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MNPEJUCJIOBHUE

COOpHUK  HAYYHBIX cTaTei TIOITOTOBJICH o HTOTaM
IX VexnyHapoqHOH CTyIACHYECKOH HaydHOH KOH(epeHmun «MupoBoe
xo3siictB0 B XXI B.: TnoGammzamus u pernoHanmzamus» («WORLD
ECONOMY IN THE XXI CENTURY: GLOBALIZATION AND
REGIONALIZATION»), koropas MNpOBOAWIACh HAa OKOHOMHUYECKOM
¢dakynerere PYIH wm. I1. JlymymOb1 23 mas 2024 r. Lens koH(pepeHImn —
0o0CyXJIeHHEe aKTyalbHBIX BONPOCOB M TEHICHIMH TpaHchopMaIyn
WHHOBALIMOHHOM, (MHAHCOBOI M YNpPaBIEHYECKUX CHUCTEM 0] BIMSHHEM
IJI00aJIbHBIX 9KOHOMHUYECKHX IPOLECCOB, a TAKKE COBPEMEHHOTO COIMAIBHO-
9KOHOMHYECKOT'O Pa3BUTHSI CTPaH U PETHOHOB MHUPA.

B 2024 r. B koHpepeHIMN NpHHATH yyacTue okono 1200 cTymeHToB,
MarucTpaHTOB U IpenogaBareneil n3 yausepcuretoB PO u 3apyOekHBIX CTpaH,
B T.4. Oonee 550 mOKIaTIMKOB.

3acemanus 21 cekuuu KOH(pEPEHIUH TPOXOAWIN B paMKax MPOEKTa
«MynpTus3eluHas cpefa» — Ha 11 s3pIkax, B ToM uucie Ha 6 s3eikax OOH
(aHrnHiickoM, apabCKOM, HCIIAHCKOM, KHTalCKOM, PYCCKOM U (ppaHIly3cKOM), a
TaKXKe Ha TYPELKOM sI3bIKE, Ha S3bIKE CyaXWi, apprKaaHc, aMXapCKuii, Xayca.

B xome koH(pepeHIMH O0OCYXIEHBI TEOPETHUECKHE W HAy4IHO-
MIPaKTHYECKHE BOIIPOCHI:

— CoBpeMeHHBIC TEHICHIUHM pPAa3BUTHSA MHPOBOH DSKOHOMHMKH B
YCIOBHSX TIH(PPOBU3ANNNY (AaHTIIUHACKHUH S3BIK);

— Tpancopmarisi  HaIMOHANHHON  DKOHOMHKH B  YCIOBHSX
rIo0a3anuy (AaHTITMACKUH SI3BIK ),

—Pa3ButHe = (MHAHCOBOTO  HMHCTPYMEHTapus  JOJITOCPOYHOTO
WHBECTHPOBAHMS B Pa3BUTHE HAIIMOHAILHON SKOHOMUKH (PYCCKHIl SI3BIK);

— YcToifunBOe pa3BUTHE U UHHOBAIMHY (aHTTTHICKHH S3bIK);

—Topola B KOHTEKCTE MEXAUCLUILIMHAPHBIX  HCCIIEAOBAaHHH
((ppanITy3CcKHil A3BIK);

— JlatnHckas AMepuka B cucTeMe MUPOBOro xo3sicTBa B XXI Beke:
peayuu ¥ NepcreKTHBHI (MCIIaHCKUIT SI3bIK);

— Poccnst u Typrust B MHOTONOJISIPHOM MHpeE (TypEelKHH S3bIK);

— PernonansHOe COLMANBHO-9)KOHOMHUYECKOE pa3BUTHE: MHUPOBOM
onbIT 1 Poccust (pycckuii S36IK);

— CoBpeMEHHBIE MOJIETH MEXIYHApOJHOTO MAapKETHHIA B yCIOBHSIX
TpaHcopMaIiy MUPOBOTO SKOHOMHYECKOTO JaHamadra (aHIITHHCKUHA A3bIK);

—Typusm: nopoxHas KapTa MeEXIYHApOJAHOTO COTPYIHHYECTBA
(apaOckuii S13bIK);

—Poccus u  crpanel BocToka: coTpyqHMYECTBO B YCIOBHSIX
MEHSIOLIEr0Csl MUPOBOTO TOpsiAKa (PYyCCKHUI M aHTIIMHCKHUIN SI3BIKN);



—I'mobanpHBIE M pervoHaJbHBIC MEIWA: BBI3OBBI M INEPCIECKTUBHI B
COBPEMEHHOM MOBECTKE (aHTITUHCKUIN SA3bIK);

— Pexnama u PR B coBpeMeHHOM MUpe (aHTTTHICKUIT S3BIK);

— Kurait u Poccust B MHOTOMONISIpHOM MUpE (KATaWCKUH S3BIK);

— HoBrle TexHoOnOrMM arpoOmusHeca B O0ECHEYCHUHM YCTOWYMBOCTH
CEIJILCKOTO X034HCTBa (PYCCKUI M aHTJIMHCKUH S3bIKH);

— OKOHOMHKA pPa3BUBAIOIIMXCS CTpaH HAa TNYyTH K BceoOImemy
OmarococTosiHIIO U mporpeccy: kK 100-meturo co mHs poxacnus B.d.Crannca
(pycckuit, ppaHIly3CKUI ¥ aHTIMHCKAN S3BIKH);

—BBIB30OBEI W TIEPCHEKTHBBI COBpEeMEHHOW Adpukum (Cyaxwim,
apukaaHc, Xayca U aMXapCKUHN S3BIKH).

[TaptHepamu koH(epeHnnu BeICTyIuM 28 BY30B 1 opranuzanuii u3
Poccun m 7 3apyOexHBIX cTpaH, B ToM umcie u3 Ton-500 peiitmara QS
(2024 1.): MOCKOBCKMI TOCYylapCTBEHHbI yHHUBEpcUTeT uM. M.B.
Jlomonocosa (Poccust) — 87 mecro, Kazaxckuit HanmonansHell yHUBEpCUTET
um. Anb-®Dapadu (Kazaxcran) — 230, Cankr-IletepOyprekuii rocy japcTBeHHBIN
yausepcurer (P®D) — 315, Benopycckuil rocynapcTBEHHBIH YHHUBEPCUTET
(benopycs) — 387, Kazanckuit (IIpuBomkckuii) ¢enepaibHbIil YHUBEPCUTET
(Poccust) —396), HY Beicmias mkona skoHomuks (Pocenst) — 399, Tlekuncknit
texHonornyecknii mHetutyT (Kurait) — 400, Tomckmii rocynapcTBEHHBIH
yauBepcuret (Poccust) — 418, Ypansckuii (enepanbHbIii YHUBEPCUTET IMEHU
[epsoro IIpesunenra Poccnn b.H.Enprmaa — 473 mMecto, MTUUMO MU/ PO
(Poccmst) — 526.

B HayuHBIlf cocTaB OpraHM3allMOHHOTO KOMHTETa BXOIMIIH:
AnaponoBa VMuna BuranseBHa, 1.3.H., mpodeccop, AeKaH SKOHOMHUECKOTO
¢axynbrera, 3aB. Kadenpoil MEXIyHAPOAHBIX SKOHOMHYECKHX OTHOIICHUH
PYJIH um. I1. JlymymOs1 (MockBa, Poccnst); AxmetoBa 3aypem bonarxaHoBHa,
K.3.H, aCCOIIMMUPOBAHHEIN Tpodeccop, 3aB. kadempoil “busHec-TexHOIOTHH
Beicoret  mkonsl  3KOHOMHMKHM W Om3Heca Kaszaxckoro HaIMOHalIbHOTO
yHHBepcuTeTa uMeHn anb-Papabu (Anmatsl, Kazaxcran); JBu Ilpacernanmy,
npodeccop Yuusepcurera Cenedac Maper (Cypakapra, Uanonesus); Ke66aou
Cannxa, MPOPEKTOp TO MEXIYHAPOAHOW MEATEIBHOCTH YHHBEPCHUTETA
Koncrantina 3 Camax byOonmmep (Koncrantmna, Amxup); MausbleBa
Cuexana CepreeBHa, cTylneHTKa MTHCTHTYTa MHPOBON SKOHOMHUKHM U OU3HECA
PYJIH, npoduns «MupoBast 3KOHOMHKa», 3amecTutessb npeacenarens HCO
9KOHOMHUYECKOTo (aKysabpreTa U MHCTUTYTa MUPOBOM SKOHOMHUKH M OM3Heca
PYIH wum. II. Jlymym0er (MockBa, Poccusi); MacaoB Aunekceid
AnexcaHapoBny, I.M.H., npodeccop, aupektop MHcTuTyTa crpaH Asum u
Adpuku MI'Y um. M.B. JlomonocoBa (MockBa, Poccus); Mmup3axansH
Kpuctuae ApaeBHa, cryaeHTka VHCTUTyTa MHpOBOW SKOHOMHKH M OW3Heca
PYIH, npopwmrs «ludppoBas oskoHOMHKa», mpencemarens HCO
HKOHOMHYECKOTo (haKyiapTeTa U MHCTUTYTa MHPOBOH SKOHOMHUKH M OW3Heca
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PYIH mm. I1. JTlymymOs1 (MockBa, Poccust); Muponoa Mapuna HukonaesHa,
K.[.H., JOIEHT Kadeapsl pPErHOHAILHOW OKOHOMHKM W  reorpaduu
skoHomuueckoro ¢axyierera PYIH nm. I1. JlymymOsr (MockBa, Poccust) —
3aM. TpejAcenaTens opraHu3alMoHHoro komurera; HrocynoBa ['ynbHapa
HypmyxamenoBHa, A.r.H., mpodeccop, 3aB. Kadeapod reorpadud,
3eMJICyCTpOHCTBa M KajacTpa (akynbreTa reorpaduu U MpupoI0NOIb30BaHUs
Kazaxckoro HamMoHaJIbHOTO yHUBEpCHTeTa MMEHHM anb-Papabu (Anmarsl,
Kazaxcran); IlerpoBuu Mapko, Beaymui HcCCIIEAOBATENb JenapTaMeHTa
commanpHoit reorpaduu MucTHTyTa reorpadun Mopana Llumua Cep6ekoit
akagemun Hayk W wuckycctB (benrpan, Cep6us); Iloramenko Mapus
BnaguMmupoBHa, K.3.H., aCCHCTEHT Ka()eApbl PETHOHAIBHOM SKOHOMHUKH W
reorpadun dxoHoMuueckoro ¢axynsrera PYJIH um. I1. JlymymObr (Mockaa,
Poccus); Pam3u Slemun Xycceitn, mnpodeccop Apabckoit AkageMuu Hayk
(Anexcannpus, Eruner); Cenum Myxammen Canax Onp JuH, K.3.H., 4iIeH
VYueHoro coBera skoHOMuueckoro akynerera PYIH wum. II. JlymymObt
(Mockga, Poccust), 5KOHOMUYECKHUH SKCIepT U npeacenatens Gopyma "BPUKC
n Mup" (Kaup, Eruner); Xaabda3zoka JIyounna, nokrop ¢punocodpun, TMpeKTop
Beicmreit mkossl OnsHeca YHuBepcurtera 3amoun (Jlycaka, 3amous); XosmHa
Beponnka HukomaeBHa, K.I.H., JOLEHT, 3aB. KadeIpoil perHoHAITbHON
SKOHOMHUKM ¥ Teorpagum 5KOHOMHUYecKoro ¢akymnprera PYJIH wum.
I1. JTlymymO®1 (MockBa, Poccnst) — mpencenarens opraHu3allMOHHOTO KOMHTETA;
Mlepadu AGnemnpaszus, npodeccop YrmBepcurera KoncrantuHa 3 — Camax
byoununep (Koncrantuna, Ammkup).

Opranuzanueld KoH(EpeHIMH 3aHUMalCs KOJUIEKTUB  Kadeapbl
pPErHOHAJIbHOW HSKOHOMHUKM U Teorpauu HDKOHOMHYECKOTro (akyJibTera,
PYKOBOAMTENSIMA CEKLUHUH BBICTYIHJIM MOJIOJbIC YyUYeHblEe BceX Kadenp
HKOHOMHYECKOTo (hakynbTeTa, HMHCTUTYTa MHPOBOW DKOHOMHMKH M OM3Heca,
arpapHO-TEXHOJIOTUUECKOT0 HMHCTHTYTa,  (umonorudeckoro akynbreTa,
(axynpTeTa TyMaHWTapHBIX M COIMANIBHBIX HayK. B opraHmsamum paboThI
CeKIMii momorany npexacraButenn aApyrux BY3os Poccun (MuCcTHTYT CTpaH
Asmn u Adpuxu MI'Y um. M.B. Jlomonocoa, MITMUMO MUJ] Poccun,
Poccuiickuii sxonomudeckuit yauepcuter um. [.B. Ilnexanosa, Kazanckuit
(ITpuBomkckmi) (demepanbHbI YHUBEPCHTET, banTHHCKWA (emaepabHbIi
yauBepcuteT uM. M. Kanta, ®dunancoslii yausepcutet npu lIpaBurenscTse
P® u np.) u 3apyOexsbix ctpan: Amkupa (Yausepcurer Koncrantuna 3),
Tamkukucrana (TamKukckuii TOCy1apCTBEHHbIN (pHHAHCOBO-9KOHOMHUYECKHIA
yuuBepcurer), Kazaxcrana (Kasaxckuit HallMOHaNbHBIA YHUBEPCUTET UM. aJlb-
®dapadu), Kwuras (MucTUTyT BCceoOmeit uctopum Kutalickoil akagemun
oOmiecTBeHHbIX Hayk), ®panumu (Yeuepcurer [Iukapaum XKioap Beph),
Ynnu (Yausepcurer beprapao O’Xurrunca) u ap..

Kondepenuus axTuBusmpoBana Iporecc OOydeHHs II0 pa3HbIM
HANpaBICHUSAM  HAYYHO-NPAKTHUECKOW  JESATENbHOCTH  CTyAEHTOB H
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aCIHMPAHTOB, MO3BOJIMIIA MPUMEHUTh Ha MPAKTUKE UX YMEHUS M HABBIKH IO
pa3paboTKe MPOEKTOB M KPEaTHBHBIN IMOAX0] K PELICHHIO TOCTABICHHBIX 3a1a4.
BricTynaronue akTHBHO HCHONB30BaIM MYJIbTUMEIUNHBIE CpPEACTBA JUIs
JIEMOHCTpAIH OCHOBHBIX MOJ0KEHUH JOKIIAI0B U TIOKA3aJIM BBICOKHH YPOBEHb
B UX NOATOTOBKE. BONpOCH! BHICTYMAIOIUM U CEPhE3HBIC TUCKYCCUH IO
TEMaTHKE BBICTYIUIEHHMA MOKa3aJd HUHTEPEC YYAaCTHUKOB K JOKJIaaaM.
AKTyanbHOCTh TOAHATHIX TEM, MOCTABIEHHBIX Ha KOH(EPEHIMH, HalIa
OTpaXXCHHE M B CTAThsIX NAHHOTO COOpHMKA. PemakioHHas KOJUIErus Ipu
0TOOpE MaTepralioB I HETO CTapallach COXPAaHUTh aBTOPCKHN MTOJXO0/ ¥ CTHIIb
M3JI0KEHHsI CTaTel Ha PyCCKOM M WHOCTPAHHBIX S3bIKAX, MpHOeTras JIHIIb K
HEOOXOMMBIM KOPPEKTUBAM PEAAKTOPCKOI MPaBKH.

Mgl BBIpakaeM OTPOMHYIO TIPH3HATEIBHOCTh BCEM YYaCTHHKAM
KOH(EepeHINH, HAaIllUM ApY3bsM 1 Kojuteram u3 PY JIH, Poccuu u npyrux crpas,
JKeJlaeM YCIEXOB B JaTbHEHIITNX HAYYHBIX UCCICIOBAHUAX U XKJIEM BCTPEUH HA
CIEIYIONMX KOH(DEPCHITUSIX.

Besi mHbopMmanust o MeXIYHapOIHOW CTY/ACHUECKOH Hay4YHOH
koHpepeHIMu  «MupoBoe xo3siictBo B XXI B.. riobanmzanus H
peruoHaIM3anus» pasmelnieHa Ha caiire http://global-rudn.ru/.
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Section 10. Modern models of international marketing in the
context of transformation of the global economic landscape

Cexuus 10. CoBpeMeHHbIe MO1eJIH MeKIYHAPOIHOT 0
MApPKeTHHIa B YCJIOBHAX TPpaHCcHOPMAIIUH MHUPOBOIO
3KOHOMHUYECKOro Janamagra

NEW INTERNATIONAL MARKETING STRATEGIES FROM
THE PERSPECTIVE OF ECONOMIC GLOBALIZATION

Fang Chenxi,

Student, Rostov National University of Economics
(Rostov, Russia)

13707667297@163.com

Abstract: In the era of economic globalization, international trade has
gradually become an important part of international relations. How to innovate
marketing strategy and win market share has become a difficult problem faced
by the current development of enterprises. This paper analyzes the influence of
economic globalization on the international marketing of enterprises, and puts
forward the strategies of international marketing of enterprises under the
background of economic globalization, so as to help enterprises take the lead in
the fierce international market competition and promote the sustainable
development of enterprises.

Key words: economic globalization, International markets;, Marketing
Strategy

1.Introduction

Economic globalization is the embodiment of the continuous in-depth
development of market economy, but under this background, if enterprises still
use traditional marketing strategies in the development process, they will be at
a disadvantage in the international market competition. However, the marketing
environment is dynamic and changeable, which puts forward higher
requirements for the development of enterprises. Therefore, if enterprises want
to achieve a dominant position in the highly competitive international market,
they must constantly innovate marketing strategies to achieve sustainable
development of enterprises on the basis of economic globalization[1].
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2 The impact of economic globalization on the international
marketing of enterprises.

2.1 Increased competition

In the environment of economic globalization, the markets of different
countries and regions will be occupied by enterprises from different countries
and regions, and some enterprises will push their products or services to other
countries and regions in order to obtain more benefits. The global market has
become a highly international one. Enterprises from various countries and
regions in the world can cooperate in information, technology, products and
services on a global scale, so as to achieve win-win results.

2.2 Changes in marketing methods

With the development of globalization, traditional marketing methods
can no longer meet the needs of enterprises[2]. Enterprises need innovative
marketing methods, such as social media, mobile marketing, etc., to meet the
needs of consumers and improve marketing effectiveness[3].

2.3 Change of marketing mix strategy

First, in terms of customer demand, economic globalization is
accompanied by the economic development of various countries and the
improvement of people's living standards, which has resulted in the upgrading
of consumer demand. Second, in terms of products, driven by modern
technology and the Internet, consumers can see more product styles and types at
a lower cost and in a more convenient way, and form personalized needs in the
continuous selection process. Third, in terms of pricing strategies, pricing
strategies have shifted to consumer demand-oriented, and online product pricing
has become increasingly important. Fourth, in terms of distribution, the
development of economic globalization makes the product marketing channels
of enterprises more integrated.

3 New international marketing strategies for economic
globalization

3.1 Enterprises should change the traditional marketing concept
and establish a new concept of international marketing

Under the background of economic globalization, the developing
environment of enterprises has changed to some extent. Traditional marketing
concepts can no longer provide better development for enterprises. Enterprises
should not only comprehensively learn and master the development dynamics
of the international economic market, but also pay attention to cross-cultural
management and integrate cultural factors organically in the formulation of
long-term strategic planning. When doing business in the international market,
enterprises should pay attention to the history and culture of the country, respect
the culture and folk customs of local enterprises, gradually reduce the economic

14



and cultural differences with partners, and make the company better integrate
into the country.

3.2 Enterprises need to correctly divide the international market
and select the right target market

To carry out marketing activities against the background of economic
globalization, it is necessary to divide this mixed international market, so as to
find the target market of their own products for launch. Only when entering the
international market can the risk be minimized, the long-term goal of enterprise
development be seen, the sustainable development of the enterprise be
maintained, and the higher rate of return of the enterprise and the long-term
interests of the international market can be obtained on the international
economic stage in the later stage.

3.3 Enterprises need to optimize products and services

Selling products and providing services are the main ways to make
money in international marketing. Therefore, for international marketing, the
core strategy is product marketing strategy. On the one hand, enterprises should
base themselves on international innovative product standards, so that products
can better meet international demand standards. On the other hand, enterprises
should innovate product standards based on consumer demand, so as to meet
different consumer needs to the greatest extent. Enterprises should adhere to the
principle of innovation in product innovation, and design according to different
market environments and consumer characteristics. In addition, enterprises
should continue to innovate products and services. Product service level and
service quality are directly related to consumer satisfaction and affect
consumers' desire to shop again. Therefore, we should constantly innovate
service items to improve consumer satisfaction, so as to win more consumers.

3.4 Enterprises need to innovate product marketing channels

In order to maximize profits, enterprises are developing towards flat
development channels. Enterprises should constantly innovate product channel
marketing according to the actual situation. Under the developing trend of
digitization, consumers should make full use of network channels to directly
connect with enterprises, be able to directly understand the needs of consumers,
change some sales links from offline to online, fully develop e-commerce, adopt
advanced technologies, and establish digital distribution channels.

3.5 Enterprises strengthen the assessment of marketing personnel

At present, the most common problem in the international marketing
work of enterprises is the lack of excellent professional international marketing
talents. In this case, enterprises should analyze the basic situation and existing
problems of international marketing, and carry out relevant training, so as to
strengthen the basic professional knowledge and relevant marketing ability of
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international marketing personnel[4].Enterprises can establish and improve the
assessment mechanism, and optimize the structure of marketing personnel.

3.6 Enterprises need to innovate integrated marketing

Under the development mode of economic globalization, enterprises
must pursue innovation to obtain survival and development. Enterprises should
penetrate the concept of innovation into the whole process of production and
operation, and encourage all employees to establish the concept of innovation,
so as to adapt to the general trend of economic globalization development[5].

4 Conclusion

To sum up, there is a relationship of mutual promotion and influence
between economic globalization and international trade. Economic
globalization promotes the development of international trade by promoting
trade liberalization and investment facilitation. The prosperity of international
trade in turn promotes the process of economic globalization. Enterprises should
make full use of the favorable conditions under the background of current
economic globalization, formulate enterprise development strategy and enhance
enterprise competitiveness with a new way of thinking. In addition, employees
of enterprises should also establish a correct sense of competition, and clearly
realize the importance of developing effective international marketing strategies
under the background of economic globalization. Only by continuously
enhancing the strength of enterprises can they adapt to the changes of market
environment and provide more opportunities and guarantees for the
development of enterprises in the international market.
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Abstract: Marketing research is the basis of marketing, it includes an
in-depth study of the external marketing environment of the market and
consumer motivation. Marketing research allows you to link a marketing
strategy with the factors of the marketing environment and the interests of
interested groups. These marketing strategies will allow marketers to discover
who they are marketing and what they want or need in a product with more
advantages. Market leaders and market challengers each require different
strategies to maintain or change the market position than market advocates or
market niches. As markets grow and evolve, there is a constant threat of market
changes that destroy loyalty to customers' brands. This means that companies
often have to look for ways to distinguish products in order to create long-term
customer value. However, competition between companies in the same industry
is increasingly becoming a battle of global strategic moves.

Keywords: ~ Marketing, competitive  marketing  research,
competitiveness, initial information, secondary information, consumer
behavior, analytics.

1.Introduction

One of the key benefits of marketing research is that it helps companies
identify market trends and anticipate changes in customer preferences. By
staying ahead of these trends, businesses can develop innovative products and
services that meet emerging customer needs. This proactive approach not only
enhances a company's competitiveness but also positions it as a market leader.

(1]

2. Methodology and Data

The research methodology is based on basic methods of scientific
cognition, such as analysis, deduction and induction. From the practical methods
used, it is worth highlighting the applicable comparison method.

Marketing is not confined to promoting a product through
advertisement; it involves an endless number of activities that need to be carried
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out by all members of the company. This can involve a change in the product
itself, the changing of its price, finding new methods of distributing the product,
or finding ways to inform consumers about a product. This means that people
engaging in marketing need to do lots of promotion and selling rather than just
focusing on the product itself. This statement is reflected in the results of the
Nielsen study:

Fig.1 “What might attract you to try a new brand?” survey results

Quality

Price

Recommendations from influencers and celebrities
Active online brand advertising

Hype around the brand on social networks

The brand corresponds to my ideological principles
The brand released something innovative

New products released by the brand

Family recommendations

Recommendations from friends

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

@survey of respondents, %

Source: Compiled by the authors based on the results of the Nielsen Study “Portrait of
Consumer Z”. URL: https://nielseniq.com/global/ru/insights/education/2024/novoe-
pokolenie-pokupateley/ [2]

Price and quality are low on the list of factors that can motivate
Generation Z to try a new product. Their choice depends on various factors that
need to be taken into account.

