis we selected articles published within a week after 

the event took place. If the event was expected (as in the case of the “re-

form” of the Russian language: it had been announced in the Decree of 

the Ministry of Culture and the new norms could be found in the already 

published dictionaries), we started with the day of the event. Otherwise, 

considering the production specificity of daily morning newspapers, we 

started with the day that followed the event. 
5 We analyzed the online versions of the editions as the most accessible 

in the global information space. To obtain a wider range of the Russian 

audience, we selected only those materials which were also published in 

the print version. On the Kommersant website these are specially marked. 

The Izvestia website does not provide such information, therefore we did 

not take into account the “News” section as it only contained materials 

reprinted from news agencies’ newsfeeds. 
6 Krasheninnikova V. “Amerika-Rossiya: kholodnaya voina kultur. 

Kak amerikaskie tsennosti prelomljaut videnie Rossii” (America – Rus-

sia: the Cold War of Cultures. On the Way American Values Change the 

Image of Russia). M., 2007. P. 270
7 Chaplygina M. “Interes k russkomu jazyku vyzvan ukrepleniem 

pozitsii RF-ekspert” (Interest in the Russian Language is Caused by 

Growing Strength of the RF) // RIA Novosti. 2008. October, 26. http://

www.rian.ru/culture/20081026/153828040.htm.
8 The news agencies ITAR TASS, IA Regnum, IA Regions. ru, the ra-

dio station Kultura, the television channel Vesti, the portal Lenta.ru, the 

internet newspaper Vzglyad, the news portal Infox.ru, the newspapers 

Moskovskiy Komsomolets, Trud, Novaya Gazeta, the online version of the 

newspaper Gazeta (GZT.ru).
9 Rozhkov I., Kismereshkin Ya. “Brendy i imidzhi” (Brands and Im-

ages). M., 2006. P. 70.
10 See, for example, Medi@lmanakh. 2007. № 6.
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Leonid L. Delitsin

DYNAMICS OF INTERNET DIFFUSION IN RUSSIA AND SOME 
EUROPEAN COUNTRIES: A COMPARATIVE ANALYSIS

Internet penetration in Russia and some European countries within 

several age groups is compared using the innovation diffusion models. 

Penetration can be enhanced if the Internet is popular among seniors. 

Because their incomes in Russia are relatively low, access price reduc-

tion as well as additional education efforts are required.

Key words: diffusion of innovations, Internet use, quantitative 

models.

There is some evidence that certain Soviet institutions were connect-

ed to the Internet in the early 1980s, but actual diffusion among private 

individuals in Russia started in the fall of 1990. By that time the Net had 

been used by 3% of the population in the US, 1% in Sweden and 0.4% 

in Finland, which was enough for the innovation to percolate into Rus-

sia. As the story has it1, the members of the Demos co-operative society 

were the first to connect to the Internet via the Helsinki University server 

through the agency of their two acquaintances from Finland.

The first polls on Internet use in Russia were conducted by the 

COMCON in 19962. The polls were confined to the metropolitan cit-

ies, which made it difficult to get the integral indicators describing 

Russia on the whole, rural settlements included. The FOM3 pollster 

regularly publishing the results of the nationwide Internet use surveys 

has therefore become the main source of data since 2002. These data 

were used to build a number of quantitative models and predictions 

on Internet use and, as it turned out, the historical data put rather 

weak constraints on future indicators4. “The monitoring of Social and 

Economic Change” produced by the Levada Center5 and accessible 
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through the SOFIST6 specialized database is another useful source. 

Some relevant survey data are published by the VTsIOM, ROMIR, 

Gfk, “Bashkirova and Partners”, Comscore and other organizations. 

An overview of the sources is provided by A.V. Chugunov in his mono-

graphs7.

In this work we also rely on the data pertaining to Internet use in oth-

er countries. The relevant sources are so diverse that the ITU described 

them in a separate volume8. We will confine ourselves to the World 

Internet Project coordinated by the UCLA9 and ARD/ ZDF- Onlin-

estudie10.

Cross-country correlations method

The method is based on the assumption that diffusion of innovations, 

the Internet included, in different regions is similar, so that some indica-

tors in the pioneering regions can be extrapolated for most other regions. 

The approach may be considered valid in the case when the innovation 

and diffusion channels remain relatively invariable or change slowly.