3. Results and Discussion

The core of marketing is the development of consistent, high quality
and value-laden product or service that satisfies the needs and wants of
consumers. An important clause of the definition is that marketing forms a
process. This process is an ongoing and never-ending series of activities, this is
because consumer needs and wants are constantly changing and an adaptation
to changes in the market provides a competitive edge. The second half of the
definition suggests that marketing is a method used to move a product from the
developmental stage right through to the hands of the consumer. [3]
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Tab.1 Competitive Strategy in the Market

1. Companies can be grouped based on their rate of market development
and the resulting market share.

2. Market leaders and market challengers require different strategies to
sustain or change market position.

3. Companies must build and maintain a customer base as markets grow
and continue to change.

4. Companies must look for ways to differentiate their product to create
long-run customer value.

Source: compiled by the authors

Companies can be grouped depending on their rate of market
development and the resulting market share. Sustaining the position in the
market and the rate of market development is an issue that has implications for
the categories of competitive strategy which can be utilized. Market leaders and
market challengers each require different strategies to sustain or change market
position than do market followers or market nichers. At each stage of market
development, companies will be seeking to increase sales, market share, and
profit. It is relevant to all types of companies in all stages of the product life
cycle. [4] Companies must build and maintain a customer base. As markets grow
and continue to change, there will be a consistent threat of market changes
eroding customer brand loyalty. This means that companies will often have to
look for ways to differentiate their product in order to create long-run customer
value. This involves a high level of continuous effort in data gathering on
customer needs and then matching them with product characteristics.
Companies must then respond to changes in the customer environment. On the
whole, the approach that companies take in competing in markets is relevant to
their respective goals. However, rivalry between companies in the same industry
is becoming more and more a battle of global strategic moves. High levels of
technology mean that new market opportunities are becoming more abundant
and more fleeting. The harnessing and exploitation of these opportunities is
becoming a major industry battleground.
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4.Conclusions

In conclusion, marketing research is a powerful tool that enables
companies to ensure their international competitiveness. [5] By gathering and
analyzing data about customers, competitors, and market trends, businesses can
make informed decisions that drive strategic growth and success. From
identifying market trends to developing personalized customer experiences,
marketing research plays a vital role in helping companies thrive in the global
marketplace. Embracing this scientific approach is essential for businesses
looking to gain a competitive edge and establish themselves as leaders in their
respective industries.

REFERENCES

[1] Sheth, J. (2021). New areas of research in marketing strategy,
consumer behavior, and marketing analytics: the future is bright. Journal of
Marketing Theory and Practice, 29(1), 3-12.
https://doi.org/10.1080/10696679.2020.1860679

[2] Education. A new generation of buyers. URL:
https://nielseniq.com/global/ru/insights/education/2024/novoe-pokolenie-
pokupateley/ (Accessed 22 April 2024)

[3] Katsikeas, C., Leonidou, L. & Zeriti, A. (2020), "Revisiting
international marketing strategy in a digital era: Opportunities, challenges, and
research directions", International Marketing Review, Vol. 37 No. 3, pp. 405-
424, https://doi.org/10.1108/IMR-02-2019-0080

[4] Tzempelikos, N. (2022). Some Reflections on the State of Business-
to-Business Marketing Research. Journal of Business-to-Business Marketing,
29(2), 119-130. https://doi.org/10.1080/1051712X.2022.2058542

[5] Hameed, K., Arshed, N. , Yazdani, N. & Munir, M. (2021). On
Globalization and Business Competitiveness: A Panel Data Country
Classification. Studies of Applied Economics. 39. 10.25115/eea.v39i2.3586.

KOMMYHHUKAIIMOHHAS CTPATEI'MSI B MAPKETUHI'E
TEPPUTOPUU

Anéna Heanoea,

Onecsa Hsanuenxo,

Pocmogciuii cocyoapcmeennviil 9KOHOMU4eCKUll YHU8epcumem,
(Pocmog-na-/ony, Poccus)

iem1705@yandex.ru
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umenu Oxmsbpvckot Pegomoyuu 6 copode Pocmos-na-/lony. Onpedeneno
GIUAHUE MAPKEMUH2ad MePpPUMOpUll Ha MypUCMuUYecKyo npuieKameibHOCsb
U IKOHOMUYECKULI POCM 8 YCIOBUSAX COBPEMEHHOU KonKypenyuu. IIposedén
amanus cywjecmeyioujell KOMMYHUKAYUOHHOU cmpame2uu napka no eé
NEMEHMAM. UOCON02UYECKAsL NAAMPOPMA, KOMMYHUKAYUOHHAS NAAMPOPMA,
KpeamugHbulil 610K u uncmpymenmol. Ha ocrhose aumanuza npogedena oyeuka
aghhexmusHoCmuU  UCNONBL30BAHUS  PA3TUYHBIX KAHANO08 KOMMYHUKAYUU U
OCHOBHbLE UHCIPYMEHMbL 83AUMOOEUCMBUS C YeTe8bIMU Ay OUMOPUSIMU.

Knroueevie cnoea: meppumopuaiIbHolil MapKemuHe,
KOMMYHUKAYUOHHAA cmpamecus, NapK Kyabmypbl U 0mobvixd, KAaHalbl
KOMMYHUKAYUT

Beenenne

Pa3Butne KOHKPETHOM TEPPUTOPUH OCHOBBIBAETCS Ha
TEPPUTOPHAITEHOM MapKETHHT€ M OPEHANHTE, YTO HEITOCPEACTBEHHO BIIUSET Ha
TyPUCTHYECKYIO HHIYCTPUIO, TPUBJIECUECHUE JTOTOJIHUTEIbHBIX UHBECTUIIMH U
yBEJIMYCHUE KIMEHTCKOTO MOTOKA JJIsl MECTHOTO MaJloro M CpeJHero OusHeca.
BaxxHO! cocTaBIsIOmE MapKeTHHra TEPPUTOPUIl SBISIETCS MapKETUHT
TOPOJICKHUX ITapKOB, KOTOPBIN MPECTABISET COO0I CTPATErnio NPOJABMKECHUS 1
MO3ULIIMOHMPOBAHUS  ONPEAENEHHOTO TMapka ¢ LEIbl0  IPUBJICYEHUS
IIOCETUTENEH, TYpUCTOB U NHBECTULIUH.

MeToasb! ucciieioBaHUus

C umenbto oueHku dS(GGEKTUBHOCTH TEKYIIEH MapKeTHHIOBOM
KOMMYHHUKAIIMOHHOW CTpaTeruy mapka KyJbTypbl U oTAbIXa UM. OKTSIOpbCKOn
Pepomronmn B 1. PocroB-Ha-JloHy OBUIO MPOBENECHO JECKPHUIITHBHOE
MapKETHHTOBOE HCCJICJIOBAHUSI C TOMOIIBIO HCIOJb30BAaHHUS BTOPUYHOU
nH(pOpMaNMY, pPENyTaluOHHOTO ayJauTa, MOHHUTOPDUHI Meaua W aHallu3
MH()OPMAMOHHOTO TIOJISL.

O030p uTEpPaTYpBI

TeppuropuanbHBIi MapKETHHT TIPEACTABIACT COOOH MapKETHHT,
KOTOPBIM OCYIIECTBIISIETCSI B HHTEPECAaX KOHKPETHOW TEPPUTOPUU M €€
BHYTPEHHHX CYOBEKTOB. Ero mempio sBISIETCS NPUBJICYCHWE BHUMAHUS K
JTAHHOHM TEPPUTOPHH CO CTOPOHBI PA3THYHBIX 3aMHTEPECOBAHHBIX CTOPOH. [4.
Crp. 88]

Pervon mpeBpamaercsi B CYOBEKT COIHATLHO-DKOHOMHUYECKHX
OTHOUIEHHH, CTAHOBUTCS OOBEKTOM KYIUIU-TIPOJaXH. B HEM cocpenoTodeHs!
aKTUBBl HEMATepHUalbHOTO XapakTepa, MPHUOPUTETHBIM HalpaBlICHHEM
pa3BUTHS CTAHOBUTCS KyNbTypa, OTAbIX, BreuyaiieHus. [1. Ctp. 35]

CTouT OTMETHTH, YTO TOPOACKHE MAPKH HE TOJBKO (OPMUPYIOT
TOPOJICKYIO Cpey, HOBBIIIAs YPOBEHb OJIArOCOCTOSHUS M 00JMKa ropoja, HO
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TaKKe SABISIOTCS KYJIBTYPHBIM U COIIMATBLHBIM DJIEMEHTOM KH3HU TOpOXKaH. [3.
Ctp. 91]

KoMMyHUKanimoHHass cTpaTerusi COCTOMT M3 TpEX HampaBleHUI
IJIAaHUPOBAHUS IEHCTBUI: MApPKETUHT'OBOM, KPEaTUBHOM U MeuacTpareruu. To
€CTh M3YYCHUS MOJIOKCHUST KOMIIAHUHU HA PHIHKE M BBIOOPA LIEICBO# ayUTOPHUH,
(OpMYIHPOBAaHUS KJIOYCBOIO COOOIICHHS ¥ pa3padOTKd BHU3yaJIbHBIX
BOIUIONICHAY  OCHOBHOH  HWJOCW  KOMMYHHUKAIlUHM, BbIOOpa  KaHAJOB
KOMMYHUKAIMH ¢ LieneBoi ayauropuei. [2. Crp.23]

[TockonbKy MapKu MPeIoCTaBIAIOT pa3HO00pa3HBIe pa3BIeKaTEIHHBIC
1 aTTPaKIHUOHHBIEC YCIYyTH IS 3 (GEKTUBHOTO TPOIBIKEHISI UM HEOOXOAUMO
pa3pabaTbIBaTh TPAaMOTHYIO MAPKETHHTOBYI0 KOMMYHHKAITMOHHYIO CTPATETHIO.

PesyabTaTthl

B pesynbTare ncciaenoBanusi ObLT MPOBEAEH aHAIU3 CYIIECTBYIOMIECH
MapKCTUHTOBOW KOMMYHHUKAI[HOHHOW CTpaTerud mnapka uM. OKTAOphCKOM
PeBomronuu no €€ KOMIOHEHTaM.

Paccmorpum  maeonoruyeckyro  miardopMmy OpeHpma, KoTopas
BKIIFOYAET IIeNb, MHCCHIO, [ICHHOCTH, TO3WIMOHHPOBAHHE, XapakTep,
TOHATBHOCTh KOMMYHHUKAITHHA.

Lenb KOMMYHUKAIIMOHHOHN CTpaTernd: YKpeIUIeHHEe UMUKa OpeHma
[Mapxa um. OkTs0pBCcKOi PeBomorum.

Muccust 6perna: Co3nanue KOMGOPTHOHN Cpesl s TOCyTa TPaXKAaH.

[TosunnonupoBanue: JlroOumMoe MecTo IS OTAbIXa POCTOBYAH U
rocTeil ropoja

PaccMOTpuM ~ KOMMYHHMKAIIMOHHYIO  IUIATQOPMY,  BKIIFOYAOIIYIO
OTHCaHUE IeJIeBOM aymutopuu, Big Idea, kimroueBoe cooOIieHue.

[eneBast ayIuTOPUS - KHUTEIU TOPOJIa ¥ 007IACTH, BEAYIIHE aKTUBHBIN
00pa3 KU3HU:

1. CeMmeiiHble Mapbpl C JI€TbMH, KOTOpbIE CJIENAT 3a
aKTyaJTbHBIMHI MEPOIIPHATUSIME TOPOJIa U BEIOUPAIOT MECTO JIJIS CBOCTO
Jocyra.

2. Mosnoaéxp, NpeanounTaroast akTUBHBIA OTIBIX

3. [ocerurenm, )xenaromue OTIOXHYTh U HACIAIUTHCS

KpacoTOW NPUPOJIBI.

Tarxke Kak OTHCNBHYIO IEJIEBYI0 ayAWTOPHIO MOXXHO BBIJICIUTH
TYpHCTOB.

KitoueBoe cooOmienue: B nenTpanbHOM mapke KyJbTyphl U OTHABIXa
uM. OKTI0pbcKol PeBosroiny BbI HaliIéTe HE3a0BIBAEMBIN OTIBIX, aTMOC(EPY
MIpa3/HUKA U BCErJa OTIMYHOE HACTPOCHHE.

Cucrema 1eNeBBIX KOMMYHUKAllMOHHBIX  00OpazoB: Cozmanue
«MeTaBcesieHHOMW» mapka B digital-cpene ¢ addexrom morpyxeHus B mapk,
YTOOBI TOTPEOUTENN CMOTJIM OUIYTHTh ceds B HPOCTpaHCTBE KomdopTra U
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TUIIUHBI  TPUPOJBI, TPOTYNIATHCS 10 TPONMHKAM CPEOH  JICPEBbEB,
MO3HAKOMUTBCSI C JKUBOTHBIMH, IMPOKATHTHCS Ha ATTPAKIHUOHAX U IOCETHTh
MEpOIpUsTHS, IMPOBOAMMBIE B TapKe. B KOMMyHHKaIMsAX HOAYEPKUBATH
OCHOBHBIC BHJIBI U OOBEKTHI Mapka M IepeAaBaTh AMOIMHU M OLIYIIEHHUS OT
HOCelIeHH s NTapKa Yepe3 JIMLa FepoeB B Kajipe.

PaccMoTpuM KpeaTHUBHBIH OJI0K, BKIIIOYAIOMINI (PUPMEHHBIN CTHIIb H
o0pa3 OpeHpa.

B ocHOBe (hupMEeHHOTO CTHIIA JIeKaT HECKOJIBKO 0a30BBIX 3JIEMEHTOB:
noroTun, ngera, mpudr. OHM CIyXKaT OTIPABHOW TOYKOW NPH PELICHUH
TMOOBIX 0(OPMHUTENBCKUX 3a1ad. Y mapka uM. OKTa0pbckoit PeBomronmm ecTh
pa3paboTaHHOE TEXHHYIECKOE PYKOBOJCTBO IS PaOOTHI C (PUPMEHHBIM CTHIIEM.
OHO TMO3BOJISIET CIETUTh 33 COOJNIOJICHHEM BBIPAOOTAHHBIX CTAHAAPTOB, C
KOTOPbIMH OyIyT HUMETh JeNO COTPYAHHKH KOMIIAHWH, JU3aliHEephl |
NOJUrpauCTHI.

Jlorotun mapka PeBomorun — cobuparenbHblii 06pa3. OToOpaHbl
camble SIpKHE M Yy3HaBaeMble CHMBOJBI M COOpaHbl B E€AMHBIN 3HaK.
CruiucTuuecky 3HaK Oeper OCHOBBI B (hopMax pa3BHBAIOIIETOCs 3HAMEHU
(cMMBOJI PEBOIIIOIMY, TIEPEMEH, OTKPHITWI, WHHOBALM), a Takke B oOpase
ACCOIMUPYIOLIMMCS C TPOIIOH, MapIIpyTOM MM IpaKOM “aKTHBHOCTH .

OCHOBHBIE 1IBETA:

1. SIpKo-3eneHblid — CUMBOJI )KU3HHU, POCTa, TAPMOHUH,
CIMHEHUS JIOACH W TPHUPOABI, YBEIUYMUBAECT JHEPTUYHOCTD H
00apOCTh.

2. I'padut — sBisirorcst GOHOM IS IPKO-3€JIEHOTO U

MTOBBIIIAET MHTEHCHBHOCThH HAXOISIIETOCs PSIOM LIBETA.

[MpaBuibHBI  TOAOOP WILIIOCTpAlMd  WIpaeT BaKHYIO poOJb B
(OpMUPOBaHUM BU3yaJBbHOrO 00paza mapka. DJIEMEHTHl (UPMEHHOTO CTHIIS
JIOJDKHBI UCTIONB30BATHCS TOJIBKO B COUETAHHUHM C MOJIOKHUTEIBHBIMU 00pazamu
U MOTUBaMH.

3aki04ueHne
Takum o6paszoM, mapk uM. OKTAOpECKOW PeBomioy akTHBHO BEIET
KOMMYHUKAIlHOHHYI0  KaMIIaHWIO,  HWCIONB3yd  pa3NWYHbBIE  KaHAaJbl

KOMMYHUKAIIMN C IIEJIEBBIMU ayauTOpHsIMH. Cpeay OCHOBHBIX HaNpaBICHUN
KOMMYHHUKAIMi OpeHIa MOXKHO BBIIENUTh BEICHHE COIMAJBHBIX CeTed H
OpTraHU3alUI0 event-MepopUsATHIA. OCHOBHBIE HallpaBJICHUS
KOMMYHHUKAIIHOHHON cTpaTeruu mapka uM. OKTa0pbckoil PeBomonnm —
co3faHue olIyIieHus koMmdopra U 0e30IacCHOCTH y HOCETHTENeH, co3qaHue
accoluanuii ¢ MPUATHBIM BPEMAIPENPOBOKICHUEM, MECTOM OT/IbIXa AT BCeH
CEMBH.
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Abstract: This study conducts a marketing analysis of Kyrgyzstan's
foreign trade relations with countries trading in dual-use goods. The main
purpose of the work is to assess the current state of Kyrgyzstan's foreign
economic relations in the context of trade in dual-use goods and identify
possible prospects and risks for the country's economy. Using marketing
analysis methods such as SWOT analysis, competitive environment analysis and
macroeconomic indicators, the study evaluates external factors affecting the
export and import of dual-use goods, as well as identifies key strategies to
strengthen Kyrgyzstan's position in the global market. The results of the study
can be useful both for the Government of Kyrgyzstan in developing foreign trade
policy, and for the country's business community in making decisions about
international business and investments.

Key words: dual-use goods, foreign trade, SWOT analysis, export
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1. Introductions

Dual-use goods - raw materials, materials, equipment, technologies and
scientific and technical information, the provision of services that have a
peaceful purpose, but can be used in the creation of weapons and military
equipment.[1]

The analysis of Kyrgyzstan's foreign trade in dual-use goods requires
an integrated approach that takes into account both economic and political
aspects. Taking into account the current Wassenaar Arrangement (VD) of 1995
and their implications for export control, Kyrgyzstan needs to pay special
attention to clarifying its position on the world market and developing an
effective control system for the movement of sensitive goods and technologies.

When analyzing Kyrgyzstan's foreign trade relations, both the main
trading partners and the potential risks associated with the export of dual-use
goods should be taken into account. Kyrgyzstan should actively participate in
the dialogue with other participants of the Wassenaar Arrangement (VD) and
share information about its practices and principles of governance. With 42
participants in the VD, Kyrgyzstan has the opportunity to expand trade relations
and better control the export of dual-use goods. In order to protect their interests
and promote regional and international security, it is important to actively
participate in discussions and decision-making processes within this multilateral
mechanism.[2]

In accordance with the Law of the Kyrgyz Republic "On Customs
Regulation", compliance with prohibitions and restrictions, including export
control measures, is an important aspect of customs activities. In accordance
with article 8 of the above-mentioned law, goods classified as dual-use must be
transported across the customs border in compliance with export control
measures.[3]

An important step in this direction was the enactment of the Law of the
Kyrgyz Republic "On Export Control" of 2003. This law establishes rules and
procedures for the export of regulated products, including dual-use products.

According to the Law, foreign economic activity, including import,
export and re-export of quarantined products, is subject to mandatory licensing.
Export control is carried out in accordance with the List of State Control, which
includes goods subject to export control.

The Ministry of Economy and Trade of the Kyrgyz Republic is
designated as an export control body, and various ministries - health, natural
resources, defense and ecology - act as experts on various types of controlled
goods. In addition, the "Recommendation on the Internal Export Control
Program in the Kyrgyz Republic" approved by the Ministry provides a basis for
organizing internal control and preventing illegal trade in controlled goods and
technologies.
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According to official foreign trade statistics for 2022, total imports of
goods to Kyrgyzstan increased by 72.6%, and exports to Russia increased by
245%. Russia has become Kyrgyzstan's second largest trading partner after
China, and foreign trade turnover between the two countries has increased
significantly.

Exports of dual-use goods from Kyrgyzstan to Russia increased
significantly in 2022 compared to previous years. There has been a noticeable
increase in exports of electric detonators, radio equipment and telescopic sights.
It is also worth noting the growth in the supply of parts for aircraft and optical
devices.

In addition, it is worth paying attention to the unusually high growth in
exports of electric vehicles and special-purpose equipment, which may indicate
an expansion of production or an increase in demand for these goods.

In addition to dual-use goods, significant growth has also been
observed in exports of consumer electronics and components that can be used
for military purposes. This may indicate changes in the strategy of exporting or
re-exporting these goods.

Comparing the situation in Kyrgyzstan, it can be noted that in 2022,
this strategic partner of Russia also significantly increased the re-export of
integrated circuits to Russia. The amount of exports amounted to 612,800 US
dollars, which is 104 times higher than in 2021. In the first two months of 2023,
the export of integrated circuits from Kyrgyzstan to Russia reached 2.4 million
US dollars, which is 406 times more than in the entire previous year.

If in 2021 the export of integrated circuits from Kyrgyzstan to Russia
amounted to less than 6,000 US dollars, then in 2022 this figure increased 112
times and amounted to 659,000 US dollars. Moreover, in the first seven months
0f 2023, the value of integrated circuit exports exceeded 6.2 million US dollars.
This growth indicates not only the strengthening of technology exports, but also,
possibly, the growing production capacities of Kyrgyzstan.

Meanwhile, imports of electronic integrated circuits have also
increased dramatically: If in 2021 the total volume of imports was less than
500,000 US dollars, then in the first seven months of this year alone it exceeded
10 million US dollars. The increase in the number of countries from which
Kyrgyzstan imports chips, from 20 to 35, including Taiwan, the United States,
Thailand and Sweden, indicates a diversification of supplies and a desire to
purchase high-tech products.
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Tab.1 SWOT analysis of Kyrgyzstan's foreign trade relations with dual-use

goods

Strengths

Weaknesses

1. Strategic location at the
intersection of transport routes
between Europe and Asia.

2. Membership in the EAC and the
CSTO, which provides access to the
market of Russia and other member
countries.

3. Availability of trade agreements
and cooperation with other Central
Asian countries.

1. Limited financial resources for
export development.

2. Insufficient diversity of exported
goods.

3. Lack of high-tech industries and
innovations.

Opportunities

Threats

1. Increasing trade with Russia and
other Central Asian countries within
the framework of trade agreements.
2. Improving the efficiency of
transport infrastructure to increase
export volumes. 3. Development of

1. Economic sanctions against
Russia may restrict exports to this
country. 2. Political instability in the
region may create risks for foreign
trade. 3. Competition from other
countries exporting dual-use goods.

high-tech industries and innovative
projects for export diversification.

2. Results and discussion

This SWOT analysis will help identify key factors affecting
Kyrgyzstan's foreign trade relations with dual-use goods and identify strategies
to strengthen competitive positions and reduce risks. Kyrgyzstan's foreign trade
relations with dual-use goods are characterized by a strategic location at the
intersection of transport routes between Europe and Asia, as well as membership
in the EAEU and the CSTO, which provides access to the market of Russia and
other member countries. However, the country faces limited financial resources
for export development and insufficient diversity of exported goods. Despite
this, opportunities to increase trade with Russia and Central Asian countries, as
well as the development of high-tech industries and innovative projects, can
contribute to export diversification and increase competitiveness in the global
market.

3. Conclusions

In the context of the development of export control in the Kyrgyz
Republic, it is worth noting that the country is facing a number of challenges
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and opportunities in the field of foreign trade, especially with regard to dual-use
goods. The analysis revealed that Kyrgyzstan has the potential to expand its
export operations in this area, in particular by identifying new markets and
strengthening trade partnerships. However, it is also important to take into
account the limitations and risks associated with the current geopolitical
situation, including sanctions and regulatory restrictions that may affect export
volumes and destinations. Thus, the development of effective export control
strategies based on the analysis of market trends and needs is becoming a key
factor for the successful development of Kyrgyzstan's foreign economic activity
in the field of dual-use goods.
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Abstract: This article examines the competitiveness of Vlisco in the
textile industry in the Ghanaian market. Many African countries have a rich
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heritage of traditional textile production, which includes techniques such as
weaving, dyeing and printing. Traditional textiles, such as Kente in Ghana,
Bogolan in Mali, and Kitenge/Ankara in various countries, are of cultural and
historical significance. In this great cultural wealth, Vlisco, presents its
products and distributes fashion fabrics, notably the African wax print style, for
the West and Central African market and African consumers in global
metropolitan cities and Vlisco to this day is counted among the best textile
supplier in Ghana. The authors applied the Porter’s Diamond Model to analyze
the competitiveness advantage Vlisco due to certain factors available to them
over its competitors like Printex. Upon applying the Porter’s Diamond Model,
this study revealed that Vlisco has better advantage over Printex in the areas of
Factor Conditions, Demand Conditions, and Related and Supporting Industries
while Printex outperforms Vlisco in the area of Firm Strategy, Structure and
Rivalry.