In certain cases, the invariability assumption may prove incorrect. To 

illustrate, mobile phones appeared in Portugal later than in the Nordic 

countries11. Yet, the number of subscribers in Portugal grew faster thanks 

to pre-paid telephone cards, which proved very convenient to people of 

modest means unaccustomed to regular settlement of bills through bank 

accounts12. As a result, the so-called mobiles penetration density in Por-

tugal in 2008 was, according to the ITU data, 140 subscribers per 100 

inhabitants, which is higher than this indicator for Sweden (118) and 

Finland (129). At this point we should stress that what we discuss here is 

confined to the conditions under which we can apply retrospective sta-

tistics on innovation diffusion in one country to predict the indicators 

values in another. 

G. L. Smolyan et al.13 identified two stages of innovation diffusion, 

i.e. the initial rapid growth stage, when the infrastructure constraints 
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little affect the process, and the subsequent period of slow drift, the rate 

of which is determined by the per capita GDP growth rate. These In-

ternet diffusion stages can be seen in Fig.1 In our opinion, however, the 

second-stage growth is largely determined by the coming of the young 

generation, connecting schools to the Internet, and taking special mea-

sures to train the elderly in Internet use. 

V. A. Konyavsky14 looked at the data from the European countries 

and Russia and obtained an approximately linear trend for the number 

of Russia’s Internet users to 2010, predicting thirty million Runet users 

in 2010. This estimate was confirmed by us three years later, when we 

used a logistic model with an additional term accounting for schoolchil-

dren. As it turned out, both forecasts significantly diverged from reality. 

Our today’s estimate of Russia’s Internet users is fifty million, including 

children and teens. 

Looking at the cross-country correlations may prove quite useful, 

provided that a template has been chosen correctly. Let us show in what 

case we see application of the method as valid. The circles and triangles 

in Fig.1 represent the data of the surveys conducted by the FOM and 

VTsIOM on Internet use by Muscovites at the age of 18 and above. The 

diamonds stand for the similar data by the World Internet Institute ob-

tained for Swedes. The squares depict the ARD-ZDF-Online Studies 

data on Internet use in Germany by individuals above 14. The broken 

lines indicate forecasts produced using the model of innovation diffusion 

with the growing potential15. Fig.1 demonstrates that trends in Internet 

diffusion in various regions may be very close, a lag being the only differ-

ence in the first approximation. The trend for the share of Internet users 

in Moscow more or less follows the trend for the other two countries, 

lagging behind Sweden by five years and behind Germany by two years. 

Earnings in Moscow are closer to those in Sweden and Germany than 

in the rest of Russia and therefore differences in Internet diffusion are 

generally reduced to a mere lag.
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Figure 1 

Internet diffusion in Sweden, Germany and in Moscow
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Some researchers and practitioners go as far as to compare the whole 

of the Russian Federation to the European countries without any quali-

fication. Failure of forecasts thus obtained causes no surprise since Rus-

sians differ from Europeans in many ways, the most relevant feature be-

ing a large number of low-income seniors.

Diffusion models

Unlike the cross-country correlations, the diffusion models16 trace 

the local statistics. Innovation diffusion in various countries and regions 

has been covered in thousands of studies. E. Rogers17 presents a vast bib-

liography with the focus on experimental results. Worthy of note are also 

monographs18 as well as reviews by N. Meade and T. Islam19.

Yu. Yu. Perfiliev’s book was probably the first to regard spreading of 

the Internet in Russia as the innovation diffusion process20. The author 
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pointed out the geographical heterogeneity of Internet diffusion, ready 

access in the metropolitan cities as well as the high price and lack of in-

frastructure in the rural areas.

Yu. V. Deart21 extended the diffusion approach to the communica-

tions networks. Together with the colleagues, the author built the logis-

tic models and made forecasts on diffusion of cellular communications 

and the Internet in Russia22. These models rely also on the cross-country 

correlations. The logistic model is used for a point prediction while the 

best-case and the worst-case scenarios are based on similar models for a 

number of European countries.