Key words: Brand Competitiveness, Ghana Textile Industry, Porter’s
Diamond Model, Factors of Competition.

1. Introduction

Ghana is one of the African countries with the largest textile market,
representing more than 74.4% of the country's consumers. Richard, W. and
Justina, A. O. (2023) stated that Ghana is at a pivotal moment in the
development of its textiles and garment sector. The textile industry in Ghana is
characterized by intense competition. Several local textile companies compete
for customers. The main players in the sector are Vlisco and Printex.

This paper aims to explain why Vlisco outperforms Printex and what
both brands should do further to either maintain or improve its current position
in the market.

2. Methodology (Porter’s Diamond Model) and Data

Porter's Diamond Model or the Porter Diamond Theory of National
Advantage describes a nation's competitive advantage in the international
market. In this model, four attributes are taken into consideration: factor
conditions, demand conditions, related and supporting industries, and firm
strategy, structure, and rivalry. This model provides a framework for
analyzing business strategy and economic analysis; it examines four broad
categories, which allows to do a thorough analysis of the various factors that
influence competitiveness in the textile industry, which is a holistic insight on
the competitive landscape.

In order to design a comparable graph and assess the companies’
competitiveness, we need to standardize the proxies by expressing them in the
same units. To achieve this, we convert the values into percentages. First, we
must determine which value represents optimal competitiveness and assign it a
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reference value of 100%. This benchmark will serve as the basis for calculating
the percentages of the other values. The choice of reference value will vary
depending on the specific proxy in use (monetary values are expressed in USD).
3. Results and Discussions

Table 2 is a result of the research. The proxies were carefully selected to reflect
the competitive advantage in Ghana’s textile industry. Table 3 is a recapitulative
table that further represents the value for each factor of the Porter’s Diamond
Model, which was obtained by calculating for the average of all the percentages
of the proxies obtained within each factor.

Tab. 1: Calculation Methodology

Proxy Vlisco Printex
Revenue (2023) $28.4M $27.3M
The Higher value Reference Data Calculation
represents better
competitiveness
100% 27.3 *100% = 96.
28.4
Average cost of production $1,538 $970
(in thousands)
The Lower value Calculation Reference Data
represents better
competitiveness
970 *100% = 100%
63.1%
1538

Tab. 2: Research Result

Factor Proxy Vlisco Printex
Factor Number of employees 100% 68.5%
Conditions Number of design and 100% 100%
production facilities
Revenue (2023) 100% 96.1%

Mill production capacity per 100% 66.7%
annum (yards)

Demand Label of production 100% 100%
Conditions Number of Brands 100% 25%
Time spent training new 100% 33.3%

designers (months)
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Related & Number of Distributors 100% 60%

Supportive Number of Sales Point 100% 62.5%
Industries Number of Professional 100% 75%
Membership
Firm Strategy, Average Cost of Fabric per 81.8% 100%
Structure and yard
Rivalry Average Employee Salary 100% 74.35%
Average Cost of Production 63.1% 100%
Attrition Rate 53.6% 100%

Tab. 3: Recapitulative Table

Factors Vlisco Printex

Factor Conditions 100% 83%

Demand Conditions 100% 53%

Related and Supportive Industries 100% 66%
Firm Strategy, Structure and Rivalry 74.63% 93.6%

Fig. 1: Graphical Representation of the results

) Firm Strategy,
e V]iSCO Structure and

Rivalry
100

Demand
Conditions

Factor
Conditions

Related and
Supporting
Industries
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4. Graphical Representation

The graphical representation of Porter’s Diamond Model provides
simplistic visualization to allow us compare both companies’ competitiveness
on the given factors.

Figure 1 shows that Vlisco is more competitive than Printex in three
out of four factors. Vlisco’s international presence gives it an advantage over
Printex in building reliable networks of suppliers and distributors. Vlisco has
managed to create four different brands for different customer segments, putting
it ahead of Printex in meeting diverse customer needs. The number of time
Vlisco spends on training its design team is also significant, reflecting the
company’s possible commitment to learning and development. Vlisco however
has some drawbacks in one of the four factors which can be attributed to higher
costs. This is because its manufacturing process, final prints and quality of fabric
is distinctive from Printex’s which seem to be fairly competitive over Vlisco in
this factor.

5. Conclusion
Vlisco is well-positioned to meet demand with its skilled workforce,
extensive network of distributors and sales points across Ghana. However, high
cost seems to be a draw back. To stay competitive, Vliso can:
1. Streamline their processes and eliminate inefficiencies to reduce waste
and cost of production.
2. Negotiate with suppliers, implement just-in-time inventory, and
optimize logistics, to minimize costs.
3. Identify and track costs across their supply value chain and processes
to make informed decisions.
4. Foster a productive work environment and incentivize efficiency.
Printex has outperformed Vlisco in terms of fabric and production
costs. To improve its competitiveness, Printex should:
1. Expand its distribution network
2. Diversify its brand designs
3. Invest in designer training to address its weaknesses.
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In today's global world, the importance of country nuances for
multinational companies and those seeking international expansion cannot be
overemphasized. These differences permeate every facet of a company's
operations, influencing decisions ranging from sourcing materials to marketing
strategies. Therefore, it is imperative to thoroughly analyse the prevailing trends
and identify a few key factors necessary for success in the international arena.

Any organization that wants to succeed in the highly competitive
marketplaces of today — especially those that conduct business internationally —
must be proficient in communication. A company's ability to communicate
effectively through marketing has a role in determining its profitability.
Nonetheless, senior executives in multinational corporations occasionally
overlook the importance of the unseen barriers that cultural variations bring to
marketing communication. Cultural elements are significant because they
operate as imperceptible barriers [2].

Effective cross-cultural communication is one of the core tenets of
successful global marketing. The capacity to cooperate, communicate, and
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market across cultural barriers is critical in today's increasingly linked and
culturally varied environment. Beyond language ability, cross-cultural
communication includes knowledge of cultural conventions, values, beliefs, and
behavioural patterns that influence interactions in various cultural situations.

There is a movement away from globalization in today's highly
globalized society driven by social, economic and political factors, such as the
global financial crisis, climate change, international security and the recent
COVID-19 pandemic and wars, which poses a significant impact on consumer
behaviour, marketing practices and branding strategies [5]. Deglobalization has
an impact on national competitive patterns, international trade and commercial
exchanges, the global economic system, and our perception of the present and
the future of the globe. Therefore, multinational companies should rethink their
global branding and commercial strategies and improve their capacities to
maintain a competitive edge in a world that is becoming less globalized [1].

One of the most vital requirements for success in the global business is
understanding and sensitivity to cultural differences. Marketing strategies that
are not adapted to the cross-cultural environments of the nations, in which a firm
conducts business will be detrimental to brands and business partnerships.
Understanding the significance of cross-cultural communication can improve
the marketing team’s performance in each country and foster customer loyalty.

While cultural variables have an impact on marketing, marketers who
are cognizant of and sensitive to cultural variances may mitigate such effects [3].

Recognizing other cultures entails adjusting marketing strategies to
take into account the values, beliefs, and practices of various countries. It
involves more than just translating the text into languages; it calls for a thorough
comprehension of the subtle cultural differences that affect customer behaviour.
Businesses may boost their chances of success in the global economy, establish
trust, and develop genuine connections with their target audience by adopting
cultural awareness.

Understanding cultural differences enables marketers to find hidden
patterns in consumer behaviour. Every culture has its distinct ways of making
decisions, buying habits, and preferences. Marketers may adjust their
messaging, product offers, and customer experiences to match the cultural
expectations and preferences of their target audience by being aware of these
cultural quirks [4].

Mastering other cultures gives firms a competitive edge in both
domestic and international markets. Businesses may set themselves apart from
rivals by exhibiting cultural awareness and relevance. Brands that are aware of
their cultural values and goals have a higher chance of gaining the attention of
consumers. Given the abundance of alternatives available to customers today,
cultural sensitivity may be a potent weapon for increasing brand loyalty and
propelling corporate expansion [6].



In conclusion, effective cross-cultural communication is essential for
organisations seeking to thrive in today's highly competitive global marketplace.
Cultural differences create barriers that can hinder marketing efforts.
Understanding and sensitivity to cultural differences are critical to successful
global marketing strategies. This as it enables companies to adapt their
approaches to different cultural contexts, increase customer loyalty and achieve
competitive advantage. Companies that are sensitive to cultural differences can
more successfully establish trust, connect with target audiences and exploit
latent patterns of consumer behaviour. Ultimately, this leads to increased brand
loyalty and corporate expansion in both domestic and international markets.
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Double Diamond model. The objective of this analysis is to identify the strengths
and weaknesses of New Balance and provide insights into methods the company
can use to become a more formidable global competitor in the market.

Key words: Double Diamond Model, Brand Competitiveness, Global
Competitiveness

1. Introduction

In this report, we will be using the 4 dimensions of the Double Diamond
Model to analyze the degree of competitiveness between Adidas AG and New
Balance Athletics Inc. - namely, factor conditions, demand conditions, related
and supporting industries, firm strategy, structure and rivalry.

Adidas, a public German multinational corporation, is one of the largest
sportswear manufacturers in the world. The company is known for innovative
designs and high-quality products. Adidas has a strong global presence, and its
competitive advantage lies in brand recognition, innovation, and strong
marketing.

New Balance is a private American footwear and apparel manufacturer
known for its focus on comfort, performance, and quality. New Balance's
competitive advantage lies in its commitment to quality, customer loyalty, and
niche marketing.

With New Balance’s recent double-digit percentage growth in the
sportswear market, the top manufacturers in the industry, mainly Nike and
Adidas, are starting to seriously consider New Balance as a competitor in the
domestic and international sphere. From 2021-2022, Adidas AG’s total revenue
fell by 5% while New Balance saw a 25% increment, enlisting them among the
top 5 sportswear brands for the first time ever.

By examining the unique strengths and weaknesses of Adidas and New
Balance within the framework of the Double Diamond Model, we can offer
valuable insights into their competitive strategies and marketing approaches, as
well as identify areas for improvement.

2. Methodology and Data

To accurately compare the competitiveness of each organization, all 4
factors of the Double Diamond Model will be represented in an aggregated
percentage value. The company with the highest value for each factor is
represented with 100% and the other in percentage proportionate to value it
holds against the larger.

3. Results and Discussions

In the course of this research, several proxies were considered for the
variables of both the domestic and international diamonds. For the domestic
factors, some of the proxies examined were: Global Innovation Index, Research
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and Expenditure as a percentage of GDP, population of the age group, GDP per
capita PPP, market size, educational index, fitness industry of domestic country,
etc. For international factors, some of the proxies considered were: number of
employees worldwide, global revenue (2023), number of global manufacturing
facilities, total number of retail outlets, global Customer Satisfaction Score
(CSAT), percentage of sales through e-commerce, global market share,
marketing and point-of-sale expenses, average price of most popular product,
etc. The data from each of these proxies were compiled for both companies and
an aggregate percentage score for all factors on the domestic and international
level was calculated, as shown in Tab. 1.

Tab. 1 Result of all factors on the domestic and international level

Domestic International
Diamond Variables Adidas New Adidas New
Balance Balance
Factor Conditions 91.8 100 100 49.9
Demand Conditions 51.6 95.86 83.27 75.15
Related and Supporting 11.3 100 99 71.15
Industries
Firm Strategy, Structure and 100 53 70.5 59
Rivalry

Using the results of all factors, Diamonds were created to produce a
visual representation of each company’s performance on both the domestic and
international scale, as shown in Fig 1.

In Fig. 1, New balance has a higher competitiveness on the domestic
level, showing greater percentages in demand, factor conditions, related and
supporting industries. New balance’s only domestic shortcoming appears to be
on the firm strategy, structure and Rivalry front. On the International level,
Adidas has a higher level of competitiveness on all factors compared to New
Balance.
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Fig. 1 Double Diamond construction of Adidas AG and New Balance
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4. Conclusions

For decades, Adidas alongside Nike have been the leaders of the
sportswear market with little to no resistance from the other large companies,
but within the last 4 years Adidas has seen a 12% reduction in total global
revenue due to socio-political issues and miscalculated marketing, New Balance
has begun to capitalize on the opportunity. The analysis above helps us identify
more areas New Balance can work on to position itself as a strong competitor
against Adidas and the other major brands. Below are recommendations
deduced from the analysis:
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e New Balance needs to be less dependent on the North
American market, instead strengthen its presence in the other
continents.

e Partnerships and Collaborations: New Balance should
consider strategic partnerships with athletes, celebrities, and
other brands to increase its visibility and reach new audiences.

e Invest more into marketing: New Balance mainly focuses on
traditional marketing, investments should be made into the
nontraditional modes of marketing to reach more audiences.

e Expansion of factor conditions: Scale of production and
manufacturing locations should be expanded looking to Asia
and South America for cheaper modes of production.
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Abstract: The article expounds the development of live-streaming
TikTok, which has a positive and significant effect on consumer buying interest
in products and helps consumers enhance the consumption experience more
interactively. In this way, more products with guaranteed quality and service
online have more chance to meet more consumers. The more often consumers
participate in live-streaming TikTok from a particular brand, the greater their
interest in buying the products from that brand is. In the meantime, live-
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construct live-streaming system, strengthen the supervision and management of
live-streaming.
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1. Introduction

The trade volume between China and Russia reached $240bn, and is
expected to hit $300bn a year. China has been Russia's top trade partner, and
Russia is China's largest source of oil and electric power imports. China is also
Russia's top source of foreign tourists and the second most popular foreign
destination for Russian tourists. Russia mainly exports energy and mineral
commodities to China, energy commodities relatively close to 85% , China and
Russia are currently 90% of oil and gas exports in both currencies settlement.
China mainly exports all kinds of manufactured goods to Russia,such as
automobile, electronics and processing machinery. With the rapid development
of social networks and mobile apps, live-streaming are becoming more popular.
By comparison, this kinds of online shopping malls, where consumers can shop
anywhere at any time.

The development of live-streaming in China

In China live-streaming appeared in 2016. With hundreds of related
apps being released, mainly provides e-sports, music, food, tourism, Q & A
programs and others. Taobao, tik-tik, Kuaishou and pairings Doddo are among
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the platforms rapidly establishing their own live streaming ecology. Now, live-
streaming with goods has become a new model leading consumption in the face
of expanding domestic demand, which will provide new opportunities for global
enterprises, provide new impetus for world economic recovery.

The development of live-streaming between China and Russia

In 2014, Dmytro Romashko, the Neusoft's most popular anchor, sold
men's clothing and technology products live. In 2019, a Russian Irkutsk girl
named Anastasiia Kanshina, who were studying in China, attracted tens of
thousands of viewers by live-streaming to sell products, such as electronics and
baby toys. In 2020, a live-streaming was held in Shanghai to promote Russian
food products on the Chinese market. It was reported that Russian manufacturers
sold 12.34million RMB($1.8 million) worth of goods in China in just 30 minutes.
There is a famous Chinese saying, wine is afraid of deep alley. So live-streaming
is an efficient and convenient way to recommend goods. In 2022, a young
Russian live-streaming host called viewers “the fan comrade”, which wins the
Chinese netizen. In 2023, Ozon launches a live-streaming on its official APP,
supported by a brand employee and a presenter, which was watched by 30m
people and sold for $1.8 m in less than half an hour. Nowadays there are some
popular live-streaming platform in Russia, like Yandex Live, VK Live,
Periscope Live, Twitch, Ozon.

2. Methodology and Data

A survey of 15 online shops on TikTok platform, in which sales Russian
goods, including preparation of cereal, grain and oil seasoning, alcohol, tonic
nutrition, personal care, dining utensils, bedding, beauty and skin care, home
cloth art, baby products, etc. During these online shops live-streaming,
interactivity is reflected in the communication between the host and consumers.
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Fig. 1. Chart of live-streaming shops
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2.1 Relatively lower price

Compared with the traditional shops, online shops can save rent and
decoration costs. As we all know, product and price are the core of marketing.
According to the survey of 15 shops, nutritional supplements, snack products,
drink, grain oil seasoning, dietary supplement, personal care, fresh, beauty and
skin care are popular for live-streaming. Discount, coupons, freebies, free
logistics (after buying a certain amount of goods) are able to absorb more
customers or fans.

2. 2 Widely spread and more audiences or fans

The traditional offline stores, only can attract local or even the business
circle of customers. But relying on live-streaming platforms, they can attract
more merchants from around the world. Not only is the Internet a great way to
get live-streaming products details out to a wide for minimal cost, but also the
works of selling videos can be brought into notice of a wide audience.

2.3 Real-time share try-on experience

During live-streaming, it is very important to create the selling scene
and edit the stories. Merchants can choose the appropriate location according to
their products, for example, at the origin of the products, at cake stores, at fresh
fruit. In cosmetics or clothes stores, it is necessary to make preparations for
scene layout and lighting settings, the host often tries on one or another
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frequently, share try-on experience in front of the fans, through the unique scene
to attract fans, thus promote the fans with the fastest speed to accept their
products, produce sales conversion.

2.4 Interactive and efficient marketing

Generally, goods, host, room are three critical factors of live-streaming.
“Live-streaming room” can broadcast their own views and suggestions at any
time to improve the consumer experience, where always answer questions about
consumption. Meanwhile, fans participating in official activities, “live-
streaming room” and same-city-position are good ways to increase live-stream
flow, including playing games, interactive questions, encourage “attention”,
even “Mac PK”, exclusive coupons, the next-time notice, and etc.

2.5 Data-Driven Precision

For the e-commerce function, categories that saw the most substantial
increase in vendors were food. According to the survey of 15 shops, we can get
all the data of products, including price, measure, performance, weight,
composition, etc. By the feedback of the customers, we learn more about the
products that we want to buy through others’ experience, about “Good Taste”,
“Will Buy Back”, “Good/ Cheap”, “Express Fast”, “Exquisite Packaging”. We
can also use software to search the lowest price online, find Top-10 popular
products, and so on. It is amazing for customers to get shopping reference as
soon as possible.

3. Rules and standards to live-streaming

There are some problems, such as exaggerated statements, false
marketing, or uneven quality of hosts. Therefore, the governments have issued
laws and regulations related to live-streaming. In January 2019, “the Law on
Electronic Commerce” came into force. In March 2021, “Measures for the
Supervision and Administration of online Transactions ” enacted by the state
administration of market supervision and administration. According to TikTok
Annual Report (On 2023 Life Service Consumer Protection Report), TikTok
Living Services express to protect consumers' rights and interests, center on
optimizing consumers' experiences, focus on strengthening governance,
improve governance capabilities, overall accuracy of commodity information,
true and reliable content, enhance consumer’ trust, high-quality content.
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Table 1. Block diagram of Customers feedback
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4. Survey and suggest to live-streaming

4.1 TikTok customers feedback

Live broadcast should be controlled in its timeline in order to avoid
live-streaming being too long, otherwise the audience will be bored. Live-
streaming products should be well associated with a brand. The audiences like
detailed information. Do not show more than 12 products per hour, each product
with at least 5 minutes to show the audience, explain. Live-streaming products
must be their own, it is best to be interested in the product. During the broadcast,
interact with the audience and answer their questions. So, the questions need to



be thought ahead and the answers also need to be prepared already. A good
product can not do without discounts. Live-streaming products must have
discounts and “live-streaming room” exclusive, the price should be better than
the entire platform similar products minimum price 5%. Product discounts are
best kept up to an hour after the show ends, which can also help to improve
conversion rates. Ensure that there is sufficient stock.

4.2 Suggestion to develop Sino-Russian e-commence

Increasing the penetration of the digital economy

China attaches great importance to the development of the digital
economy. We should seize the great opportunity of enabling the digital economy,
improve the Sino-Russian e-commence trade platform, promote the
development of digital trade, and promote the sustained and healthy
development of Sino-Russian product trade. Chinese and Russian governments
should strengthen the digital technology in the industrial chain of the pilot,
application, product digital traceability.

Optimizing the structure of trade in agricultural products

China and Russia should increase input in scientific research, raise the
level of agricultural productivity, increase the output and quality of agricultural
products and increase their international competitiveness, we should inject new
vitality into the development of agricultural trade.

Strengthening bilateral cooperation mechanisms

The proposal and promotion of the "China-Mongolia-Russia Economic
Corridor" and the "Belt and Road" initiative can greatly facilitate agricultural
trade between the two sides, it helps ease Information asymmetry between the
two countries and, in a sense, reduces the cost of agricultural trade.

Reduction of trade barriers

China and Russia should make use of bilateral agricultural cooperation
mechanisms, improve the smoothness of China's agricultural exports. We should
pay attention to the follow-up and formulation of international standards.

Improve infrastructure construction and cooperation

China and Russia should improve infrastructure construction, such as
transportation between China and Russia, to promote China and Russia's
agricultural trade between the two countries to lay a solid hardware foundation.

Strengthen the training of talents in relevant fields

We should increase the scale of cooperation among universities,
scientific research institutes, to train and absorb high-level compound talents
and provide a vast talent reserve for Sino-Russian trade.

5. Conclusions

Live-streaming e-commerce is becoming mainstream, which broadens
the boundary of people, goods and market in the consumption scene, and
constructs an ecological closed loop with“Host + Platform + MCN (multi-

45



channel network) organization + Merchants + users + supervision”as the main
participants.

In order to optimize the ecology of live-streaming e-commerce, we
should further clarify the responsibilities of hosts, platforms, MCN
organizations, merchants and regulators, and constantly improve the laws,
regulations and standards of direct broadcast e-commerce to protect the rights
and interests of consumers

The fields of Live-streaming e-commerce is continuously expanding.
The key players in the ecosystem, such as platform, MCN institutions, and
regulatory authorities, should work together to protect consumers’ rights and
interests, and optimize the online consumption ecology. This is the rational
choice of the development strategy of cross-border e-commerce between China
and Russia.
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information explosion, enterprises are facing unprecedented challenges and
opportunities. In the face of diversified consumer demand and unpredictable
market environment, enterprises need to use digital technology to break the
traditional thinking, refresh their own marketing concept, in order to cope with
diversified consumer demand and changing market environment, improve brand
influence and market competitiveness. This paper analyzes the challenges faced
by enterprise marketing in the era of digital economy, and puts forward some
new marketing concepts, hoping to bring some reference and reference to the
growth of enterprises.

Key words: digital economy, marketing concept, diversified consumer,
market competitiveness

1. Introduction

Since the Second World War, especially after the end of the Cold War,
the world has ushered in a new wave of economic globalization. Especially since
the beginning of the 21st century, with the rise of emerging economies, the
global economic pattern has undergone drastic changes. [1] As a major external
impact, the COVID-19 and the conflict between Russia and Ukraine have dealt
a heavy blow to the already turbulent economic globalization and the turbulent
global economic pattern. [2] At the same time, the scientific and technological
revolution has not only promoted the great development of social productive
forces, but also opened up the world market, resulting in the continuous decline
of the dominant position of the United States in the economic globalization,
which has replaced the re-globalization characterized by diversification, slow
speed, regionalization and digitalization. The wide application of cloud
computing, big data and artificial intelligence strengthens the connection
between various fields. Enterprises are facing external shocks of new
technologies, and traditional marketing methods are no longer applicable, which
requires enterprises to keep up with the development situation of the world and
change their marketing strategies in time.

2. New challenges of enterprise marketing in the era of digital
economy

2.1 Reduce sales links and change in consumer behavior

With the widespread application of digital technology, online sales
have gradually replaced offline sales, and consumer behavior has changed.
Consumers pay more attention to social consumption experience, and have
higher and higher requirements on the quality, safety and trust of products.
Therefore, enterprises face new challenges in building customer trust,
maintaining customer relationships, and customized personalized products and
services.
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2.2 Expanded sales scope and increased competitive pressure

Traditional sales channels are usually limited by regions, but in today's
rapid development of the digital economy, enterprises can achieve global sales.
Global sales face challenges to transnational regulations and customs.[3] This
undoubtedly increases the difficulty of competition to enterprises.

2.3 Network security issues will increase operating costs

Under the context of economic globalization, the means of payment
have become diversified. Although digital payment means facilitate consumers,
there are also network security risks. Facing the huge consumption data of
consumers, enterprises need to invest more money to protect customer privacy,
which undoubtedly increases the operating costs of enterprises.

3. New marketing strategies

3.1 Break the tradition and update the marketing concept

Under the digital economy, the global commodity -circulation
intensifies the competition among enterprises. The rise of online shopping,
offline sales impact. Enterprises need to change their ideas, accurately position
the market, match consumer demand, and build dynamic marketing. The
following recommendations to help companies use digital technology to achieve
sales targets:

(1) Accurate data analysis and target market positioning

Through digital technology, enterprises can analyze consumer behavior,
predict market trends, understand the size and potential of target markets, timely
adjust their sales strategies, and form personalized market strategies.

(2) Cross-border cooperation and resource sharing

Product market homogenization situation is serious. Enterprises need
to have cross-border cooperation with high-precision enterprises in other fields
to absorb technical resources, innovate products, enhance brand charm, and
consolidate consumer loyalty.

(3) User participation and content generation

Enterprises encourage users to participate in the creation and
interaction, through the videos, comments and sharing released by users, and
enhance user stickiness and word-of-mouth dissemination.

3.2 Keep up with the trends and make good use of social media
platforms

In recent years, the network, social networking way has gradually
emerged. Consumers are happy to get information, express their opinions and
share their feelings on social media platforms. Compared with the traditional
offline method of collecting, interviewing and investigating users' opinions with
a long time and huge workload, the online one-to-one interaction is more
timeliness, which brings huge sales opportunities for enterprises.[4]
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(1) Content marketing

Enterprises can set up their own brand social media accounts, release
industry information, brand stories and discount activities to attract users'
attention and interaction. However, it should be noted that content marketing
should emphasize the brand concept, create a good atmosphere, convey the high-
quality brand image, enhance the product identity, and must avoid low-quality
information interference with users, so as to achieve long-term economic
benefits.

(2) Live broadcast with goods and product display

Companies can create brand broadcast rooms, cooperate with bloggers
who match the brand style, display products through live video broadcast, and
use their influence to promote sales.

3.3 Formulate personalized service plan and cultivate brand soft
power

The promotion of digital technology has lowered the market threshold
and led to the intensification of product homogenization in the market.
Personalization has become the core competitiveness of enterprises to achieve
sustainable development. How to realize the enterprise personalization, there are
the following 2 points can refer to

(1) Personalized recommendation

At present, the personalized recommendation function is the key
technology of network marketing. Enterprises can accurately push users through
Al technology analysis. Users can see content related to their interests and needs,
which can improve their shopping experience.

(2) Personalized customization

For enterprises, enterprises can use user data (age, gender, region,
consumption level) to build detailed user portraits. Through user portraits,
enterprises can group customers according to their characteristics, and regularly
send targeted information (such as time-limited discounts, birthday greetings,
etc.). However, it should be noted that the push interface should be clear and
easy to operate.

4. Conclusions

In the future, with the deepening of the change of the world economic
pattern and the rise of the digital economy, the challenges and opportunities
facing enterprise marketing will continue to increase. Enterprises need to
constantly innovate and transform and upgrade with the help of digital
technology, abandon the traditional inherent thinking, and use an open dynamic
vision to develop marketing strategies, so as to improve their market
competitiveness and brand influence, so as to achieve sustainable development.
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Abstract. The article discusses the problems of the freight
transportation system in the field of digital transformation. It is necessary to
switch to new business models using the principles and tools of digitalization.
The active introduction of modern digital technologies and the exchange of
electronic data in the field of rail freight transportation will be announced in
the domestic market of transport and logistics services. The relevance of the
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1. Introduction

The development of transport logistics is a state task. The Head of State
always notes the special role of the transport and logistics industry in the Kazakh
economy. According to him, this area is important for enhancing regional
cooperation.
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The dynamics of economic development requires a corresponding
evolution of a transport system capable of efficiently servicing logistical needs.
It should be understood that today there are a number of problems in the industry
related to infrastructure development, technology development, information
support, creation of a single information space, further improvement of corridors
for transit cargo flows, organization and development of optimal conditions and
infrastructure for incoming and outgoing cargo flows, followed by local
distribution to final destinations [1].

2. Methodology and Data

Kazakhstan needs to significantly improve the development of logistics
infrastructure and integration, including the development of soft infrastructure.
Digitalization of transport logistics is also important. That is, the introduction of
advanced IT solutions for better data management, the integration of digital
platforms and tools to optimize communication and cooperation between
stakeholders, as well as the development of a single window system for tax and
law enforcement agencies, customs, border control and sanitary control, railway
and customs services.

3. Results and Discussion

Kazakhstan exports 80% of the products produced in the country. And
most of it by rail. Other modes of transport simply complement its capabilities -
both by air, by car, and even by water Digitalization from Networks Energy is
already successfully operating in the freight rail transportation system of
Kazakhstan. In particular, the software product of the ACS company
"Contractual and commercial work" was introduced several years ago in the
national company "KTZ" to optimize the interaction of various services of the
carrier and customers. The asudkr.railways website is now open.kz has 40
thousand users. It automates the client's work with carriers, including not only
KTZ, but also private carriers TTS and Dar Rail. By the way, this year the
company is completing the correspondence of the DKR automated control
System for the latest technologies, which will allow faster upgrading of
functionality according to business requirements. The advantage of rail
transportation is the fact that they are also the cheapest, about three times
cheaper than automobile. But why don't many shippers use the railway? Because
so far, access to the system is limited by burcaucratic obstacles. They can be
eliminated through further digitalization of processes [2,3].

To date, in order to increase the efficiency of transportation activities,
KTZ — Freight Transportation LLP is building its business model, focusing on
methods of using digital tools and modern solutions in automating key
operations with the transition to paperless technologies. This approach allows
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us to achieve timeliness, as well as maximum transparency of the company's
current business operations [4].

Discussing global logistics trends, the experts highlighted integrated
outsourcing (5PL), a service of the highest, 5th level. SPL operators provide a
full range of services for planning, transportation, and warchousing of various
cargoes and goods. The development of providers to the SPL level is a matter of
the near future. According to forecasts, in 20-30 years a single logistics space
operating on the territory of the European Union will be organized. As for the
member countries of the Eurasian Economic Union, the issue of creating
conditions for the formation of digital transport corridors of the EAEU is
currently being worked out. In order to ensure effective and transparent control
by the industry, increased attention is paid to digitalization issues. There are a
number of unresolved problems in this area:

v The traditional search for cargo or carrier on exchanges takes
a lot of time due to the verification of cargo or transport with a driver for
authenticity, and a large number of intermediaries significantly increase costs;

v Significant expenditure of financial resources and time on
collecting signatures for the delivery of goods to the address, accompanied by a
large expenditure of paper on waybills, waybills, lead to large cash gaps;

v The availability of informal cargo transportation outside the
legislative framework in the market attracts many "gray" and foreign transport
companies, displacing law-abiding and local ones [5].

4. Conclusions

The main task of KTZ is to monetize the transit potential of Kazakhstan
by attracting additional customers and cargo. The development of a digital
transport corridor and the expansion of cooperation with international logistics
companies should contribute to solving this problem. The development of the
digital corridor means the creation of an effective system for attracting new
goods, increasing the recognition and accessibility of Kazakhstan's transport
corridors for international customers, and integrating our country into global
logistics chains. This not only concerns transit flows, but will also contribute to
increasing the export opportunities of Kazakhstani companies [6].
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Abstract: Nigeria's recent shift towards sustainable energy policies
presents both challenges and opportunities for small and medium-sized
enterprises (SMEs). This study analyzes the impact of the introduction of
sustainable energy policy on SMEs competitiveness using the ABCD model
(Agility, Benchmarking, Convergence, and Dedication) approach. This research
employs a qualitative case study approach, using Max.ng, a start-up mobility
tech company focused on electric automobiles, mobile delivery, and logistics,
with Jet Motor Company, a Nigerian automobile electric vehicle manufacturer.
This research explores how these businesses are adapting to the new policy
landscape. The findings reveal that agility and dedication are crucial for
navigating the complexities of sustainable energy adoption by both companies.
Benchmarking against international best practices and fostering convergence
between traditional and sustainable business models are also critical for
enhancing competitiveness. This research paper concludes by offering

policymakers and industry stakeholders recommendations to support SMEs in
this transition.
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1. Introduction

Nigeria, Africa's most populous nation, is undergoing a significant
transformation in its energy sector. The increasing awareness of environmental
degradation caused by reliance on fossil fuels and the need for energy security
has prompted the government to introduce sustainable energy policy [1]. These
policies aim to diversify the energy mix, reduce reliance on fossil fuels, and
promote renewable energy sources like solar and wind power.

While these policies are crucial for long-term environmental and
economic sustainability, they also present challenges for small and medium-
sized enterprises (SMEs). SMEs are the backbone of the Nigerian economy,
contributing significantly to job creation and economic growth [2]. However,
their ability to adapt to new regulations and invest in sustainable technologies
can be limited by factors such as resource constraints, lack of awareness, and
limited access to finance [Adebayo et al., 2019].

This paper investigates the introduction of sustainable energy policy on
SME competitiveness in Nigeria. It employs the ABCD model, a framework
developed by Hwy-Chang Moon [3] to analyze business model innovation in
emerging economies. The ABCD model focuses on four key capabilities which
are stated as follows:

Agility: The ability to adapt and respond quickly to changing market
conditions (Hwy-Chang Moon, 2015).

Benchmarking: Continuously learning from and emulating best
practices (Hwy-Chang Moon, 2015).

Convergence: Combining traditional and new business models to
create synergies (Hwy-Chang Moon, 2015).

Dedication: A strong commitment to achieving sustainability goals
(Hwy-Chang Moon, 2015).

The paper utilizes a qualitative case study approach, focusing on two
SMEs: Max.ng, a leading start-up mobility tech company focused on electric
automobiles, mobile delivery, and logistics, and Jet Motor Company, a Nigerian
automobile electric vehicle manufacturer. Through in-depth research and
analysis, we explore how these businesses are adapting to the new policy
landscape and how the ABCD model can be applied to enhance their
competitiveness in a sustainable energy environment.

2. Literature Review

Nigeria's sustainable energy policies present challenges and
opportunities for small and medium-sized businesses (SMBs). This review
examines their impact on SMB competitiveness using the ABCD model (Agility,
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Benchmarking, Convergence, Dedication). We explore existing research on
Nigerian energy policy, the ABCD model, and the unique challenges and
opportunities faced by Nigerian SMBs. A future case study will illustrate the
ABCD model's application.

Existing research on sustainable energy policy in Nigeria

Despite vast oil reserves, a large portion of Nigeria lacks reliable
electricity. The government has implemented policies promoting sustainable
sources like solar and wind power /4]. These include feed-in tariffs, tax breaks
for renewable energy companies, and initiatives to encourage investment. While
aiming to improve energy security and reduce dependence on fossil fuels, these
policies introduce new regulations for businesses. Understanding the specific
policies and their potential impact on SMBs is crucial /5].

ABCD model in business strategy

The ABCD model, developed by [3], provides a framework for
business strategy in a dynamic environment.

The four components are:

Agility (Speed and Precision): The ability of a company to adapt its
operations and strategies quickly and efficiently to changing market conditions.

Benchmarking (Learning and Best Practice): Continuously
comparing a company's performance against industry leaders or sustainable
business practices to identify areas for improvement.

Convergence (Mixing and Synergy-Creation): Combining different
resources and approaches to create innovative solutions that address both
business needs and sustainability goals.

Dedication (Diligence and Goal-Orientation): A company's
unwavering commitment to implementing sustainable practices and achieving
its related goals.

This model can be particularly helpful for small and medium-sized
businesses SMBs navigating the evolving landscape of sustainable energy
policy.

Challenges and Opportunities faced by Nigerian small and
medium-sized businesses (SMBs)

Existing research highlights both challenges and opportunities
associated with sustainable energy policy for Nigerian SMBs. Studies by
Adeniran et al. (2021) and Afolabi (2020)identify access to financing, lack of
awareness about sustainable technologies, and limited technical expertise as key
hurdles. SMBs are the backbone of the Nigerian economy, employing a
significant portion of the workforce and contributing substantially to GDP
[Chidiebere Chibuike, 2023], [This Day Live, 2024]. However, they often lack
the resources and knowledge to readily adapt to new regulations or invest in
sustainable technologies [Elizabeth Olufunmilayo, 2020].
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The Studies by [6] highlight the potential benefits of sustainable energy
adoption for SMEs, including cost savings, improved brand image, and access
to new markets. Reduced energy dependence translates to improved cash flow
and profitability [The National Renewable Energy Laboratory, 2004].
Consumers are increasingly drawn to environmentally conscious businesses
[Nielsen survey report, 2015]. Operationally, renewable energy offers reliable
and independent power, fostering higher productivity [Oni et al., 2018]. The
Nigerian government further incentivizes the transition with tax breaks, low-
interest loans, and grants specifically targeted towards renewable energy
projects undertaken by SMEs. Reduced reliance on fossil fuels offers additional
benefits, such as mitigating risks associated with fluctuating prices. A
commitment to sustainability can even improve employee morale.

While challenges exist, like initial investment costs and access to
financing from studies by the World Economic Forum Report, 2020, point out
the challenges faced by SMEs, and how the renewable energy sector is rapidly
evolving. Costs are decreasing, and a skilled workforce is emerging to address
technical expertise needs. Financial institutions are also developing loan
products specifically tailored to SMEs high upfront costs of renewable energy
technologies and the lack of government support mechanisms. A study
conducted in South Africa [7] found that many SMEs were hesitant to invest in
renewable energy due to the perceived financial risks." Similarly, [8] argue that
government policies in many developing countries do not provide adequate
financial incentives or technical assistance to support SMEs in their transition
to sustainable energy adoption.

However, adopting sustainable energy solutions is a win-win for
Nigerian SMBs. It offers financial benefits, brand image enhancement,
improved operational efficiency, and a chance to contribute to a cleaner
environment. Supportive government initiatives and a growing focus on
sustainability create a favorable environment for this transition. As Nigerian
SMBs recognize these opportunities, they can position themselves for long-term
success in a resource-conscious future

3. Research Methodology

This study employs the ABCD Model [3] and a qualitative case study
approach, utilizing secondary data collected through online research, to
explore the impact of the introduction of sustainable energy policies on SMEs
competitiveness in Nigeria. The case study allows for an in-depth examination
of the experiences of two specific businesses, Max.ng and Jet Motor Company.

This approach is particularly suited for this research as it enables a rich
understanding of the complex factors shaping how SMEs adapt to sustainable
energy policies in Nigeria. The selection of Max.ng and Jet Motor Company as
a case study provides a contrasting view of SME experiences. Max.ng, as a start-
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up mobility tech company focused on electric automobiles, mobile delivery, and
logistics, with Jet Motor Company, a Nigerian automobile electric vehicle
manufacturer was impacted by regulations on vehicle emissions and the need to
adopt energy-efficient practices in their production.

Using all aspects of the ABCD Model while considering both the main
factors and sub factors, below are the cross-sectional analysis between Max.ng
and Jet Motors Company:

Agility (Speed and Precision):

Max.ng: has the speed due to their existing delivery network which
allows for faster adoption of electric motorbikes. Partnering with manufacturers
and strategically placing charging stations can further enhance their precision.

Jet Motors: Shifting to electric SUVs takes more time, but their focus
on ruggedness ensures they're well-suited for Nigeria's terrain.

Benchmarking (Learning and Best Practice):

Max.ng's Both Max.ng's M3 motorbike and Jet Motors' electric SUV
showcase innovation. Benchmarking against established EV companies can
accelerate their progress by learning best practices.

Convergence (Mixing and Synergy Creation):

Max.ng: their bespoke electric motorbikes show potential for future
collaboration, while their current partnership focuses on fundraising.

Jet Motors: Partnering with GIG Logistics exemplifies convergence,
leveraging expertise to create accessible charging stations.

Dedication (Diligence and Goal Orientation):

Max.ng: their electric motorbike pilot program and Yamaha
investment show dedication to exploring sustainable delivery options.

Jet Motors: their focus on research and development of electric SUVs,
coupled with successful fundraising, demonstrates a strong commitment to long-
term sustainability goals.

Overall Analysis: The impact of the introduction of sustainable
energy policies on Max.ng and Jet Motors Company.

This study explores the impact of introducing sustainable energy
policies on two Nigerian companies: Max.ng, a start-up mobility tech company
focused on electric automobiles, mobile delivery, and logistics, with Jet Motor
Company, a Nigerian automobile electric vehicle manufacturer. We utilized the
ABCD Model and a qualitative case study approach to gain in-depth insights.

Key Findings:

Max.ng stands to benefit significantly from the agility it possesses.
Their existing delivery network facilitates faster adoption of electric motorbikes.
Strategic partnerships with manufacturers and well-placed charging stations can
further enhance their precision.

Jet Motors, due to the substantial shift required to produce electric
SUVs, faces a slower adaptation compared to Max.ng. However, their focus on
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ruggedness ensures their electric SUVs are well-suited for the challenging
Nigerian terrain, offering a crucial advantage.

Conclusion:

The introduction of sustainable energy policies has a differential impact
on Max.ng and Jet Motors. While Max.ng's existing infrastructure allows for
faster adaptation of electric vehicles, Jet Motors requires more time due to the
complexities of transitioning to electric SUVs. However, their focus on
ruggedness ensures their vehicles are well-suited for the local terrain.
Benchmarking presents a valuable opportunity for both companies to learn from
established players and accelerate their electric vehicle integration efforts within
the evolving market landscape.
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Abstract: This paper mainly analyzes the enterprise performance
evaluation under the international marketing mode. This paper first introduces
the background of international marketing model, and discusses the marketing
of multi-enterprise performance in international marketing mode from the
perspectives of enterprise strategy and operation. Analyze the influence of
international marketing model on enterprise strategy from three aspects of
product market layout, risk management and brand building, and the influence
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Through the analysis, it is concluded that the international marketing mode has
a significant impact on enterprise performance, and can help enterprises to
establish market advantages, improve operational efficiency and promote
Strategic progress.
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1.Introduction

With the acceleration of globalization, the international marketing
mode of enterprises has become one of the main ways for enterprises to expand
their scale, improve competitiveness and acquire market share. For those
enterprises who want to enter the global market, how to find, understand and
adapt to the needs and management methods of the foreign market is the key to
the success of the international marketing model. Under this premise, this paper
will discuss the impact of international marketing model on enterprise
performance from two aspects of strategy and operation.

2.The influence of international marketing model on enterprise
strategy

Building a set of effective international marketing mode is not only a
sign of the development of globalization, but also needs the support of enterprise
development strategy. On the one hand, the international marketing mode
requires enterprises to have rich industry experience and knowledge, and on the
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other hand, it also needs enterprises to develop a strategy to adapt to the
international marketing mode.

2.1 Product market layout

A good international marketing model needs to develop different
product strategies in different countries and regions. Enterprises need to choose
reasonable product positioning according to the consumer needs and purchasing
power of different markets to ensure that the products can be successfully sold
smoothly in the local market, so as to improve the profitability of enterprises.
For example, Kraft Foods, in order to adapt to different eating habits and cultural
backgrounds in different markets, has launched a variety of different flavors of
Oreo cookies. This market stratification strategy can meet the diversified needs
of consumers, and thus bring the success of the brand.

2.2 Risk management

With the expansion of the scope of international operation, enterprises
need to establish a sound risk management mechanism under the premise of
legal compliance. In the process of international operation, enterprises will
inevitably face different risks such as exchange rate fluctuations, political risks
and cultural differences, and building a perfect risk management system can
make enterprises more comfortable in the handling of risks. For example, when
Baidu tried to enter the overseas market, it encountered the problems of false
search list and invasion of user privacy. Baidu took decisive measures,
responding to the problem to avoid the further expansion of losses and expand
the development opportunities of overseas markets.

2.3 Brand building

Brand is the "stepping stone" of enterprises in international operation.
Having a good brand in overseas market can help enterprises attract more
consumers. Brand building requires multi-level promotion work in the global
market, such as global advertising, public welfare activities, social media
interaction, etc. A foreign company with an outstanding brand reputation can
improve its brand awareness and lead consumers to have more confidence and
recognition of the enterprise. For example, while Coca-Cola is expanding its
overseas markets, it has built a global brand marketing network and launched a
series of brand marketing activities through sports events, music festivals and
other large event opportunities to expand its influence in the global market.

3.The impact of the international marketing model on the
enterprise operation

In addition to describing a complete enterprise development strategy, a
good international operation mode also needs more specific planning and
integration at the operational level. Because in the operation of
internationalization, the enterprise faces different language, culture, legal
system and the huge difference of market environment, and in such a radical
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market competition, a good operation mode can bring enterprises more efficient
process, more automation, speed, thus in multiple ways successfully complete
the market sales and business process.

This paper will analyze the impact of the international marketing model
on the enterprise operation from the following three aspects:

3.1 Overseas market research

In the practice of international marketing model, overseas market
research is a crucial link. For enterprises, accurately understanding the
consumption demand, consumption habits and legal business instructions of
overseas markets is very important for the market expansion of enterprises.
Through the investigation of overseas markets, enterprises can understand the
type, scale, positioning and target groups of competitors, and then lead their own
brand and service to expand to a more high-end class.

3.2 Cost optimization

In the process of international operation, enterprises also need to carry
out a long-term economic strategy in the cost experiment and adjustment period.
How to trend cost advantage, how to identify possible risks, need careful
planning and adjustment. A good operation model needs to increase production
capacity, reduce costs, and provide a more competitive price through technology
and process optimization, so as to ensure the global business revenue of
enterprises. For example, in the process of international operation, Lenovo
Group improved the production efficiency of modules by reducing product
production cost, implementing reasonable modules and flow charts, and other
plans, so that the profit margin of the average wage increased from 20% to 40%.

3.3 Supply chain integration

Supply chain integration is another important chain link in the
establishment of a successful international marketing model. As a whole, the
supply chain is to coordinate the cooperative relationship between enterprises
and suppliers to ensure that the product quality, delivery time and service quality
are effectively guaranteed. The supply chain integration of international
operation mode is more critical, which requires enterprises to launch supply
chain models that meet different demands according to different market
demands and service objects, and ensure the quality and timely delivery of the
final package. At the same time, the supply chain operating around the world
must take into account policies, regulations and local standards in international
operations to ensure that enterprises operate legally and compliant. For example,
in terms of supply chain integration, Apple controls the manufacturing and
transportation links of raw materials, parts and finished products, to ensure the
maximum quality of products.
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4.Conclusions

To sum up, the international marketing model has a significant impact
on enterprise performance, and can help enterprises to establish market
advantages, improve operational efficiency and promote strategic progress.
Only in the process of practice according to their own characteristics to establish
an excellent enterprise structure, planning a set of business model suitable for
global operation, in order to maintain an invincible position in the competitive
international market.
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Abstract: The article reveals the importance of the aspect of cultural
tourism between countries. The author of the article explores prospects for the
development of tourism between Qatar and Russia. The author comes to the
conclusion that the Museum of Islamic Art can serve as a center of attraction
for Russian tourists. Cooperation between Qatar and Russia in the field of
tourism represents a promising direction in strengthening diplomatic and
cultural relations between the two countries. Qatar and Russia are of mutual
interest as tourist destinations for their citizens. By expanding cultural dialogue
on the basis of world-famous museums, such as, for example, the Museum of
Islamic Art, great results can be achieved for international cooperation.
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THE ROLE OF LOCAL CULTURAL TOURISM
IN ATTRACTING TOURISTS TO ALGERIAN CITIES:
THE CITY OF CONSTANTINE AS A MODEL

Lotfi Ali Guechi,

Lecturer professor- UC3 University - Salah Boubnider
(Constantine, Algeria)
Lotfi.aliguechi@univ-constantine3.dz

Abstract: Since the 1990s, cultural tourism has been considered a form
of tourism carried out by groups of people or institutions, driven primarily by a
desire to gain more interest and knowledge about the culture, history, and
heritage of the chosen destination. Constantine, located in northeastern Algeria,
is one of the oldest cities in the Mediterranean basin. Due to its history, unique
cultural and architectural heritage, it was elected as the "Capital of Arab
Culture 2015". This study aims to examine the impacts of cultural tourism on
local development, shed light on the roles of local stakeholders in tourism
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development, and identify their participation in preserving Constantine's
cultural heritage to achieve a developmental model for cultural tourism in
Constantine.