Beside the papers already mentioned, the classical three-and four-

parameter innovation diffusion models were used to model and predict 

the diffusion dynamics of the Internet and mobile phones in Russia and 

other countries by L. E. Varakin, L. S. Timoshenko, T. A. Kuzovkova and 

L. S. Timoshenko, S. Yu. Kazantsev and I. E. Frolov23.

Another important paper involving the diffusion model to look 

at the Internet in the European countries is that by M. Fornerino24, 

where the model by Bass25 is compared with the NUI model26 in fa-

vor of the latter. Finally, we should mention the work by S. Kiiski and 

M. Pohjola27, where the joint modeling of access price reduction and 

growth in number of host computers connected to the Internet in the 

OECD countries led to an estimate of diffusion potential elasticity rela-

tive to access price. Elasticity proved to be unity and we use this in our 

calculations.

Model allowing for population reproducibility

The focus on the innovation diffusion models in a heterogeneous 

socio-economic system is prompted by the significant deviations of the 

pollsters’ data from predictions of the classical logistic models.

The predictions of Internet diffusion published earlier for Russia 

and other countries were based on the classical three-parameter logistic 
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models or four-parameter logistic curves generalizations, and they have 

been found to be significantly understated28. The linear trend extrapola-

tion29 helped make far more accurate predictions for 2005-2009 than the 

logistic models, yet the data on the industrialized countries and Russia’s 

capital (see Fig.1) indicate that the linear trend cannot be taken too far. 

In Sweden, for instance, we see that the trend slope changes in 2001-

2002, in Germany it changes in 2004, while in Moscow the change falls 

on 2006-2007.

Apart from that, the classical models contradict the observation data 

on Internet diffusion in age groups. In particular, the FOM’s data on 

Internet use in 2002-2007 are most adequately described by the three-

parameter logistic model yielding a rather low, 34%, diffusion potential 

among adults30. Meanwhile, Internet users included over 50% of Rus-

sians in the 18-24 age bracket already in 2006. The 34% diffusion poten-

tial predicted from the homogeneous society model implies that, with 

age, a significant share of Russians gives up the use of the Internet com-

pletely, which is not borne out by observation.

Diffusion of the Internet to all Russia’s schools within the framework 

of the «Education» national project in 2006-2008 was an important con-

tributing factor. Mass training of various population groups in innovation 

use was not taken into account in the classical innovation diffusion mod-

els, which led us to develop a new model31.

Inert scenario

Determination of the model parameters enabled us to predict the 

Internet diffusion indicators for Russia. The first published prediction 

(Fig. 2), which may be called the inert one, took into account school 

Internet but implied no change in the current access price for private 

individuals32.
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Figure 2

Inert Scenario of Internet diffusion in various 
age groups allowing for school Internet
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The circles and triangles in Fig. 2 show the data emanating from 

the FOM and VTsIOM on Internet diffusion in individual age groups. 

The symbols corresponding to the aggregated data relating to Russians 

of 18 and above are shaded, and those corresponding to the individual 

age groups are blank. The “synthetic data”, i.e. the numerical modeling 

results are represented by curves. The age groups relating to the curves 

are marked. The “18+” marker stands for Russia’s population at the age 

of 18 and above and the corresponding curve is represented by a broken 

line.

According to the scenario, Internet diffusion in the 18-24 age group 

is to reach 100% in 2014. This, however, will have virtually no influence 

on the average level of Internet diffusion among adults. School Internet 

is thus the necessary but not sufficient condition of the nation’s advance 

toward information society.
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Figure 3

Internet diffusion dynamics for the individual age groups in Moscow
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Fig. 3 shows the data provided by the FOM and VTsIOM on Internet 

diffusion among adults in Moscow (the age of 18 and above) and the re-

sults of our model’s application to these data.

The comparison of Fig. 3 and Fig. 1 makes it clear that the period of 

Internet penetration growth from 10-15% to 60% both in Sweden and in 

Moscow made up seven to eight years. In conformity with our prediction, 

Internet penetration in Moscow in the next seven or eight years is to grow 

to 70%. As can be seen in Fig. 1, the corresponding period in Sweden lasted 

for only three years (differences in the definitions of Internet “use” in the 

World Internet Institute’s publications33 and those of the VTsIOM and FOM 

may, in our view, be disregarded). We believe that the reason behind such a 

short period lies with the fast growth in Internet use in the older age groups, 

considering that, in Sweden, the Internet is equally accessible to the young 

and to the elderly. According to the 2008 World Internet Project report, the 

Internet in Sweden was used by 75% of the population at the age of 55 to 64, 

and 38% over 65 years of age (see also fig.9). At that, 59% of Swedes who do 
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not use the Internet believe that they do not need it, 25% say that it is difficult 

to use and only 5% note that it is expensive34. According to our prediction 

(Fig. 3), if the process goes on its own, without any special measures aimed 

at training seniors in Internet use being taken, Internet penetration among 

Moscovites over 55 will have reached 40% only by 2020.