Key words: Cultural tourism, Constantine city, Tourist attraction,
Heritage, Algerian cities.

1. Introduction

Tourism is a vital source of foreign exchange income for many
countries and contributes significantly to the economy by creating jobs and
providing development opportunities. According to the UNWTO report
“UNWTO Tourism Highlights, 2018 Edition”, the number of international
tourists arriving in Europe showed a strong growth rate of 7.3% in 2016, an
increase of 31 million compared to 2015, a total of 566 million. The UNWTO
report in 2019 classifies Algeria as the fourth tourism destination in Africa and
ranked 111th on the international tourism scene with 2.9 million foreign tourists
in 2017 which, despite its clear progress compared to 2014, is still in decline
compared to the numbers recorded in Morocco (15.3 million tourists) and
Tunisia (8.1 million tourists) by the World Economic Forum[1]. The black
decade and possibly the impact of oil on the Algerian economy have contributed
to this decline. The absence of cross-sectoral synergies has left Algeria unable
to meet national demand and attract international tourists.

2. Methodology and Literature Review

This study highlights important aspects of cultural tourism
development in the city of Constantine, a city in eastern Algeria with a unique
architectural and urban heritage that remains largely unknown. Constantine is
the city of creativity in every nook and cranny of sites that go back in time to
present to man and the earth the traditions and customs that form a unique
heritage that distinguishes it from other cities in the world that surround it.
Although tourism does not occupy an important place in the political priorities
of the Algerian state, cultural tourism has never appeared in this city, which is
more than one thousand and five hundred years old despite its cultural and
heritage wealth. We must all be aware that cultural tourism is a positive image
of the city and the country in general and contributes to its local development.
Therefore, this work focuses mainly on the idea of creating a model for the
development of local cultural tourism in Constantine in order to attract public
interest in Constantine and make its cultural heritage and sites different in nature
(scientific, religious, historical, artistic,...etc.) is a tourist destination. [2]

The positive effects of tourism are the main motivation for the
development of tourism in any region, which has been confirmed by several
studies already conducted on the impact of tourism on the attitude of the
population. It also defines the perception of citizens regarding the development
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of cultural tourism in their city and the importance of the participation of all
parties in order to preserve the heritage assets of the city. The occupant can
become the main actor in the development of cultural tourism because it plays a
crucial role in the preservation of cultural heritage and can be the key element
for the promotion of this type of tourism.

3. Results and Discussion

According to the results of the survey, 83% of the respondents
answered yes and believe that the development of cultural tourism contributes
positively to the economy of the city and creates viable and profitable economic
activities for the local population in Constantine. 10% of the total respondents
answered no, justifying their opinions with the lack of professionals and experts
in the sector and the need for proper planning and a lot of resources and
experience to ensure the return. 7% of the total respondents preferred not to
answer this question. The interest of the inhabitants of Constantine in their
heritage origins is reflected in their answers. [3]

In fact, more than half of the respondents (55%) fully agree that the city
of Constantine has all the assets to become an international tourist destination.
55% of the respondents believe that the cultural heritage of Constantine can be
a key element for the promotion of cultural tourism, knowing that (77%) of the
answers were from the population of Constantine. 42% of the respondents are
willing to invest their time (and/or) skills (and/or) money) to increase awareness
of the cultural heritage of Constantine, taking into account that 70% of the
sample were employees and students, indicating that the majority do not have
the means to cover these expenses[4]. The people of Constantine are proud of
their heritage and associated with their identity and traditions, so it is necessary
to involve them in upcoming projects to promote and preserve the local cultural
heritage. When local citizens participate in these projects, they develop a sense
of respect for their city that reflects positively on all members of the community.

The government's past initiatives in addressing tourism challenges in
Constantine failed due to a centralized political approach that overlooked local
participation. Emphasizing the importance of information and communication
technology (ICT) in sustainable tourism growth, there is a call to integrate ICT
in public administration and tourism businesses to enhance information
accessibility and online services[5]. The utilization of ICT for enhancing well-
being in tourism settings is a growing focus. Community involvement and
public-private collaborations are deemed essential for successful tourism
projects. The introduction of tourism education in Constantine's schools is seen
as crucial for fostering a culture of tourism awareness among the younger
population [6]. Encouraging cohesion and community involvement is
highlighted as crucial for the development of cultural tourism in Constantine,
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with a focus on protecting cultural heritage and improving the city's image
through the engagement of various stakeholders and well-trained personnel.

Fig. 1 Local people's perception regarding Development of Cultural Tourism
in Constantine

u Strongly desagree @ Disagree ®@Neutral ®Agree ®strongly agree
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Source: (Special Findings, 2020)

4. Conclusions

In Conclusion, the lack of awareness of cultural tourism among the
population of the region and emphasize the importance of communicating this
concept to demonstrate its positive impact on local development. Tourism
culture is highlighted as a rapidly growing concept that involves the co-
construction of experiences, rooted in traditions of hospitality within the
community. Public-private partnerships are crucial for preserving historical
urban environments and fostering cultural tourism development in the city of
Constantine. The text also touches upon the significance of interactive spaces in
empowering various social groups in tourism development. The historical
significance and potential of Constantine as a tourist destination due to its age,
regional importance, and cultural richness are underscored, with the suggestion
that the city has the capacity to attract a large number of tourists for various
purposes.
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Section 12. Russia and Eastern countries: cooperation
in a changing world order

Cexuus 12. Poccust u ctpansl BocToka: coTpyaHH4ecTBO
B YCJIOBHSIX MEHSIOLLET0CSI MUPONOPSIKA

NMEPCHNEKTUBBI POCCUNCKUX HE®TET'A30BbBIX
KOMITAHUM B JINBUUA

Huxuma benoycos,

cmydenm, [{uniomamuueckas axademus MHUJ[ PD
(Mocxkea, Poccus)

nikital 15205@mail.ru

Annomayusa: Ilenvio Oannou cmamou AGNAEMCSI  UCCACO0BAHUE
AKMYanbHO20 COCMOSHUS HemsaHOU npomvluienHocmu 6 Jlusuu, npobrem
ynpaeieHuss u O6opvOvL 30 KOHMPOAL HAd ompacivro. [Iposodumcs ananusz
OesimenbHOCmuU  3apyOedcHblx He(me2a308blX KOMUAHULL HA Meppumopuu
CMpaHbl, a maxdxce Oendemcsi NpPoSHO3 HA NEPCHeKmugbl pPOCCUUCKUX
9KOHOMONEPamopos 8 KOHmeKcme akmusuzayuu poccutickoti
BHEUIHENOIUMUYECKOl OesimeNbHOCMU HA  KOHMUHeHme nocjie 8mopo2o
cammuma «Poccus-Agppuxar (27-28 wions 2023 2.). Hccaedosanue ocnosarno
HA NpaKmMuuyeckoM aHaauze HAyuHelX pabom, 0030pe Jaumepamypsvl U
U36IeueHUU UHDOPMAYUU O NPAKMULECKOU OesimeIbHOCMU Hehme2a306bix
KOMNAHULl 8 pecuoHe cegepHoll Agpuku. Aeémop npuxooum K 6bl600y 0
Gopmuposanuu 6 Hacmosuee 8pems 3HAYUMENbHO20 NOMEHYUALA PA36UMUs
9KOHOMUUECK020 compyonuuecmaa mexcoy Poccueu u Jlusuetl, 6 uacmuocmu,
6 Heghmezaz0801 ompaciu.

Knrouegvie cnoea: negpmezazosas npoMbIUIEHHOCTb, Y21e6000PO0bL,
9KOHOMUYECKOEe COMPYOHUYECMB0, HedhmaHoe MeCmOpO*COeHUe.

1. Beeaenne

JluBus Bcerma Haxoawiach B (apBaTepe HHTEPECOB POCCHICKON
BHEIITHEH MTOJIMTHKH B peruoHe ceBepHoil Adpuku. CTpaHa 3aHUMaeT BaXKHOE
reoCTPaTErHuecKoe U Fre03KOHOMHYECKOE MOI0KEHHE. | '0cyJapcTBO HAXOIUTCS
B IICHTpaIbHOM YacTu CpeAn3eMHOMOPbS, TEM CaMbIM UIpasi TPAH3UTHYIO POJIb
B 00eCre4YeHNH MUTPALMOHHBIX MPOLIECCOB M3 a)pUKAHCKUX cTpaH B EBpomy.
Cnenyer oTrMeTuTb, 4yTo JIMBUS Tarke SIBISETCS «BOPOTaMW» K CTpaHaM
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Caxens, B IepByI0 ouepenb, k norpanndabiM Hurepy u Uany [2]. st Poccun
HAUOOJIBIINK HWHTEPEC BBI3BIBACT COTPYIHHYCCTBO B Cdepe IHEPreTHKH,
IIOCKOJILKY OCHOBHOM TOBapHOM Ipynimoi Ha skcnopT [yist JIuBuu siBisieTcst kak
pa3 IpOIyKIHs HEPTSIHON MPOMBIILICHHOCTH.

2. Pe3yJabTaThl H AUCKYCCHS

MOXHO KOHCTaTUpOBaTb, YTO MOSBUINCH IE€pPBbIE TNpPH3HAKH
BO300OHOBJICHHSI ~ POCCHHMCKO-TMBUICKOTO  COTpyIHHMYEeCTBa B  oOmactu
HeTera3oBbIX IPOEKTOB.

Poccuiickne xopnopammu (TataedTs, ['a3nmpom) mpucyTcTBOBaiIM B
JIuBum, HO BXOJe OOCBBIX ACUCTBUHA Ha TEPPUTOPHH ITOTO TOCYAAPCTBA OBLIH
BBIHYK/ICHBI BBINTH W3 MPOEKTOB WM MPHUOCTAHOBUTH CBOIO JIESITEIBHOCTb.
Bo3MoxxHOCTH OTE€4eCTBEHHBIX He(TEra3oBBIX KoMmmaHuii B JluBuu OymyT BO
MHOTOM 3aBHCETh OT TOTO, HOJ YbMM HadajoM OyJeT HaBelIeH MOpPSIOK B
ctpane. Teopermuecku, I'aznpom u TaTHEPTH COXpaHAIOT MpaBa Ha KOHIIECCHUH,
BBIIENICHHBIe UM emie B mepuox mnpamienus M. Kamgmapu. Ilpunmmas Bo
BHUMaHKE TOT (akT, yro noObua HepTr B JluBum B 2011-2020 rr. ynana no
ypoBHs1 1950-x TO/I0B, TO €cTh OrpoMHBIE 00BEMBI HE(TH, KOTOPHIE BCE €llIe
HaXOJSITCS B HEJIpax ATl ceBepoadprKaHCKOM CTpaHbl, SIBISIOTCS aKTHBOM JUIS
KPYNHBIX He(TSHBIX HWrpokoB. be3ycioBHO, nMaHHBIA (dakTop SBISETCS
CepbE3HBIM KOHKYPEHTHBIM BBI30BOM JUISL POCCUICKUX KOopropanui [3].

Tem He MeHee, HECMOTPS Ha MMEIOIIME MECTO OBITH TPYIHOCTH B
peanu3aniy 3KOHOMHYECKHX IPOEKTOB, CIIEIyeT OOpaTWTh BHHMAHHE Ha
MIOCTETIEHHOE BOCCTAHOBJICHHE JIByCTOPOHHETO COTpyIHHYECTBA Mexay PP n
JIuBuei.

B nepByto ouepesb, 3TO KacaeTcsi BO3BpallleHHs TOJHO(OPMATHOTO
JUTUTOMAaTHYeCKOro npucyTcTBust Poccun B ctpane — B 2023 roxy Bo300HOBUIIO
paboty IToconbctBo PD B JluBuu B 1. Tpumonu. Taxke HAIUIO aKTUBU3AIMS
poccuiickoif BHEIIHEONUTHYECKON esITeIbHOCTH B PerHoHe B 1ienoM [4]. Tax
B utosie 2023 rona B Cankr-IletepOypre cocrosiicst BTopoii caMMuT «Poccusi-
Adprkay, B paMKax KOTOPOTO MPHUHSUI ydacTue npenacenarens [IpesnaeHTckoro
coBera JluBum Myxammen Anb-MeH(H, BCTPETHUBINHWICS C NPE3UICHTOM
Poccun Brnamumupom Bnaanmuposuuem Ilytusbmv. IleperoBopsl Mexmy
MOJUTHUKAMH CTajM OTHPABHOM TOYKOW B BOIIPOCE BO30OHOBIICHHS PabOTHI
JIBYyCTOPOHHEH  MEXIPAaBUTEIbCTBEHHOH  KOMHCCHH 10  TOPTOBOMY,
9KOHOMHYECKOMY M HAyYHO-TEXHHYECKOMY COTPYAHUYECTBY [5].

B teuenue 2023 roma Poccuio moceTms psiji BHICOKOMOCTaBICHHBIX
JIOJDKHOCTHBIX JiMLl JIuBuu. B TOM 4ucine mo OpuIIalIeHUIO NpeacenaTelis
CoBera @enepanyu Poccun Banentunsl MiBaHoBHBI MaTBHEHKO COCTOSIIACH
BCTpeda ¢ Jieneranueil BepxoBHoro rocynapcTBeHHOro coseta JIMBUU BO IiiaBe
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¢ Myxammenom Takanoi. Ilo uroram neperoBopoB B BEPXHMX IajaTax
MapIaMeHTOB IByX rOCyIapcTB ChOPMHUPOBAHBI KOHTAKTHBIEC TPYHIIBI [6].

VYunteiBas KOH(QPOHTALMIO NPOTUBOOOPCTBYIONMX CTOPOH B JInBuH,
MIEPCIEKTUBBI U YCTIEXH Pean3alii SKOHOMUYECKHX MPOEKTOB HAIPSMYIO OyayT
3aBHCETh OT IOJIMTHYECKOTO M «CHJIOBOTO», BOEGHHOTO KOHTPOJISI OOBEKTOB
HedTera3oBoit HHPPaCTPYKTYpHI B cTpaHe [7]. B 3Toii cBs3m, crexyer oOpaTHTh
oco0oe BHUMaHHE Ha aKTHBU3AIMIO BOCHHO-TEXHHUYECKOTO COTPYIHHUYECTBA
Mexay PO uJluBueil. B teuenune 2023-2024 rr. cocTOAIMCH TPU BCTPEUH
BOEHHBIX JejerauuMi ABYX CTpaH, a Takke neperoBopel Ilpesupenra PO
B. Ilyruna c xomanmyromuMm JIHA X. Xadrtapom B centsope 2023 roma B
Mockse [1].

3. BriBoanl

TakuM 00pa3oM, MOXHO cienaTh BbIBOA, 4To P® Oyner mbITaThes
UCIIOJNIb30BaTh JIMBHIO Kak BO3MOXKHOCTh MPOCIMPOBAHUS CHJIBI B pETHOHE, B
TOM 4YHCle Ha NOAKOHTposibHOW X. Xadrapy TeppuTOpHH, HAa KOTOPOW
HaxojuTcsl OoJblnas 4acTh HedTerazoBod MHGpacTpykTypsl JluBuu. Uro, B
CBOIO ouepe/b, Oy/eT obecrneynBaTh CTAOMIBHOCT M 0€3011aCHOCTh 0OBEKTOB
1 paboTaroIIero nepcoHana B IaHHOM perroHe. Kak ciieicTBre 3TO BBITTOIHHUT
OCHOBHBIE ~ TpeOOBaHMS W  YCIIOBHS, BBIJBHTacMbIE  POCCHHCKHMH
He()Tera3oBbIMM KOMIIAHWSIMM  JUIi  BO30OHOBJICHHS pabOT, TeM caMbIM
OTKPBIBasi «OKHO BO3MOXHOCTEH» ISl OTEYECTBEHHBIX 9KOHOMOIIEPATOPOB.
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COTPYJHHUYECTBO POCCHUHU U PECITYBJIMKU CYJIAH
B TOPTOBO-9KOHOMMWYECKOMN CHEPE:
NNPOBJIEMbBI 1 HEPCIIEKTHUBBI (2011-2023I'T".)

Eeop Unvumn,

FEnena Casuuesa,

PVJIH um. [lampuca Jlymymowur (Mockea, Poccus)
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Annomayusn:  Cmamovs — nOCeswjeHa  U3YYEHUIO  MOP206O-
aKoHOMuyeckux omuowenuti Poccutickot @edepayuu u Pecnyoauxu Cyodan 6
nepuoo 2011-2023 ze. Ilposedena oyenka 9KOHOMUYECKO2O NONONCEHUS 8
Cyoane. Paccmampugaiomcss OCHO6Hble HANPAGNEHUS  83AUMOOECMEUS,
peanusylowuecsi 08YCMOPOHHUE NPOEKMbl;  BbISAGIAIOMCSA  00bEKMUBHBLE
npobembl, Npensmcmayiowue pazeumuio compyOHULecmed.

Knrouesvie cnosa: Poccus, Pecnyonuxa Cyoan, compyOHuuecmeo,
MOp206Jisl, IKOHOMUKA, NPOOIEMbL.

BBenenune

JByCTOpOHHEE B3aMMOBBITOJIHOE COTpyIHUYecTBO Poccun co
cTpaHamMu apabckoro Mmpa, B dacTHOCTH ¢ PecmyOmmkoit CymaH, wrpaet
0co0yl0 pOJb B YCIOBHAX H3MEHSIOIICHCS CHUCTEMBI MEXTyHapOIHBIX
otHomenut. CymaH, Oyay4dn OJHOW W3 OemHEWIMX cTpaH Mupa, obiamaer
pAIOM MPEUMYILNECTB, TAKUX Kak OOJblIas TEPPUTOPHUS,, MHOTOMHJUTHOHHOE
HaceseHHe W Oorarele TpupoaHbie pecypchl. CotpynHudecTtBo ¢ Poccueid,
pacroararomeii KOHKypeHTOCIIOCOOHBIME TEXHOJOTHSIMU B cepax IToO0buu
TIOJIE3HBIX HCKOMAEMBIX, CEIBbCKOTO XO3SHCTBa M MAIIMHOCTPOCHHS, MOXKET
€rocoOCTBOBATh Pa3BUTHIO ATUX oTpacieil B Cynane.

MeToa0J10rus M JaHHBIE

Jns HanrcaHust paOOTHI aBTOP MPHUBIIEK UCCIEIOBAHUSI POCCUHCKUX U
3apyOeKHBIX SKCIEPTOB 3a TMOCICTHHE HECKOJIBKO JET M IOCBSIIEHHEIC
M3YYEHUIO JKOHOMUYECKHUX, TOPTOBBIX aCHEKTOB POCCHICKO-CYIaHCKOTO
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B3aUMOJEUCTBUSL M COLMAIBHO-DKOHOMMYECKOIO IIOJIOKEHUS, a TaKkKe
HHTEPHET-UCTOUHUKN CTATHCTUYECKOHM U MpaBoBoi mMH(popMarmu. B xauectse
METOJI0JIOTMYECKON OCHOBBI HCIOJIB30BATICH TaKUE METOJBI, KaK: aHaIu3, Mo
CHUHTE3, WHIYKLUS, METOJ JKCIEPTHBIX OLCHOK, KOTOPbIE I103BOJIMIU
WCCIIeIOBaTh JaHHBIE MO OOBEKTY HCCIICIOBAHUSI W BBIIBUTH OCHOBHBIC
Ipo0JIeMBI M IEPCTIEKTHBEI TOPTOBO-9KOHOMHYECKHUX OTHOIICHHH.

PesyabTaTsl

Pe3ynpTaThl HCCIEIOBaHUS MOTYT OBITH W3JIOKEHBI B CIEAYIOIIEM
BUJIE!

1. C 2011 r. oskxoHommka PecrmyOmmkm CymaH HaxoguTcs B
NepMaHeHTHOM Kpu3uce. Ero IpHUuMHOI CTalio COKpallieHHe 10X00B Ka3Hbl Ha
60% oT BHemIHEW TOProBIM wu3-3a yTpaTel 75% HeTeroObIBAIOIINX
MoIHOCcTeH, pacnonoxeHHbIX B OxHoM Cymane [3]. CUTyanuio OCIOXKHSIOT
MHOTOUYHUCIICHHBIE OEXEHIbI, BBIHYXKJICHHBIC MOKHJIATh CBOU JKMJIMIIA H3-32
6oeBbIx AeicTBuil B apdype n kondimkra mexny Cesepom u FOrom. ITocne
BoeHHoro nepeBopota B 2021 r. Pecrrybnuka CynaH exXeroaHo Heaonoaydana
$2 mnpn wHOCTpaHHBIX MHBecTHIMA W momolnd. Kpome Toro, B pesynbrare
MECTHBIX HaBOJHEHUH COKpATWIICS YypOXKail CelbCKOXO3SHCTBEHHBIX KYJIBTYD.
VYposenp uHuIIIN BEIpoc ¢ 18,1% B 2011 1. 10 138,8% B 2022 1., BBII Ha
Jylly HACEJICHUs 3a TOT ke neproa cokpatuics ¢ $1982,8 mo $1102,1 [6].

2. ToproBist MeXTy IBYMS CTPaHAMH HE HOCUT CTaOMIIBHBIA XapakTep.
Hexotopsie Topl XapakTepu3yoTcs Kak 60iapmuM 006EMoM Toprosiu (2017,
2018, 2022 rr.), Tak 1 mpakTHUecKu oTcyTcTByomumM (2011—2013, 2015 rr.)
[4]. CtpaHnbl He SBIAIOTCS APYT VI APyTa BeIyLIMMH TOPTOBBIMHU MapTHEPAMU
1 HE TIPOBOJIAT COTJIACOBAHHOMW MOJIMTHKH 110 PA3BUTHIO SKOHOMHUUECKHX CBSI3eH
[2, crp. 58]. IIpu stom Cynan mpezncraBisier coOOW KPYIHBIA PBIHOK JUIS
peanuzalii  POCCUMCKOM  TPOAYKIIMM  CEJIBCKOrO  XO3sicTBa U
MIPOMBIIIICHHOCTH, YTO BHJIHO 110 CTPYKTYpE 3KCIopTa ToBapoB u3 Poccun [4].
Brennenonuruyeckass AeATENBHOCTh PyKOBOACTBa Poccuiickoil denepanuu
HarpaBJieHa Ha oOeclieueHHne CTaOMIBHOCTH B 3TOH CTpaHe AJIsl COXpaHCHHUS
SKOHOMHYECKUX BIOKCHUH W CHIDKEHHS PUCKOB s HuX [ 1, cTp. 13].

3. B Pecrrybimke CymaH HEHCTBYIOT Takhe POCCHHCKHE KOMITAHUH,
kak: «K3 «Pocrcempmam»y u KOHCOpPHUYM «3JE€BaTOPIPOIMAIICTPOI»,
COBMECTHOE poccuiicko-amuparckoe npeanpusitue Emiral Resources Ltd. B
nune pouepHei komnanuu Alliance for Mining, rocyaapcrBennsiii xonauar AO
«Pocreonorust» B JIMIE CBOETrO oOImeparopa 3apyOeKHBIX IPOECKTOB
«3apy0exreonorus», Pocarom, Pycruapo, I'mapocnernmpoekr u Uuatep PAO
[5]. Peamuzamusi uX TPOCKTOB B OOJACTH CEIBCKOTO XO3SHCTBA, JTOOBIUU
MOJIE3HBIX MCKOMAEMbIX M HSHEPreTHKU I03BOJIMT DELINTh CaMble OCTphIC
SKOHOMHYECKHE U COIMAIBbHBIC IIPOOIEMBI B CTpaHE.
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4. VYCKOpEeHHOMY pa3BUTHIO TOPT.-3K. OTHOIICHHWH  MeEIIaloT
MOJTUTHYECKasT HECTaOMIBHOCTh, HU3Kas IUIATEKECIOCOOHOCTh, OTCYTCTBHE
Ha&XHBIX TUIATEKHBIX WHCTPYMEHTOB JJIsl B3aMMOPACYETOB, HEOOXOIMMBIX
JUTSL 9KOHOMHUYECKOH JEesITeIbHOCTH POCCUNCKIX KOMIAHUH M OpraHu3alui 3a
pYOEX)OM B YCIIOBHSX 3aIlaHbIX CAHKIIUH.

BruIBOABI

Pazsutue corpyanmdectBa ¢ Poccuiickoil denepanueid B TOProBo-
SKOHOMHYECKOH cepe MokeT moMoudb Pecmybmuke CynmaH mpeomoneTsh
MOCNIEACTBUSI  DKOHOMHYECKOTO  KPHU3WCA, BBI3BAHHOTO  ITOJUTHYECKON
HECTaOWIBHOCTBIO, HO BMECTE C 3THUM NPEKpAIICHWE BHYTPEHHHUX DPaCTpHi
SIBJISIETCS 00S3aTENbHBIM YCIIOBUEM JUIsl YCICUIHOW peann3allii KPYMHBIX U
JIOJTOCPOYHBIX HHPACTPYKTYPHBIX MPOESKTOB.

CrpanaMm emé NpPEACTOMT PEIIMTh PSA BOIPOCOB, CBS3aHHBIX C
obecrieueHHeM JIESITENbHOCTH POCCUICKUX opraHu3anuii B CyqaHe B yCIOBUSIX
CaHKIMH 3aMaJHbIX cTpaH npoTus PO.
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Abstract: In connection with global economic developments and
challenges, the object of this study is the trade relations between Russia and
China with the purpose of examining the multifaceted nature of trade
interactions between the two big countries. Russia exports mainly natural
resources while China exports finished products and mechanical equipment.
These differences indicate the structural features of the economies of both
countries thereby reflecting the specialization of each country. The relevance of
the research topic lies in the fact that today trade relations between Russia and
China are at a high level and continue to develop. In Russia's foreign trade,
China occupies leading positions in all categories, in terms of imports and
exports. Through analyzing the evolution of trade patterns, this study seeks to
offer insights that can inform policymakers, businesses, and researchers about
the trajectory of a bilateral trade relations between Russia and China from 2008
to 2021.

Key words: trade, economies, dynamics, analysis

1. Introduction

Trade relations between Russia and China play an important role in the
global economy. During the period from 2008 to 2021, there was a significant
development of trade and economic relations between Russia and China, due to
both internal factors of development of the two countries and the external
geopolitical situation. The fundamental database of this article is the Trade Map
[31.

Currently, China is the main strategic partner for the Russian
Federation in the field of trade relations [7]. The economies of the two countries
complement each other and they only strengthen their trade relations every year.
The deepening economic ties between these two nations have not only fostered
mutual growth but have also significantly impacted markets and policies on a
global scale. There is a history of strong trade relations between Russia and
China. The dynamics of exports and imports between Russia and China in 2008-
2021 shows the impact of global economic problems and demonstrates the
development of trade relations depending on these challenges [4].



2. Results and Discussion

Dynamics of the main statistical indicators of foreign trade
between Russia and China from 2008-2021. Trade between Russia and China
is one of the key aspects of economic relations between the two countries. China
has been Russia's main trading partner. A common border, major transport
projects, joint ventures in key sectors, along with various other factors, all serve
as key factors for both existing and potential bilateral undertakings. In the period
from 2008-2021, there was a significant volume of exports and imports from
Russia and China [5].

However, there were significant drops in 2009, 2015, and 2020 (Fig 1),
which reflect global economic changes. The volume of Russian exports to China
in 2009 decreased by 21.18 % compared to 2008 and the volume of Chinese
exports to Russia decreased by 47.05 % compared to 2008. The main reason for
the sharp drop was the global financial crisis of 2008-2009. In 2015, the volume
of Russian exports to China decreased by 27.01%, while the volume of China's
exports to Russia decreased by 35.15%, compared to 2014. This was caused by
the sanctions imposed on Russia in connection with the annexation of Crimea to
Russia. In 2020, the volume of Russian imports from China remained at
approximately the same level compared to 2019. In 2020, China's imports from
Russia decreased by 1.07 times (7.14%), while the volume of Russian exports
to China in 2020 decreased by 1.16 times (15.56%) compared to 2019. The
volume of China's exports to Russia in 2020 remained at approximately the same
level compared to 2019. The main reason for the downfall of numbers was the
COVID-19 pandemic [3].

Fig. 1 Dynamics of import and export of Russia and China from 2008-2021
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Dynamics of the commodity structure of exports and imports of
Russia and China, 2008-2021. In 2008, the largest share of Russia's exports to
China was occupied by mineral fuels, mineral oils, and products of their
distillation. The second place was taken by wood, charcoal, and articles of wood.
The third was fertilizers. This dynamic demonstrates the resource orientation of
Russia's exports to China, since the three leading products are natural resources.

In 2015, the two largest shares of Russia's exports to China were
occupied, as in 2008, by mineral fuels, mineral oils and products of their
distillation and wood, charcoal, and articles of wood. The third were nuclear
reactors, boilers, machinery, and mechanical appliances, parts thereof. Such
dynamics, as in 2008, demonstrates the resource orientation of Russia's exports
to China. The two leading products are natural resources.

In 2021, the largest share of Russia's exports to China was occupied, as
in 2008 and in 2015, by mineral fuels, lubricating oils, and similar materials.
The second place was taken by ores, slag, and ash. The third was wood, charcoal
and articles of wood. This dynamic again demonstrates the resource orientation
of Russia's exports to China. The three leading products are natural resources.

Russia has huge reserves of mineral resources, including oil, gas, coal,
and other fuels. These resources are a key export commodity for Russia, and the
demand for them on the world market, including in China, is constantly growing.
Secondly, China is a major energy consumer and has a high demand for energy
resources to support its rapid economic growth and development. Therefore,
natural resources such as mineral fuels and petroleum products play an
important role in economic cooperation between Russia and China. It is also
worth noting that Russia and China are actively developing cooperation in the
field of energy and infrastructure, which contributes to an increase in the volume
of exports of mineral resources. This shows the interdependence of both
countries.

In 2008, the largest share of China's exports to Russia was occupied by
electronic equipment. The second place was taken by nuclear reactors, boilers,
machinery, and mechanical appliances; parts thereof. The third was articles of
apparel and clothing accessories, knitted or crocheted. In 2015, the largest share
of China's exports to Russia was occupied by nuclear reactors, boilers,
machinery and mechanical appliances, parts thereof. The second place was taken
by electrical equipment. In 2021, the largest share of China's exports to Russia
was taken by nuclear reactors, boilers, machinery and mechanical appliances,
parts thereof. The second place was taken by electrical equipment. The third was
vehicles other than railway or tramway rolling stock, and parts and accessories
thereof [3].

Thus, China has a very positive net export in international trade in
electrical equipment, nuclear reactors, clothing, and vehicles. Thanks to high
productivity, low production costs and a skilled workforce, Chinese companies
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dominate the global market in these industries. Their competitive advantages
also include a wide range of products, high quality products, innovative
technologies, and flexibility in production. This makes China one of the leaders
in the global market and allows it to maintain its position for a long time [6].

3. Conclusion

Today, Russia and China define their bilateral relations as "relations of
comprehensive, equal, trust-based partnership and strategic interaction." When
solving the task of designating a strategy for bilateral partnership, it was
determined that the strategy of mutual economic relations between the Russian
Federation and the People's Republic of China is based on common interests in
the international arena, on friendship and mutual understanding. An analysis of
the main forms of economic cooperation between the two countries showed that
despite the impact of global challenges, the level of bilateral trade is gaining
momentum every year [5].

Currently, China and Russia continue to develop their relations in the
economic sphere, striving to strengthen trade relations. Thanks to this, both
countries can successfully overcome the challenges of the modern world market,
as well as create new opportunities for the development of their economies.
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Annomayusn: B cmamve npedcmasienvl Kiouesble MOMEHMbL
0e108020 0bWeHUs, KOmopble HeoOX00UMO YUUmviéams OJisl YCHEUHO20
s3aumooeiicmeuss ¢ npeonpunumamensmu us Kumas. Aemop onucvlieaem
NO020MOBKY K Nepe206opam, HIOAHCHL 63AUMOOCUCmeUsl, 0cobeHHoCmu
Kumaiickoeo menmanumema. Takoice oceewjaemcsi 6aNCHOCHb CMOJ0B020
ImuKema, npeonazaromcsi RPAKMUYEcKUe CO8enibl NO 6HEUHeMY 8UJY, 00bIYASIM
npueemcmeuss U ydacmuio 8 0OuecmeeHHbIX 0Oeceddax, pa3bICHIIOMCS
MOHKOCMU  OapeHuss Nooapkos. 3HauumenbHoe GHUMAHUE YOelAemcs
COBPEMEHHBIM MEHOSHYUSM 8 KUMAUCKOU KYIbMype U ACREeKMAaM COBPEMEHHO20
busHec-osmukema. JJaHHvlii Mamepuan nojie3eH OUIHECMEHAM, NIAHUPYIOWUM
gecmu O0ena HA KUMAUCKOM pblHKe, d MaKdce cem, KMo UHmepecyemcs
nocewgenuem KHP u usyuenuem KumaticKou Kyibmypsl, MeHmMAaiumema u
ncuxonozuu. AGmMop Ucnoib306ai Memoobl UCCIe008AHUs, MAKUE KAK AHAIU3
JUMepamypul U CPASHUMENbHbLIL 0030D, U NPUHUMATL 60 BHUMAHUE MAMEPUATTbL
KaK U3 OMe4ecmeeHHblX, MAaK U U3 UHOCHPAHHBIX UCHIOYHUKOS.

Knrouegvie cnosa: Kumail, kumatickue napmuépul; 0e1060u Imuxen;
TI'yancu; nepezogopbi.

1. Beegenue

3a mocnenHue necsaTwieThss Kurail ykpenmusi CBOM TO3WIMU Ha
MEXIYHApOAHOW apeHe M B MHPOBOI PKOHOMHKE, TEM CaMbIM CTaB Oojee
TIPUBJIEKATEIBHBIM TOPTOBBIM apTHEpPOM. CerotHst MHOTHE OM3HECMEHBI XOTSIT
BBICTPOWUTh NPOYHBIE M IIEPCHEKTHBHBIC B3aMMOOTHOIICHHS C KHTaHIIAMH.
Onnako, HagaTh paboTy ¢ mpencrasuresiMu Ilogare6ecHOM He Tak MPOCTO.

2. Pe3y1bTaThl U JUCKYCCUS

B xome BeIcTpamBaHHS MPOGECCHOHATBHOTO B3aUMOJCHCTBHA C
KATalIIaMyd HEOOXOUMO YUUTHIBATh CIIEAYIOIINE KOHIETHI:

Konmnent «rnma» apiserca 0a30BBIM U LIEHTPAIBHBIM ITOHITHEM ATUKH
B a3MaTCKOM KyJbTYpE, €ro CoJAepkKaHNue aHAIOTHYHO €BPONEHCKUM MOHATHIM
YECTH, TOCTOMHCTBA U penyTaiy. UToObl COXpaHUTb JIUIIO MTApTHEPA, HE CTOUT
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MOBBIIIATE TOJOC, JACMOHCTPATHBHO KPHUTHKOBATh, OTKPHITO YKAa3biBaTh Ha
OIMMOKK W HEIOYCThI; HEOOXOAUMO OTKA3aThCs OT HEOAHO3HAYHBIX, TPYOBIX
IIYTOK ¥ aHEKAO0TOB [1].

Konnent «['yaHbCH» MO CBOEMY COJCPKAHHIO CXOX C TOHSATHEM
«MEXIIMYHOCTHBIC OTHOIICHUS», KOTOPOC, B KHUTAHCKOM MCHTAJIUTETE B
OTIIMYHE OT EBPOMNCHCKOTO, TAaKKE BKIOYACT B3aWMHBIC 005S3aTCIILCTBA,
MMOMOIIb U TMOIACPKKY. DTOT THII CBS3¢H HE TOJBKO PETYIUPYET pPa3BUTHE
JICIIOBBIX OTHOIIICHHA U B3aMMOJCHCTBISI HA BCEX YPOBHSX, HO H CIIOCOOCTBYET
YCHUIICHHIO JICTIOBBIX CETeH W allbSTHCOB, a TAK)KE YBEIHUYCHHUIO ITyJIa KIINCHTOB.
[Ipr OTCYTCTBHM OCHOBBI ISl TIOCTPOCHUS «TyaHbCH» CTOWT HaWTH
MTOTEHINATBHBIX TOCPETHUKOB, KOTOPBIE YXKE WMEIOT WIH MOTYT ITIOMOYb
YCTaHOBUTH KOHTAKT C JKEeJaeMbIM OM3HEC-TTapTHEPOM [2].

B OusHec-3THKETe OTCYTCTBYET IeHJepHas aCUMMETPHS: B JIEJOBBIX
OTHOIIICHHSIX Ha MEPBbIH MTaH BBIXOIUT JOJDKHOCTE. [Ipu BcTpede y KUTaMIIeB,
KaK ¥ Y €BPOICHIICB, IPUHATHI pyKOmoKaTus. [IepBbIM IPUBETCTBYET TOT, b
JIOJDKHOCTD HUDKE, €CJIM JIOJDKHOCTH DPaBHBI, TO MIIQALIMHA MO BO3pAcCTy.
CoriacHO OOIIEPUHATHIM HOPMaM JIEJIOBOTO ATUKETA, IEPBBIM MPHUBETCTBYET
BXOJSIIUN B KaOMHET BHE 3aBUCHMOCTH OT JMOJDKHOCTH. CeroiHs B JEIOBOM
cpelie cTala MoIyIIsIpHa HoBast (popMa 0OMEHa KOHTAaKTaMH, a8 UMCHHO — 4Yepe3
conpanbHbIe ceTd. llepen HayauoM  YCTaHOBICHHWS  KOHTaKTOB  C
MMOTCHIIMATLHBIMUA TlapTHepaMu U3 IlomHeOecHON 00s3aTeIbHO HEOOXOIUMO
cKadaTh MecceHmkep «Boif cuHBY», 3aBeCTH B HEM AaKKayHT W YMETb HM
MOJIb30BAThCSl: UMEHHO C €ro MOMOINbI0, a HE 4epe3 DJIEKTPOHHYIO MOuTY,
KHTAlCKHEe TMPEANPUHAMATEIN MOAACP)KHUBAIOT KOHTAKT CO  CBOHMH
apTHEpaMu, APy3bsIMH U POJICTBEHHUKaMHU [3].

JlenoBast Oecena — BaKHBIA WHCTPYMEHT pa3peIeHUs JIENOBBIX
MpoOJieM WM BHIPAOOTKHA KOHCTPYKTHBHBIX pelieHUi. OCHOBHBIMH 3TaraMu
JIeNIOBOM Oece/ibl SIBIISIFOTCS: TOJTrOTOBKA K IEPEroBopam, Hadano Oecenpl,
HHPOPMHUPOBAHUE YYaCTHHUKOB, apryMEHTHPOBaHUE BBIJIBUTaEMBIX
TIOJIOKEHHH, 3aBepIIEHHE TIEPErOBOPHOTO nporecca. Knutalisl Beerna cTporo
COOFOIAI0T CYOOpAMHAIIHIO. 3/IECh OYCHB BaXKHBI KOJUICKTHBHAS CINTIOUYCHHOCTD
1 €AUHCTBO MO3UIHi. BecT neperoBopbl ¢ KUTAMCKUMHU KOJUIETAaMH PaBHBIE 110
IOJDKHOCTH U CTAaTycy. PYKOBOIUTENN MEPBBIMH 3aXOIST B IIEPETOBOPHYIO U
BEIYT BCE OOCYXIEHUS TOIBKO C PyKOBOAUTEIIEM IPYToii cTOPOHBL. CIIOPHUTH H
nepeOuBaTh CTapIIero MO JOJKHOCTH H/WIIM BO3PACTy — BEpPX HENPHIHYHSL.
OxoHYaTenbHOE peIlIeHue MPUHUMAaeT TiaBa jeneranuu. HeoOxoanmo
MOMHHTB, YTO CTaTyC W IOJOXKEHHE YeIOBeKa B OOIIECTBE HMEET 3/]eCh
Oosnbmioe 3HaueHue [5].

Eme onHOl OTIHYMTENBHOM OCOOEHHOCTBIO KHTAMIEB SBISETCS TO,
YTO OHU OYCHB JIFOOST TOProBaThbCs. TOpr B OTHOUICHHSX C BOCTOYHBIMH
naptHepamMu HenzOekeH. OHM BechbMa HaONIOIATEFHBI M XOPOIIIO YyBCTBYIOT,
KOTJIa BBl CAMU TOBOPHUTE HETIPABIY WM TOTOBHI HATH Ha YCTYNKH [4].
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B oOmiennu ¢ kuTaiiiaMu CTOUT M30eraTh TaKMX TeM KakK MOJUTHKA,
9KOHOMHUKA, (PUHAHCHI, TEPPUTOPUATIBHBIE CIOpBI, Bonpockl TaiiBaus, Makao,
I'onkonra, Tubera n CUHBIBSH-YHTypCcKOTro aBTOHOMHOT'O paifoHa, COOBITHS Ha
mwiomany TsHpaHbM3HB, cpaBHeHHe Kutas u SlmoHuu, mpaBa uenoBeka,
JIOMalIHee HaCUIINE, KPUTHKA PYKOBOJICTBA U IIPAaBUTENBCTBA, CIUICTHH [6].

ITpu BEIOOpE 1€IT0BOTO MTOIapKa HEOOXOMMO YUHUTHIBAT: KaKyIO LENh
BBI IIepe]] co00H cTaBHTE, KOMY BBI JIJapUTE MOJIAPOK U KaKHe y BaC OTHOIICHHS.
UeM kpymHee chenka, TeM ILEHHEEe MOAAapOK, KOTOPBIM MPENoJHOCUTCS IO
OKOHYaHHH neperoBopos. [Togapku MOTyT OBITh Kak HHAWBHAYaTbHBIMH (TOTAA
pEKOMEHAyeTCA MNPENOAHOCHTL HMX B TOM JK€ MOpSAKE, B KOTOPOM BaMm
MIPEACTAaBISUIM YY9AaCTHUKOB AENETAlly) M U IETI0H rpynmsl (B TaKOM
cly4yae OH Bpyd4aeTcsl TOJIbKO TJIaBe jeneraru) [7].

3. BuiBoabI

CeroJHsIIHUA JICHb CBHJCTCIBCTBYCT O AaKTHBHOM pAa3BHTHU U
YBEIUYCHUM BIUsiHUS KuTas, 4TO HEMHHYEMO W3MCHSET CIOCOOBI JICTIOBOTO
B3aMMOJICHCTBHS, MEPCHUMAsT COBPEMCHHBIC CBPOTEHCKUE OObIYaM U HOPMBI.
OmHaKo clieqyeT OTMETHTh, YTO HECMOTPS Ha BIHMSHHUC 3alaJHOW KYJIBTYPHI,
KITIOYCBEIC TIPUHIIUIIBI IOBEICHUS, YHACTICIOBAHHBIC OT KUTAWCKOTO 00IIeCTBa
1 a3UATCKOU KYJBTYPBI, OCTAIOTCS HEU3MEHHBIMH. DTO 00CTOSTEILCTBO CO3/IACT
YHHUKAIBbHOE OKpY)KeHHE i OOMEHa KyJbTYpHBIM OIBITOM W Pa3BUTHS
JIENOBBIX CBsizeil. [y0OKOe OCO3HAHWE U YBAXKCHHUE K YHUKAIBHBIM YepTam
KHTafCKUX [CJIOBBIX KPYrOB CIOCOOCTBYET YCTAHOBJCHUIO KpEIKUX H
B3aMMOBBITOIHBIX OTHOIICHHM, OCHOBAaHHBIX Ha B3aUMHOM JOBEPUH U
yBakeHHH. J(P(HEKTUBHOEC B3aUMOICHCTBHC MEXKIY MPEACTABUTCISIMH
Pa3IMYHBIX KYJIbTYP CIIOCOOCTBYET PACIIUPCHUIO CBSA3CH U COTPYTHHUYECCTBY,
OTKpBIBasi HOBBIC TMEPCICKTHBBI W BO3MOXHOCTH JUIS TPOIBETAHUS Kak
KOMIIaHWH, TaK U CTPAH B ICJIOM.
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Annomayua: Cmamvs nocesawena yCmaHoIeHUu0o Mecma U poau
T'ocxkopnopayuu «Pocamomy 8 KoHmexcme 9Hep2emu4ecKo2o
compyonuuecmea Poccuu ¢ bruscnesocmounvivu cmpanamu 6 nepuod 2015—
2023 ee. U3yuena ucmopus u OuHaMuKa pazeumusi COmpyoOHU4ecmed Mexicoy
Poccuen u ecmpanamu Bnudcrnezo Bocmoka 6 obracmu amomHou SHep2emuKy ¢
2015 no 2023 200wb1; npoananusuposano yuacmue «Pocamom» 6 peanusayuu
NPOeKmMo8 Nno CMPOUMENbCMEY AMOMHBIX IJeKMPOCMAHYUL 8 CMpaHax
Bnuosrcneco Bocmoka; uzyueno enuanue compyonuuecmea ¢ Kopnopayuei na
IHePeemu1ecKyio Oe30NacHOCHb U IHEPEMUUECKYI0 UHPPACTPYKMYPY CIPAH
Bnusxxcneco  Bocmoka;,  Oana  OyeHKa — 2eONONUMUYECKUX — ACNEKMO8
compyonuvecmea Poccuu co cmpanamu Bnusicnezo Bocmoxa 6 obaacmu
AmoOMHOU dHep2emuxu U ponv Komnanuu «Pocamom» 6 smom xowmexcme.
Buisienenvr  paxmoper  ycnexa u  npensimcmeusi HA - HYmMu - pa3eumus
compyonuuecmea mexcdy Poccuell u cmpanamu Bnusicneeo Bocmoxa 6
obnacmu amomHou 3HepeemuKu ¢ yyacmuem «Pocamomay.

Knioueswie cnosa: Pocamom, amomnas snepeemuxa, ASC, Poccus,
Bruorcnuti Bocmok.
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1. BBegenue

B Teuenue 2015-2023 rr. HaOIIOAANOCH 3HAYUTEIHLHOE YCUJICHHE
B3aumozercTBus Poccun ¢ OJKHEBOCTOYHBIMU CTpaHAMH B 00J1aCTH aTOMHON
SHEPreTHKH, YTO OOYCJIOBJIEHO CTPAaTerMYeCKUM HMHTEPEcCOM OOEHX CTOPOH K
Pa3BHUTHIO JaHHOH OTpaciy. B KOHTEKCTe 3THX U3MEHEHHH 0C000 BaXKHYIO POJIb
urpaer «PocaTom», Bemymias poccuiickas KOpIOpamus B 00JIaCTH aTOMHOW
JHEPreTUKHU, AKTUBHO Y4acTBYIOIIAs B pealu3alii KPYIHBIX MEXKIyHAPOTHBIX
mpoekToB [2]. COTpyIHHYECTBO B OOJACTH aTOMHON SHEPTCTUKHA — BaKHBIH
WHCTPYMEHT BHeITHeW monuThku Poccuiickorr Depepannu, 0coOEeHHO B
OTHOIIIEHHSIX CO cTpaHamu bmmkHero Bocrtoka. Anamms pomm «Pocatom» B
9TOM KOHTEKCTE SIBISCTCS BaYKHBIM aCIEKTOM JUIS TIOHHMMAHHUS OJTOCPOYHBIX
TeH}leHHI/Iﬁ Pa3BUTHA DHEPTETUKH U I'COMOJIUTUICCKUX JTUHAMUK B PETUOHE.

2. MeTo/10J10THSl M TaHHbIE

B nanHOM wmccienoBaHMM OBLI WCIIONIB30BaH HCTOPHOTPa(UUECKHA
METOJl, TO3BOJSIIOIIUA  MPOCIEANTh JUHAMHKY  Pa3BHTHS ~ aTOMHOI'O
corpynHuyectBa Poccun u crpaH OMMKHEBOCTOYHOro permoHa. Takxke, Obul
MIPUMEHEH METO]l HAIlMOHAIBHBIX MHTEPECOB, C MOMOIIHI0 KOTOPOT'O MOKHO
OTIPENIeTNTh KITI0OYEeBhIe HAIlMOHAJIBHBIE HHTEpech Poccuiickoit denepanuu Ha
bmmwxaem Bocroke, KOTOpble CTUMYNMpPYIOT €€ aKTHBHOE BOBJICUCHHE B
COTPYIHHYECTBO C TOCYAApPCTBAMHU JaHHOTO PETHOHA B aTOMHOM cdepe.