Rapid growth scenario

The rising standards of living in Russia throughout the past decade un-

doubtedly made the Internet more accessible. Yet one can hardly expect 

this growth rate to keep in the coming years. Given the zero-growth or 

declining living standards, Internet penetration in Russia could be signifi-

cantly enhanced either through a relative access price reduction or through 

the greater usefulness of the Internet to people in Russia’s regions.

Figure 4 

Models of Internet diffusion in various age groups allowing for school In-
ternet and cut access price
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If access price is cut there will be many more users (Fig. 4). Accord-

ing to our estimate, if access price had gone down by 5% a quarter begin-

ning from the spring of 2008, half of Russia’s adults would have used the 

Internet by the end of 201135. Access prices should be reduced not only in 

the metropolitan areas, which are home to 27 million people out of 142 

million of Russians, but throughout the whole of the country. It should 

be noted, however, that the estimate cannot be considered quite reliable 

since there are no validated models of price elasticity of market potential 

by access price for the Internet industry. Basing on the results of S. Kiiski 

and M. Pohjola36, we used unitary elasticity.

Deferred growth scenario

Judging by corporate statements in the business media, no price re-

duction was planned anywhere in 200837. Russian providers have already 

announced a freeze on investment into broadband access in the regions, 

metropolitan cities included, which makes the scenario represented in 

Fig. 5 more probable.

It is also true that, under recession, Russia’s Internet is likely to stag-

nate38 if it is not propped up by school Internet. Any hope that at least 

half of Russians will have used the Internet by 2014 may be justified only 

if schoolchildren are given instruction on Internet use and if investment 

into regional Internet is resumed by 2011.
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Figure 5 

Models of Internet diffusion in various age groups 
under freeze on regional development
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Comparison of official forecasts and our model’s predictions

The solid line in Fig. 7 shows the forecast of the Ministry of In-

formation and Communications (MIC) on Internet diffusion in Mos-

cow39. The forecast was normative and so the diffusion potential was 

set as a desirable but not necessarily attainable target. The shaded area 

in Fig. 7 is limited above by the best-case scenario of the Ministry of 

Economic Development (MED) for Russia40 and below it is limited 

by the conservative scenario. In addition, there are two of our sce-

narios, the inert one, marked by figure 1, and the rapid growth sce-

nario, marked as 2. These scenarios correspond to the broken lines in 

Figs. 2 and 4.

As we can see, the forecast of Internet use by Muscovites devel-

oped by MIC by far exceeds the polls data. MIC’s projected audience 
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includes children, while the FOM and VTsIOM survey adults only, 

but, as we have found, if children were surveyed, this would tell on 

the absolute rather than relative indicators (the user share among the 

population).

Figure 7

Comparison of the MIC and MED forecasts with the observation data
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The MIC forecast for the Internet diffusion trend in Russia fol-

lows that of the MED for Moscow with a five-year lag. Our rapid-

growth trajectory (curve 2 in Fig. 5) which lags behind the MED fore-

cast for one more year was based on the assumption of annual access 

price reduction by no less than 20%. The MED forecast, however, 

contains no description of any measures that would stimulate such a 

reduction or make access easier in any way. In our opinion, the MED 

forecast will depart still further from reality than that of the MIC 

if no real effort is taken to introduce Internet use to the senior age 

groups.
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Comparison with Portugal 

The Internet diffusion dynamic in Portugal may serve as the trend 

prototype for Russia just as Sweden and Germany provide the general 

pattern for Moscow.

Figure 8

Comparison of Internet diffusion dynamics in Portugal and Russia
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Fig. 8 shows the Internet diffusion data for Portugal taken from O. 

Findahl’s article41 and the 2009 value from the ICT Eye tables42 . The 

broken lines show our two scenarios for Russia and a similar model calcu-

lated by us for Portugal. Though the 2009 data by the FOM and VTsIOM 

exceeded our inert trend (curve 1), one can see that it follows the natural 

course of events in the country that is closer to Russia in terms of per 

capita GDP than Sweden or Germany are. To buck the trend and jump 

to curve 2 would be impossible even for the MED wizards and would call 

for a considerable effort on the part of the government and society. 