3. Pe3yabTaThl U IUCKYCCUS

C 2015 roga MBI IEHCTBUTENIEHO MOXEM OTCIEIUTh POCT MHTEpeca
OJMDKHEBOCTOYHBIX CTPAaH K Pa3BUTHIO aTOMHOH oTpaciu. Takoil mHTEpec
00yCIIOBIIEH OCOOEHHOCTSIMH pETHOHA: KPYITHBIE 3arachl YIIIEBOAOPOJIOB
(66,5%), Ha yeM M cTpOUTCS SKOHOMHUKA cTpaH bimxaero Boctoka [7]; Taxoke
CTOUT YHOMSHYTh cTpemiieHue CaynoBckod ApaBunt U  OOBEAMHCHHBIX
ApaOckux OMUPATOB, KaK JBYX PETHOHAIBHBIX JHICPOB MO WHBECTHIHSIM B
YHCTYH) JHEPTUio, AMBEPCH(DHUIUPOBATH CTPYKTYpy OJKOHOMHKH. Erwurmer,
HNopmarns u Typuus, HaXOIsICh B CIOXHOM 3KOHOMHYECKOM TIOJOKCHUH,
Tak)Ke BBIPA3HUIIN 3aMHTEPECOBAHHOCTH B sAepHON Heprud [ 1,3].

Oneitr  Poccwiickoit ®exepanmni B CTPOUTENBCTBE  ATOMHBIX
ANEKTPOCTAHIINH, a TakkKe Hcronb3yemas koHrenmus «Build-Own-Operatey
JTAIOT CTpaHe KOHKYPEHTHOE IMPEHMYIIECTBO Ha PAMY IPYTHX 3apyOesKHBIX
KOMOaHuii  (KMTAfCKOM, KOPEHWCKOM, SMOHCKOM ©  (paHIly3CKOiH) 110
crpoutensctBy ADC [4]. OnHako HE CTOMT 3a0BIBaTh O TOM, YTO H3-3a
MOMYJISIPU3alliK  aTOMHOM Ccepbl BO3POCIO KOJMYECTBO MPEATIOKEHHH, U
OJIMKHEBOCTOYHBIE CTPaHbl Oy/AyT BHIOMpATh TO MPEUIOKEHUE OT KOMIIAaHHH,
KoTOpoe uM Oojbiie yaosierBopseT [5]. Cpemau eme omgHOro dakTopa
KOHKYPEHIIMH MOXKHO BbIIenuTh ipucyTcTBre CIIIA B pernone, KoTopbie OyayT
CTPEMHUTBCS BEITECHUTH Poccnio pazinnyabiMu ciocobamu. Taxoke He HCKITIOYEeH
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PHUCK OaHKPOTCTBA CTPaH, B KOTOPBIX KPU3UCHOE MOJIOKEHHE: aTOMHAsI 0TPacib
— noporas [6].

4. BuiBoabl

Hecmotps Ha monuTHUeckoe NaBleHUE U caHKIMH, ['ocynapcTBeHHas
kopnopanust «PocaToM» ycHeHmIHO CHpaBiIe€TCS € KOMIUIEKCHBIMH H
HECTaHJAPTHBIMM 3aJadyaMH, MOCTaBJICHHBIMHU Iepe] Hel rocyaapcrsoMm. B
pe3yiapTaTte ee JCATEIbHOCTH YKPEIISETCS TEXHOJIOTMYECKUN CyBEpEHHTET
Poccuiickoit ®epepanuu, a COTPYOHUYECTBO M CO3AAHHUE IIPOEKTOB CO
ctpanamu bimmxaero BocToka mpeBparmaioTcs B HHCTPYMEHT TOJUTHYECKOTO
BiusiHuS P® B 3TOM peruvone.

ATOMHBIE  TIDOEKTBI  TaKkKe  CHOCOOCTBYIOT  0OOECIEeUeHHIO
SHEpPreTHYecKo Oe30MacHOCTHM B  PErHOHE, OJHOBPEMEHHO peau3ys
HaITMOHAJIbHBIC HHTEPECHI Poccun. HCCMOTpﬂ Ha TOJINTUYCCKY IO
HecTaOuibHOCTh Ha bmkHeM Bocrtoke, crpaTterus pasBUTHS U PAaCUIMPEHUS
coTpyauuuectBa «PocaToM» coO CTpaHaMM pEerMOHa OCTaeTcs THOKOHM, 4YTo
no3Bojisier Koprnopauuu ycmemHo amanTHpoBaThCs K HEpeMeHaM H|
pooKaTh 3G ekTHBHO HYHKIIMOHUPOBATH B JAHHOM PETHOHE.
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Abstract: The study explores the International North-South Transport
Corridor (INSTC) as a countermeasure to Western sanctions and highlights its
significance as a political tool advocating for a multipolar world order. It uses
a comprehensive analytical approach, including case studies and geopolitical
analysis, to examine the INSTC's potential to circumvent geopolitical hurdles
and offer an alternative to traditional Western-dominated trade routes.
Challenges such as political risks, economic competition, and infrastructural
disparities are analyzed, emphasizing the need for policy reforms, infrastructure
modernization, and international cooperation. Comparatively, the INSTC's
unique geopolitical and economic advantages, such as facilitating trade for
sanctioned countries and fostering regional integration, are highlighted. The
study concludes that the INSTC transcends its economic utility and serves as a
pivotal political instrument for reconfiguring regional power dynamics and
promoting a more balanced global power structure.

Keywords: International North-South Transport Corridor (INSTC),
Western sanctions, Multipolar world order, Geopolitical analysis, Regional
integration

Introduction

Western sanctions, primarily economic, often influence countries'
domestic and foreign policies, prompting them to seek alternative routes for
economic stability and sovereignty. The International North-South Transport
Corridor (INSTC) emerged as a beacon of strategic autonomy and political
resilience, reviving the ancient Silk Road legacy and bypassing Western-
dominated routes like the Suez Canal. This study uses comprehensive analytical
approach, and quantitative methodologies to analyze the INSTC's political
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foundations, employing case studies and geopolitical analysis to uncover its
significance as a counterweight to Western sanctions [1].

The INSTC is a strategic political tool that aims to reshape regional
power dynamics and promote a multipolar world. It offers sanctioned countries
a way to bypass economic restrictions and assert their global agency. The
corridor is not just a route for goods but also a channel for political solidarity
and resistance to unilateral sanctions. The article explores the INSTC's
development, challenges, opportunities, and role in international diplomacy and
trade.

Challenges and Opportunities

The INSTC, despite facing political risks, competition, and logistical
barriers, offers significant opportunities for trade enhancement, regional
connectivity, and infrastructure development, highlighting its potential as a
transformative economic resource. Political risks span a range of issues from
geopolitical tensions and conflicts to sanctions and political instability in the
corridor-running countries. These risks could significantly impact the corridor's
operational capabilities, causing trade disruptions and increasing costs. For
instance, geopolitical instability could lead to the closure of key passes or
necessitate rerouting of goods, significantly affecting transit times and reliability
[2].

Economic competition from regional transport projects like BRI and
CPEC complicates regional connectivity and trade flows. The INSTC, an
alternative route, faces political volatility, geopolitical conflicts, and internal
disruptions, threatening operational stability and logistical costs. Furthermore,
the shadow of economic competition looms large, with the INSTC paving its
way in a competitive arena defined by logistical superiority and geopolitical
influence. Strategic positioning of the INSTC, offering an alternative route that
circumvents traditional bottlenecks, underscores its potential to recalibrate
geopolitical and economic landscapes. This rivalry necessitates comprehensive
investments in infrastructure and policy innovations to maintain the corridor's
relevance and attractiveness to participating countries. The World Bank is
investing $300 million in border-related operations to improve logistical
performance and infrastructure quality along major trade routes, addressing
'Gaps in Infrastructure and Technology' within the INSTC [3].

Comparative Analysis

Comparing the International North-South Transport Corridor (INSTC)
with other significant projects such as the China-Pakistan Economic Corridor
(CPEC) and the Belt and Road Initiative (BRI) highlights its unique advantages
and challenges. While CPEC and BRI bring benefits such as infrastructure
development and economic growth, they also come with dependencies and
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issues related to sovereignty, environmental impact, and geopolitical tensions.
In contrast, the INSTC promotes multipolarity and offers a more balanced
approach to international trade and cooperation, reducing dependence on any
single global power [4].

The INSTC's focus on facilitating trade for sanctioned countries and its
potential to inspire a shift to a more multipolar world order underlines its
political significance. Unlike BRI and CPEC, which are largely subject to
China's strategic interests, the INSTC represents collaborative efforts that could
serve as a model for new forms of international cooperation, offering an
alternative narrative to the prevailing global order. This analysis, although brief,
suggests broader implications of the INSTC for global politics, offering an
innovative perspective on international relations and trade dynamics.

Role of the INSTC in Countering Sanctions

The International North-South Transport Corridor (INSTC) not only
functions as a channel for trade and connectivity but also as a strategic
countermeasure to geopolitical barriers faced by countries like Iran, Russia, and
India. This initiative signifies a strategic pivot away from Western-centric trade
routes and alliances, offering an alternative that undermines the dominance of
Western geopolitical strategies. Thus, the INSTC stands as a testament to the
viability of a multipolar world order, advocating for principles of sovereignty,
cooperation, and economic interdependence beyond the traditional Western
sphere of influence [5]. The International Strategic Strategic Corridor (INSTC)
connects countries under sanctions, demonstrating their resilience in bypassing
Western powers' restrictive measures. It symbolizes a fair global economic
system, where strategic alliances weaken unilateral sanctions. The corridor
facilitates regional integration, economic diversity, and trade, promoting socio-
economic upliftment and cultural exchange. It serves as a tangible embodiment
of this pursuit [6].

In essence, the INSTC symbolizes a broader struggle to rebalance the
global order, challenging narratives of economic isolation and sanction-based
diplomacy. It acts as a clear call for nations to explore cooperative development
models that respect national sovereignty while promoting economic
interdependence. Thus, the INSTC is not merely a trade corridor; it is a beacon
of hope for a more inclusive and balanced world, where economic cooperation
paves the way for a new era of global relations. Through its existence and
ongoing expansion, the INSTC demonstrates how strategic foresight combined
with collaborative efforts can forge paths overcoming political impasses,
heralding a new chapter.

Conclusion

The International North-South Transport Corridor (INSTC) stands as a
powerful response to the challenges posed by Western sanctions, threading
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through the geopolitical landscape with resilience and strategic foresight. It is
analyzed not just as a physical channel for goods but as a profound political
statement against unilateral sanctions, representing a move towards a multipolar
world order. By providing an alternative trade route, the INSTC not only
facilitates economic interdependence among countries like Iran, Russia, and
India, but also symbolizes their collective resistance to Western pressure.

This article reveals the multifaceted challenges and opportunities
presented by the INSTC, from political risks and economic competition to
infrastructural and regulatory hurdles. It underscores the corridor's key role in
transforming regional connectivity and trade flows, offering a strategic
alternative to traditional routes dominated by Western interests. Moreover, a
comparative analysis with projects such as the Belt and Road Initiative (BRI)
and the China-Pakistan Economic Corridor (CPEC) highlights the unique
position of the INSTC in the global geopolitical arena, emphasizing its
contribution to a more balanced global power structure. The INSTC transcends
its economic utility, embodying a significant political tool that not only serves
as a lifeline for sanctioned countries but also as a beacon encouraging other
nations to embrace a multipolar world vision.
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Annomauyun: B 0annotl pabome paccmampusaemcs mpexcmopoHHee
compyonuuecmeo Poccuu, Anonuu u FOxcnoui Kopeu 8 ycnosusax 2no06anibHbix
usmenenui. Llenvio ucciedosanus A6a1Aemcsa anaius NOMeHyuand u nepcneKkmus
83aUMO0eUCBUSI MPEX CIMPAH 8 IKOHOMUYECKOU, NOAUMUYECKOU U KYIbMYPHOU
cepax.  [na  Odocmudicenus Mo yeau  UCNOTb30BAHbL  MeEMOObl
CPAGHUMENbHO20 ~ AHANU3A,  IKCHEPMHbIX — UHMEpPEblo U aHaAIu3a
cmamucmuyeckux OauHvix. Pe3yrsmamol noxaswigaiom, umo compyoHu4ecmso
Modcem  cnocoOCmB08aAMy  YKPENIeHulo  pecUoHANbHOU  0e30nacHocmu,
PA36UMUI0  MEXHONO02ULL U YAVHUEHUWIO MOP20sblx omHouwenul. Bulgoowi
noOYepKUBarOm HeoOX0OUMOCMb  CO30aHUSL  IPPEKMUBHBIX MEXAHUZMOB
83AUMOOCUCMBUSL, BKIIOUASL COBMECHMbIE UHUYUAMUBLL 8 00NIACU IKOIOUU,
Hayku u obpasosanus. Taxoce ommeuaemcs 6adCHOCMb yuema HayuOHAIbHbIX
UHMEPeCo8 KAXNCOOU CMpanbl 015l OOCMUICEH U YCIMOUYUBO20 NAPMHEPCMEA 6
VCNIOGUAX — UBMEHAIOWe20Cs, — MUupogozo  nopsoka.  Takum — obpazom,
MpexcmoponHee COmMpYOHUYeCmeo umeem Hnomenyuan O HO3UMUEHO20
GIUAHUSA HA CMAOUILHOCMb U PA36UMUE PECUOHA.

Knioueswvie cnoga: Tpexcmoponnee compyonuuecmeo, 2nobanvHule
UBMEHEeHUs, CUmyayusi 6 Mupe, NOAUMUYECKUe ACHeKmbl, IKOHOMUYECKUe
acnexmul, napmuepcmeo, Poccus, Anonus, KOxcnas Kopes.

1. Beenenne

B ycioBusx riao0anbHBIX H3MEHEHHH TPEXCTOPOHHEE COTPY THUIECTBO
mexny Poccueit, Anonueit u FOxnoit Kopeeit cranoBHTCS HEOOXOAUMBIM. JTO
cBs3aHO ¢ TeM, 4ro [lanbHuii BOCTOK mpemocTaBisieT Heucuepraemble
BO3MOXHOCTH UISI TIPHIOKEHHS TPENNPUHUMATEIBCKOH  MHHUIIMATHBEL.
A3mnaTtcko-TUXOOKEaHCKUH PETHOH, B KOTOPBIE BXOMAT 3TH TPHU TOCYIapCTBa,
BCC yBepeHHee BBIXOOAUT B J'II/IZIepI)I pa3BI/ITI/I$I MI/IpOBI)IX TOJIUTHYCCKUX,
SKOHOMHYECKUX W BOEHHO-CTPATETHYECKHX MpoIreccoB. MMEHHO MO3TOMY
B3aumooTHoueHus: Poccuu, SAnonun u FOxHoit Kopeu, xoTopbie CBs3aHbI
MEXIy  CcO0OM  CIOXHOH  CEeThI0  HCTOPUYCCKHX,  3KOHOMHYECKHUX,
reorpaMuUECKUX U KYJIbTYPHBIX CBSI3CH.

B coBpeMeHHOM MHpE TPOUCXOMAT AKTHBHBIC T'€OMOIHTHICCKUC
MPOIIECCHI, TIPX 3TOM OallaHC CHJI U YPOBEHb KOH()IMKTHOCTH B Pa3IHYHBIX
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peruoHax ObicTpo u3MeHsttorcs. HoBble nepcrekTuBHbIe popM COTpYIHUYECTBA
CTaHOBATCS Bce Oonee 3HauMMbIMH. [lapTHEPCTBO MEXIy TrocyaapcTBaMu
WrpaeT KIIYEBYIO POJb B YKPEIUICHUH SKOHOMHUYECKONW M TOJUTHYECKON
CTaOMIIBHOCTH U, KPOME TOTO, CITOCOOCTBYET Pa3BUTHIO 3KOJIOTHHU, KYJIbTYPHI U
COIMANBHOM cepsl cTpaH. B HbIHEITHEH MUPOBOIT 00CTaHOBKE, OTPUIIATEIIEHOEC
BO3JICHCTBUE HEJETUTUMHBIX 3alafHbIX CaHKUuM Ha Poccuio mposBuioch B
Asnarcko-Tuxookeanckom peruone (ATP), B mepByto ouepens ¢ SlnoHueit u
IOxxnoit Kopeeii [3]. K coxanenuto, mocsue Toro, Kak SInoHust IpucoeIuHUIACH
k cankiusaM, u HOxnHas Kopes nx mommepxana mocie ¢espanst 2022 ropa,
toproBist Poccuiickoit ®epepauuu ¢ 3TUMHM CTPaHaMU CYLIECTBEHHO
CHM3UJaCh. JIeMCTBUTEILHO, MBI HAOIIOJaeM OTTOK KallMTala U WHBECTHIUI
U3 KIIFOYEBbIX 0Tpacnel71, TAC OTU IroCy1apCTBa aKTUBHO MPUCYTCTBOBAIH.

2. MeTonos10rusi 4 AaHHbIE

B ocHOBe MaHHOTO HCCIIEOBAaHUS JIEXKHUT HCTOPUKO-ONMUCATEIbHBIN
METOJl,  KOTOpBI  MO3BOJMWJI  U3YyUUTh  TEKYIIyI0  IOJUTHYECKYIO,
SKOHOMHUECKYIO U COI[UATIBHYIO CUTYAIIHIO B TUX CTPAHAaX, BBIIBUTH OCHOBHBIE
KOH(DJIMKTHBIC TOYKH W TPUYUHBI BO3MOXKHBIX KOH(IMKTOB. CTaTHCTHUECKHE
JTaHHBIE, OTYETHl MEX/YHApOJHBIX OpraHU3alni, HCCIIEI0BATEILCKIE PAOOTHI
U JIpyrue UCTOYHWKH MH(OPMAILIMH HCIIONB3YIOTCS JJIS MTOMY4YEHHS AaHHBIX O
CTETICHH 3aIUIIEHHOCTH, YTPO3aX M KOH(DINKTaX B PETHOHE.

3. Pe3yabTaThl M 00Cy:KIeHUE
PesynpraThl HccliemoBaHMS O JAHHOW TeMe MOTYT OBITh
MIPECTABIICHBI CIEIYIOINM 00pa3oM:

1. DxoHOMHUECKMII MOTEHIMAl: COTPYAHHYECTBO MExXAy Poccuei,
Snonmeir u IOxwnoit Kopeelr oOmamaetr OONBIIMM — SKOHOMHUYCCKUM
MOTEHIMAJIOM  W3-3a  reorpaduueckoil  OIM30CTH W OSKOHOMUYECKOU
B3aMMOJIOINOJIHAEMOCTH, CHJIBHBIX TOPIOBBIX M WHBECTHLMOHHBIX CBS3€H,
BO3MOXKHOCTEH JJIsl COTPYAHUYECTBA B HOBBIX 00JIACTX, TAKUX KaK SHEPIreTHKa,
HH)PACTPYKTYypa M TEXHOJIOTHH.

2. IonuTHdeckasi JUHAMHKA: TTOJUTHYECKass AMHAMUKA MEXIY TPeMs
CTpaHaMH B IIEJIOM ITOJIOXKHUTENbHAS, C PAIOM COBMECTHBIX MHTEPECOB, TAKHX
Kak obecriedeHne Oe30macHOCTH U ctabmibHOCTH B CeBepo-BocTounoit Aszum,
pa3BUTHE YKOHOMHYECKHX CBSI3€il U YKPEIUIEHHE KYJIbTYPHBIX OOMEHOB.

3. I'eoctparernyeckoe nonoxxenue: Poccus, Amonns u FOxuas Kopes
3aHMMAIOT BaXXHOE TreocTpaTerudeckoe mojoxkenne B Ceepo-Boctounoii
Azun. COTpyTHHYECTBO MEXTy HUMH MOXKET CIIOCOOCTBOBATh PETMOHAIBHON
CTaOMJIBHOCTH W 0€30IacCHOCTH, a TaKKe YIYYIIUTh SKOHOMHUYECKOe
MOJIOKEHUE BCEX TpeX CTpaH. B IenoM, TpeXCTOpOHHEE COTPYAHUYECTBO
Mexay Poccueit, fAnonueit u KOxnHoi Kopeell MoxeT NpuHECTH MONIB3Y BCEM
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TpeM CTpaHaM, CIIOCOOCTBYSI PErHOHANBHON CTAOMIIBHOCTH, SKOHOMHUYECKOMY
pocCTy U KyJIbTYpHBIM oOMeHaM [6].

CymecTByeT psi MNPUYUH, IO KOTOPHIM CYIIECTBYIOT XOpOILIHE
MepCHeKTUBBI 111 coTpyaHuyectBa Poccuu ¢ Snonueit u IOxnoit Kopeeil. B
NepBYyI0 OYepeb MapTHEPCTBO 3THUX CTPaH MMeeT OOJBLION MOTEHIWAN JUIs
Pa3BUTHS BO MHOTHX 00J1aCTSIX, BKIIIOYast 3KOHOMHKY, 0€3011aCHOCTh, KYJIbTypY
W perMOHalbHbIE MHUIMATHBEI [2]. DTH acrekThl HeOOXOJMMO PacCMOTPETh
noJpoOHee, YTOOBI IIOHATH, HACKOJIBKO MOTYT OBITh TIEPCIICKTUBHBI M BHITOIHBI
JMANbHEHITNEe YKpeIUIeHUs] B3aWMOJICHCTBHN B MJaHHBIX cdepax miusd TpEx
TOCYZAapCTB.

SAnonns n IOxuas Kopes mbITatorcst oTAENATh OM3HEC OT MOJIUTHKH H,
HACKOJIBKO BO3MOXKHO, COXPAaHUTH JIeT0BbIe cBs3M ¢ Poccueit. OO0 3TOM 3as8BUI
3aMEeCTHTEeNb MHUHHUCTpa MHOCTpaHHBIX nen P® Anapeit Pynenko Ha momsx
MEXIYHapOIHOTO JUCKYCCUOHHOTO KiTyba Bammaii. “Mbl BUAMM KeTaHue dTHX
CTpaH BCE-TaKH MBITaTbCS OTACIUTh YKOHOMUKY OT IOJIUTHKH U BUIAUM 32 3TUM
B TOM YHCJIE ¥ YIIOPHOE CTpeMiieHHe Ou3Heca He Tosbko IOxHo# Kopen, Ho n
SNoHNM COXpaHUTh CBOM IMO3UIUH Ha POCCUHCKOM PBIHKE M MO0 MAaKCHUMYyMy
CIIACTH TO, YTO UMEETCS”, - OTMETUJI OH [5].

Kak u otHOomeHust Poccuu co MHOTMMHU IpYTHMU CTPaHAMH, OTHOLIEHUS
¢ Snonwmeit B 2022 romy ompenensioTcs OAHWUM KIIOUEBBIM (PaKTOpoM —
Havatoi 24 ¢espans 2022 r. cnennanbHOW BoeHHOU omeparmeir BC PD na
TEPPUTOPHHU YKpauHsl. Snonns MPaKTHYECKN MIOJTHOCTBIO
comupapmsupoBangack ¢ CIHIA wu #apyruMu rocymapcTBaMi, KOTOpBIE B
POCCHIICKOM  THOJUTHYECKOM JUCKypce OOBIYHO HAa3bIBAIOT CTpaHAMHU
«KOJIJICKTUBHOTO 3amajiay, ocyauia aeicTBus Poccuu v BBeNa MpOTHB HaIIei
CTpaHbI OJHOMACIITAOHBIC CAHKIIUY [4].

CaHKIUY HETraTUBHO CKA3aJIUCh HA ABYCTOPOHHMX CBSI3sIX Mexay Tokuo
n MockBoil. MHoOrue SMNOHCKHE KOMIIAHMHU JKEJIaloT PaCIIUPUTh CBOE
NIPUCYTCTBUE Ha pbIHKE P®, OIHAKO OHM BBIHYXICHBI OBITH OCTOPOXKHEE,
MOCKONIBKY Takoke coTpynaudaroT ¢ CIIIA u EC. AnoHckue OM3HECMEHBI XOTAT
TIOJTY4NTh OQHIINATIBHOE 0JI00pEHNE Ha YCHIICHNE COTpYAHNYecTBa ¢ Poccueid,
U MHUIHMATHBA IPEMbEP-MHUHHUCTPA, COCTOAIIAS M3 BOCBMH ITyHKTOB, MOXET
CTaTh CBOCOOPA3HBIM HMITYJIECOM JUIS SITOHCKUX MPOMBIIIJICHHBIX KPYTOB.