286

Comparison of penetration dynamics in senior age groups 

Let us now compare the dynamics of Internet penetration in the se-

nior age groups of the regions under study (with the exceptions of Por-

tugal for lack of the required data). Fig. 9a stands for Internet use by 

individuals over 45 in Sweden and Fig. 9b shows it for individuals over 40 

in Germany. In both cases the broken line shows the total share of users 

in the population of each country. The surveying techniques of the World 

Internet Institute and ARD/ZDF differ, and therefore it would hardly be 

worthwhile to compare the right and left parts of Fig. 9. It would be much 

more instructive to compare changes in the indicators over time. 

Figure 9

Internet diffusion in the senior age groups of Sweden (a) and Germany (b) 
according to ARD/ ZDF and World Internet Institute

0

20

40

60

80

100

1995 2000 2005 2010
0

20

40

60

80

100

1995 2000 2005 2010

60+

40-49

50-59

% Germany

b)

75+

65-74

55-64

45-54Sweden%

a)

As seen from Fig. 9a, even in Sweden not all seniors over 75 are keen 

to use the Internet. Most Swedes born before 1935 will probably never 
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become active users. All the same, penetration in the 75+ group will 

grow over time as today’s “youngsters” of 65-74 grow older, penetration 

in the group now nearing 60%.

In Germany (Fig. 9b), the eldest is the age group of over 60. The 

growth in this group is fast. If this group is divided into those under 70 

and over 70, it will probably turn out that the younger subgroup is quicker 

to connect.

Now let us point out that the broken line in Fig. 9a showing the mean 

penetration by all groups nearly coincides with the line corresponding to 

Swedes at the age of 55-64. At the same time, the broken line in Fig. 9b 

is close to the line corresponding to German users of 50-59. This means 

that the penetration dynamic in Sweden on the average by all groups is 

the same as in the 55-64 age group while in Germany it is the same as in 

the group of 50 years to 59. The figures 2-5 show that, in Moscow, the ba-

sic age group representing the behavior of the population on the whole is 

somewhat younger (45-54 years of age) while in Russia it is much young-

er (35-44 years of age). These indicators are presented in Table 1 together 

with the data of the World Internet Project for the USA43.

Table 1

Region Basic age group
USA 56-65

Sweden 55-64

Germany 50-59

Moscow 45-54

Russia 35-44

There is a division of a kind which may be called the boundary of 

the internal or age-related digital divide. For a considerable share of the 

seniors who are beyond this boundary, the Internet is hard to access. 

In Sweden, these are people over 75. In those countries where Inter-

net diffusion is given less attention, the published data are insufficiently 

detailed to determine accurately the borderline of the divide, but one 
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may assume that these are individuals over 70 in Germany, over 65 in 

Moscow and over 60 in Russia. In the latter case, inaccessibility involves 

the low-income seniors whose earnings preclude buying a computer 

and whose educational level is too low for them to become self- taught 

users.

It follows that although Russia’s population is, technically speak-

ing, close to the population of Europe in age composition, its potential 

user segment is much younger. In terms of comparison it is the closest to 

Portugal, Eastern Europe and richer Latin American countries such as 

Chile, Uruguay and Argentina44. 

The Internet will not percolate into the “access-denied” segment all 

by itself, without a change for the better in the living standards. For In-

ternet penetration in Russia to be on a par with Germany and Sweden in 

the coming 5-10 years a much greater effort should be taken than in the 

countries mentioned45. In a situation where such an effort is delegated to 

the public organizations46, only bureaucrats bound by their official duty 

may claim to catch up with the European countries in ratings.

Conclusion

Unlike the classical logistic models, the model of innovation diffu-

sion in a heterogeneous society allowing for reproducibility is consis-

tent and helps describe Internet diffusion in various countries. As we 

have found, for Internet penetration in Russia to reach the European 

level there is a need to stimulate a rapid growth in Internet use by Rus-

sians over 55 similar to the growth attained in Sweden and Germany47. 

[Vartanova, 2004; Voronenkova, 2004]. Even given a drastic cut in ac-

cess price, which, at present, is hardly envisaged, penetration among 

the individuals over 55 will reach 60% no sooner than 2017 without spe-

cial instruction for seniors. Low penetration among seniors precludes 

attainment of the 60-70% penetration in Russia targeted by the MED 

for 2012.
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