Jo HacTosAlEro MOMEHTa COTPYIHHUYECTBO MeEXTy Poccuiickoii
Oeneparmeit, I0xuoi Kopen, u SImoHNM CBOAMIOCH K BOTIIPOCY peaIH3alyin
MaclITaOHBIX MH(PACTPYKTYPHBIX MPOEKTOB, B YACTHOCTH, CTPOUTEIBCTBY
ra3oIpoBo/ia U CO3JaHMIO €AUHO ceTH aexTporepenad. OxHako, HECMOTPS Ha
BOCTPEOOBAaHHOCTh U JKOHOMHYECKYIO IIEJIEeCOO00pa3HOCTh ATHUX MPOEKTOB,
BBU/1y BOCHHO-TIOJINTUYECKOW PUTHUAHOCTH Ha MpoTskeHuu 30 jeT oHu Obun
«3aJoKHUKaMKW»  obctositenbeTB  [1]. Temepp  HEoOXOAMMBI  HOBBIE
TPEXCTOPOHHHUE MPOEKTHI, KOTOPBIE CMOTYT PEAIM30BBIBATHCS, TOJNBKO MOCIE
cHsATUH caHkiuu ¢ Poccun.
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4. BuIBOADI

Tpexcroponnee corpynuudectBo P®, Pecnybnuku Kopes u SAnonun
CTaHeT TOJIYKOM JJIsl pa3sBUTHUA 3TUX TOCyAapcTB. boiee Toro, peamusanus
TaKUX IPOEKTOB MO3BOJIUT CO3/1aTh YCIOBHUS HE TOIBKO JUIsl yCTAHOBJICHUS MUpa
U COBMECTHOTO TNPOLBETAaHHs] B A3HHM, HO U YKPENHTb T'EONOIUTHYECKYIO
U T€0IKOHOMUYECKYIO CBA3b ¢ EBpa3suiickuM KOHTUHEHTOM. B koHeYHOM nTOTe
peanm3aiysi TPEXCTOPOHHHUX MPOEKTOB OyJeT OTBeyaTh MHTEpecaM KaskKHoH
13 CTOpOH. B 1ea0M, TpexXCTOpOHHEE COTPYAHMUYECTBO MeExIy Poccueit,
SAnonmeir m FOxuoit Kopeeir mnpexacraBmser coboif BakHBINA (akTop B
(OPMUPOBAHMHM YCTOWYMBOTO PETHOHAIBHOIO Tmopsinka. Ilpm Hammanu
B3aMHOI'0 YBaXXCHUA, qJUAJIOTa U CTPEMIICHUA K COTPYAHUYCCTBY OTHU CTpaHbI
MOTryT YCIEHIHO TPCOJO0JIETL BBI3OBBI COBPEMEHHOCTH U o0eceunTh
0JaronoJy4ne CBOUX HapoOIOB.
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POCCHA B BPUKC: MEXKAYHAPO/JHOE
COTPYJHHUYECTBO B COBPEMEHHBIX YCJIOBUAX

Tamwsana Llleneny,

Jluonenv Myanoa,

Pocmosckuil eocydapcmeennslil IKOHOMUYECKULL YHUBEPCUMEM
(Pocmoe-na-/lony, Poccus)

mouandalionel830@gmail.com

Annomayua: Cmamovs noceaujena UCcaeo008aHuIo MeicoyHapooHo2o
compyonuuecmea  Oecsimu  cmpan  BPUKC, eviserena  cneyuguka
IKOHOMUHECKO20 — pA3GUMUA  KANCO020 — YuacmHukd. Xapaxmepusyemcs
cheyuguxa peanuzayuu HayuoHarbHuix unmepecos Poccuu ¢ pamxax BPUKC.
Buisasnenvl nepsoouepeouvie u Haubonee GynoamenmanvHvie npoodIeMbl,
npensmcmayiowue oanbHeliuemy pasgumuio unmezpayuu 6 pamxax SPUKC.

Knrwueevie cnosa: BPUKC, unmeepayus,  medxcoyHapooHoe
COMPYOHULECB0, MHOZONOIAPHOCb, HAYUOHALbHbIE UHMEPECH.

1. Beeaenne

AKTyalbHOCTh TEMBI HCCIICIOBAaHUS COCTOMT B TOM, YTO Ha
cerousaui ieHb crpanbl BPUKC BeicTynatoT B posid pe)opMaTopoB CHCTEM
MHPOBOH 3KOHOMHUKH. Poccus, o6beannuB ceou ycuius ¢ bpasunueit, Uanuei,
KHP, FOAP, OAD, Caynosckoii ApaBueii, Mpanom, Eruntom u Dduomnueii,
CMOYKET PeIIUTh MPOOJIEMBbI, KOTOpPBIE MPEMATCTBYIOT €€ AKOHOMHYECKOMY
Pa3BUTHIO M Pa3BUTHIO YYAaCTBYIOUIMX 53KOHOMHUK. Kpome Ttoro, nanHoe
o0beMHEHNE CTpaH 00Ja/lacT BBHICOKOM YHCICHHOCTBIO HACEIEHHs, a TaKkKe
TEPPUTOPHEH, YTO B TI00aTBHON IWHAMUKE MTPECTABIISCTCS ONPEACISIOIINMHU
(axTopamu JJIst JadbHEHIIETO pa3BUTHS M B3aUMO/ICHCTBUSL.

B ycnoBusIX &KeCTKUX CaHKIMKA MPOTUB Poccuy, BBEAEHHBIX CTpaHaMU
3amaja, BaYKHYIO pOJITb MOXKET CHITPaTh MOIepKKa co cTopoHsl crpadn bPUKC,
YTO TaKXKe MOATBEPXKIAET BBICOKYIO CTEHNEHb aKTYalbHOCTH TEMBI
HCCIIEIOBaHMUS.

2. Pe3yabTaThl HCCJIEA0OBAHUSA

CTpaHbI-y4aCTHHUIIBI BPUKC OPUEHTUPYIOTCS Ha poct
MIPOU3BOJICTBEHHOTO BHYTPHUHUHTEIPAIIIOHHOTO cOTpyAHn4ecTBa. [lo orenkam
skcriepToB ToBapoobopot crpan BPUKC pacrer Ha 20-30% exeromHo. [pu
3ToM To mporHo3am k 2040 romy mo oObeMaM TPOM3BOACTBA JICBATH
OBICTPOPa3BUBAIOIINXCS CTPAaH JOCTHIHYT YPOBHS CEMHU pa3BUTHIX cTpaH G-7

[1].
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ITo ouenkam sxcneptoB ¢ 2017 mo 2022 rr. ctpansl BPUKC ykpenmnun
cBOM TOproBeie cBsA3U Ha 33%. Buemmmit o6opoTt Poccun ¢ maptHepamu mo
BPUKC 6picTpo pactert, yBennuuBasich Ha 30-40% exeroano. PO npunnmaer
okosio 21% ot obiero ToBapooOOpOTa CTpaH coro3a. B mocieaHue TombI
Poccus ykpenuna toproseie cBsizu co Bcemu crpanamMu BPUKC. Bonsmryio
4acTh TOBAapOB U YCIYT B 3Komoprte u ummopre Pd npuxomurcs na Kurait. C
Haygana 2016 rona o6bem Toprosiu ¢ Kntaem yBenmdawmics mourH B 2,2 pasa, ¢
Bpazunueii - na 1,7 pasa, ¢ Uunueii - Ha 1,8 pasa, a ¢ IOxnoi#t Adpuxoii - Ha
1,6 paza. DTo cBUAETENBCTBYET 0 TOM, uTo cTpansl BPUKC akTuBHO pa3BuBaroT
COTpYIOHHYECTBO [2].

Ocoboe BHMMaHHE CIEAYET YAEIUTh IMPOLECCY IPUCOSAWHEHUs C 1
sauBaps 2024 1. natu HoBbIX cTpaH (OAD, Caynosckoit Apasun, Upana, Erunta
u D¢uonun) k BPUKC. TlepBoHayanbHO Uil BCTYIUICHUS! B COI03 BOKHO OBLIO
OIICHUTHh BEC, aBTOPUTET M 3HAUYECHHE CTPAHBI-IPETCHICHTA, €€ MO3UIHIO B
MEXTyHapOAHOM IIJIaHe.

Bonpiie Bcero BOMpOCOB BBI3BaNa KaHAWAaTypa O(UONHMM, Ybs
9KOHOMHUKA SBIISICTCS BCEro JIMIIb NATONH Ha KOHTHHEHTe. OJHaKo ecThb psif
MIPEUMYIIECTB: OOobIIasi YacTh HaceleHHss D(UONMUM 3aHATa B CEIHCKOM
XO35HCTBE, YEMy CIOCOOCTBYIOT OJarompusTHBIC YCJIOBHS;, CTpaHa Oorara
TIOJIE3HBIMU MCKOTIAeMBIMH, OJTHAKO HY>KHBI MHBECTHIIMH JUIS MX pa3pabOTKH.
BaxHo, uT0o B Ddronun He Tak CHIIBHBI O3UINH 3aMaAHBIX CTPaH B CHITY TOTO,
YTO CTpaHa HUKOT/Ia He OblIa eBporeiickoit komonueit [3]. Y aTo ocobo BakHO
nns Poccuiickoir  @epepanmu — DOdwuomnus Mo MHOTUM BOIMPOCAM
MOJZICP)KMBaeT HaIly CcTpaHy ceiyac, paBHO kak u Coserckuii Coro3
nojiepkuBai JPHOMHIO B TPYAHBIE IEPUOIBI €€ UCTOPHUH.

IIporecc pacuupeHust OJHO3HAYHO CBSI3BIBAIOT C HUeed CO3MaHUs
Jefonnapu3oBaHHoi  cucteMbl pacderoB BHyTpu BPUKC, urto co3mact
MPEANOCHIIKY JJIi BOCCTAHOBIICHHUS BCEH MUPOBOM SKOHOMHUKH, @ HE TOJIBKO
9KOHOMUKH cTpaH — uneHoB BPUKC.

s cBeieHNss K MUHIMYMY PHUCKOB CPBIBOB KOHTPAKTOB M PACUYETOB H3-
3a BBEICHHBIX CAaHKUHUH M OTKIIOYCHHS 4acTH OaHKOB oT cuctembsl SWIFT B
Mapte 2019 roma ObUIO OOBSBICHO O CO3MAHWU COOCTBEHHOW ILTATEKHOM
cucrembl BRICS Pay, kortopast Oymer neiicTBOBaTh Ha TEPPHUTOPHH ISTH
rocymapctB U 3ameHuT SWIFT [4]. B 2024 romy mimaHupyeTcs MPOBECTH
TECTHPOBAHUE CUCTEMBI, TaKk)Ke OyAyT YTOYHEHBI IJIAHBI 110 CO3AHHIO €HHOI
BAaJIIOTHI, Cyp0a KOTOPOH BO MHOTOM 3aBUCHUT OT uncia wieHoB BPUKC: yem
ux OoIlblle, TEM BBIIIE OyJIET €€ aBTOPUTET.

BaxxHO OTMETHTH, YTO HE CMOTpPS Ha BO3MOXKHOCTH, PACIIUPEHUE
BPUKC Hecet ¢ co00ii 1 BO3pacTaroNIUe CII0KHOCTH, BEIb YEM OOJIBIIIC WICHOB,
TeM CIIO)KHEE HaWTH COINTacOBAHHOE pEIIEHHE I10 BCEM BO3HHUKAIOIUM
BOIPOCaM.
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DKCHepThl OIIEHUBAIOT JalIbHEHIIee BO3MOkHOE pacimpenne bPUKC ¢
Y4eTOM MEXaHH3Ma KBOTHPOBAaHHUS HOBBIX UYJICHOB OT KPYITHBIX PETrHOHOB,
HampuMep, 110 MATh TOCYAAPCTB OT KaXA0T0:

o Jlatunckas AMmepuka — bpasunus u yetsipe

BaKaHCUH,
o [[eHTpanpHas AMepuKa — MSTh BaKaHCHIA,

o A¢ppuka — FOAP, Eruner, Dduonus u nse
BaKaHCHUH,

o Azusg — Kurait, Unnus, Upan u aBe BakaHcuw,
e EBpona — Poccust u ueThipe BakaHCHH,

o bimxuuii Boctok — Caynosckast Apasus,
OO0nenuHeHHBIe ApaOckue DMUpATHl U TPU BaKaHCHH [S].

CMBICII Takoro pacHIMpeHHs COCTOMT B HAKOIUIGHHMHM OIBITA
MEKTOCYy/IapCTBEHHOTO B3aMMOJICHCTBHSA B paMKax TaKOTrO CIEHH(pHUIECKOro
oovenuuerns, kak BPUKC, m mpuBiedeHWMH B CBOM PSRl CYBEpEHHBIX
roCyJapCcTB BCEX KOHTMHEHTOB, HE COTJIACHBIX C 3amaJHO-aMEpPHUKAHCKUM
JToMHuHUpoBaHHEM. Kpome Toro, Takoi MeXaHHM3M pacIIUpeHHUs] 00beIMHEHHS
MO3BOJIUT COOMIOCTH OajlaHC MHTEPECOB pa3HBIX CTPaH M Pa3HBIX MHUPOBBIX
peruoHoB [6].

Onnako M mpu TakoM BapuaHte pa3BuTHs coObitii BPUKC moxer
CTOJIKHYTBHCSI CO CJIOXHOCTSIMH, KaK IOCIIE TEPBOro OOJBIIOrO pacluIupeHus B
2024 romy, rae OKa3aMCh CTPaHBI C HEpELIeHHbIMU MTpobiiemamu. B kauecTse
IIpUMEpa MOXKHO NPUBECTU PETUTHO3HBIN criop Mex 1y CaynoBckoil ApaBuei 1
Upanom. Oxnako npu mocpenandectBe Kutast gepes 7 JET mMOcCIe ITOIHOTO
pa3ppIBa JWIUIOMAaTHYeCKUX OTHomeHuit Op-Pusim u  Terepan cmorim
HOPMaJIM30BaTh JHAIOT, HO 3KCHEPTHI YTBEPXKIAIOT, YTO KOH(MIMKT MOKET
BCITBIXHYTh BHOBB.

3. 3axuaoyeHue

Takum 00pa3oM, MOXHO TOBOPUTH O TOM, HYTO MEXKIYHApPOTHOE
cotpyaandecTBo B pamkax bPUKC nponomkaeT pa3BuBaThCS, YTO HECOMHEHHO
OTpaXkaeT HaIMOHaJbHbIe HHTEepechl Poccuiickoit ®dexepanuu B UENIX
(hopMHUPOBaHUS MHOTOIIOJSIPHOTO MHpA.

OpHako Ans JanpHeWiero pa3BUTHs uHTerpamuu B pamkax BPUKC
CIeIyeT YYUTHIBATh MPOOJIEMBI JUIA pPa3pa0OTKHA MEpONPHUSTHH MO UX
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MPEIOTBPALICHUIO M  O0ECIEYECHUIO IKU3HEACATEIPHOCTH OOBeAMHEHHS,
BOXHEWIIMMH W  TEPBOOYEPEIHBIMH W3  KOTOPBIX  SBISIOTCA: 1)
HEOJHOPOAHOCTh: Mexay aecathio cTpanamu BPUKC (bpasunueii, Poccueit,
Wunueit, Kuraem, FOAP, Caynosckoii Apasueii, OAD, Erunrom, Upanowm,
D¢uonueii) cymecTByeT MHOKECTBO Pa3InYMi HE TOJIbKO 9KOHOMHYECKOTO, HO
TaKXXe MOJIMTHYECKOTO U KYJIBTYPHOTO XapakTepa; 2) pasanyus B (PHHAHCOBBIX
cucremax: (uHaHCOBBIe cucTeMbl Kutas m MHanum Oonee 3akphIThie, YEM Y
octanbHbIX crpaH-yyactHULl BPUKC, uTto 3arpynHsier BBIpaOOTKY €IMHOTO
MOIX0Aa B HKOHOMHYECKOW MEATENFHOCTH; 3) reorpadudeckuii QaxTop:
OTIAJICHHOCTh CTpPaH, PACHOJIOKEHHBIX Ha YETBIPEX Pa3HbIX KOHTHHEHTAX,
CO3JIa€T HETPEOI0INMBIE TPYAHOCTH B 00JIACTH JIOTHCTHKN U MOXKET CEPhE3HO
YCIIO)KHUTH TIPOLIECC TOPTOBIM MEXAYy CTpaHamMH; 4) TOIUTHYECKUE
CTPEMJICHUS: CTPAHBI—Y4aCTHHUIIBI 00bEAMHEHHS IMEIOT Pa3JINIHbIC B3TIISABI HA
nanpHeiee GopMUpOBaHHE MHUPOBON CHCTEMBI M B Psilie BOIPOCOB HJICHBI
BPUKC sBnstoTcs cTpaTerndyeckUMy KOHKYPEHTaMH.
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Abstract: This work aims to assess foreign involvement in Mongolia’s
mining industry, with special attention to its neighbor countries, Russia and
China. The number of foreign and joint companies conducting the mining is used
as the indicator. The overwhelming presence of Chinese companies is noted,
especially when compared to Russia. Other Asian-Pacific countries and
territories also seem to show interest in Mongolia’s resources.

Key words: Mongolia, joint ventures, mining industry, Russia-China-
Mongolia relations.

1. Introduction

To this day Mongolia remains a lesser known business partner for
Russia. Despite the seemingly peripheral location and landlocked geopolitical
position, the country manages to find itself important in mining [1]. According
to the government to Mongolia, in 2021 mining and related activity was by far
the biggest foreign-invested economic sector, with 70% of foreign direct
investment coming to it [2].

As the ongoing competition for Asian markets becomes increasingly
important for Russia, Mongolia uses its position on the trade routes to its
advantage. While the inflows and outflows of goods for Mongolia is relatively
well studied [3], which includes mineral products, the question of partnership
between companies remains.

2. Methodology and Data

The research is conducted based on the analysis of statistics provided
by Mineral Resources and Petroleum Authority of Mongolia (government
agency) [4]. Foreign companies participate in Mongolia mining sector by being
given licenses to explore and mine. The statistics track number of holders of
such licenses, as well as the number of licenses given to the holders from each
country and the area of mining. For this work, the numbers as of January of each
year 2020-2024 have been taken. We seek to understand which countries are
present in this Mongolia’s vital economy sector, and whether their presence has
changed under the influence of past five years’ events. The results for fully
foreign owned and joint Mongolian-foreign holders are separated.
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Unfortunately, statistics does not provide the division between mining
products in terms of foreign companies, which means that these companies can
deal with any mineral product or resource.

3. Results and Discussion
Table 1 presents top five countries/territories by the number of mining

licenses holders as of 2024, as well as Russia, and shows the dynamic for these
countries/territories.

Tab. 1 Origin of foreign companies that hold licenses for mining in Mongolia
(as of January each year, | — number of holders from each country, 2 — number
of licenses that they hold)

2020 2021 2022 2023 2024
1 2 1 2 1 2 1 2 1 2

Total 255 422 242 391 243 387 239 374 253 391
China 134 171 129 161 131 160 130 159 143 182

Year

Vigin a3 60 30 s6 27 50 24 44 24 4]
Islands
Hong 16 30 14 27 15 30 14 29 14 29
Kong

Canada 12 26 12 23 13 25 14 24 14 22
Singapore 16 58 14 54 13 54 12 50 12 47

Russia 3 3 4 5 4 5 4 4 4 4

Source: Compiled by author based on Mineral Resources and Petroleum Authority
statistics

Top territories have largely stayed the same in the last five years, with
Singapore and Canada switching places between 2022-2023. The overall
number of holders and licenses has dropped slightly in the year of COVID-19
and is almost back to the pre-COVID numbers. The biggest foreign country that
owns areas of mining in Mongolia is China. It managed to increase its presence
with 143 holders now as opposed to 134 at the start of 2020. The rest of the top
five is for the most part supposedly off-shore companies. Even then, Russia lags
behind not only those off-shore territories, but also South Korea and, in some
years, Australia, taking 7" — 8 place. For instance, there were 11 South Korean
companies holding licenses for mining in Mongolia at the beginning of 2024.

Number of Russian companies has remained the same for the most part,
increasing from 3 to 4. They held 5 licenses in 2021-2022 and then lost one.
From this statistics alone it seems that there is a huge difference between
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Chinese and Russian presence. Russia is also behind South Korea and Australia.
However there still remain joint ventures, which are also to be considered.

The results for joint ventures can be seen in table 2. These are the
numbers for entities that are owned jointly with Mongolian side, and hold
licenses for mining. The pattern in dynamics is overall the same as with fully
foreign owned companies. The countries in the table are the ones that form the
top five for 2024, and unlike tab. 1, the top for joint ventures’ countries has been
changing slightly. It is worth noting that in 2020 Japan was on the 4% position
and in 2022 on the 5™ with 5 joint ventures.

Tab. 2 Origin of joint companies that hold licenses for mining in Mongolia (as
of January each year, 1 — number of holders, 2 — number of licenses)

2020 2021 2022 2023 2024
1 2 1 2 1 2 1 2 1 2

Total 104 164 95 141 95 139 91 150 92 153
China 50 76 45 63 46 64 37 50 39 55

Year

Vigin 0 4 6 3 4 11 26 10 25
Islands
Hong 6 17 9 14 10 14 9 13 9 13
Kong

Canada 8 10 8 11 8 12 8 12 8 11
Russia 6 10 6 10 4 6 5 7 5 7

Source: Compiled by author based on Mineral Resources and Petroleum Authority
statistics

Russia has better position with joint companies, probably the result of
the Soviet legacy of joint cooperation with Mongolia [5]. It is still nowhere near
close to Chinese companies, and worse than South Korea. Off-shore Virgin
Islands is still in the top five, although with joint companies these jurisdictions
seem to be less prevalent. Interestingly, Russia seems the most stable in terms
of the number of holders through the last five years. It could be that these are
the big corporations, the number of which stays fixed.

Big corporations could also be an explanation for the relatively small
numbers for Russia; however this is where the statistics for number of licenses
can be used. As we can see from both tab. 1 and 2, not only the number of holders
themselves is relatively low for Russia, but so is the number of licenses. It is
further supported by the total area where companies work, which is for Russian
holders 29 059 ha, joint Russian-Mongolian — 3 661 ha. Compare with 501 879
ha mining area of Chinese companies, and 70 449 ha of joint Mongolian-
Chinese ventures (that also excludes Hong Kong owned companies, some of
which can be assumed to be offshore).
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4. Conclusions

Mongolia’s biggest industry, mining, attracts a big number of foreign
companies. As of 2024, 19% of all mining license holders are fully foreign
owned, while another 5% is joint ventures. The number of licenses has stayed
almost the same between 2020 and 2024, with a bit of a decrease in the COVID-
19 2020-2021 period, but it’s mostly back by now.

Despite Mongolia’s desire to distance itself from China, Chinese share
is disproportionally big, when compared to the second neighbor, Russia.
Statistics also show relatively high interest to Mongolian mining from other
Eastern Asian countries, South Korea and Japan. As with most industries, big
part of foreign ownership is, in fact, offshore jurisdictions.

For Russia, it is important to remember that Mongolia does not just
present a mining products export competition, but can also be considered a
partner. The Soviet legacy has at one point made the cooperation between
countries very close, which now seems to be lost in favor of China.

Considering importance of this economic sector to Mongolia, we can
assume the results are representative not just in the narrow study of this
particular industry, but to the overall position of Mongolia in regards to its
geopolitical and geoeconomical positions.
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Abstract: This article is devoted to the role of artificial intelligence in
the Russian media space. The article discusses the features, prospects for its use
and development, as well as the problems that are associated with Al. Various
news sites, academic studies, and interviews with various media outlets were
researched to write this article. The results show that many Russian media
outlets are already using Al technology in their work, helping their employees,
but not yet replacing them completely. However, despite the fact that Al cannot
vet fully replace humans, it continues to evolve. The conclusion is that artificial
intelligence is still an emerging technology and it still has problems worth
solving.
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1. Introduction

Artificial intelligence technologies no longer seem like such a distant
future. Now they are used not only in business, finance, health care and so on,
but also the media industry is no exception to the rule [1]. Today, the questions
of what problems artificial intelligence can cause in the sphere of Russian media
and communications are the most important ones.

However, the application of artificial intelligence technologies is
extremely promising for solving routine tasks in the media space, which can
facilitate the work with a large amount of information, for example.
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2. Methodology and Data

The main methods for my research are: collecting information about
artificial intelligence in the sphere of media in the Russian market, as well as
analyzing data on the problems, features and prospects of its use.

3. Results and Discussion

Although the Russian market is not a leader in the application of
artificial intelligence in the media sphere, it has clear potential.

At the moment, such major IT players as:

1. Mail.ru

2. Sber

3. Yandex

4. MTS and others are using artificial intelligence technology in the

media sphere.

However, artificial intelligence is not only applied in IT companies, but
also in various newspapers and publications.

For example, the Russian federal edition of Gazeta.Ru decided to
implement Al from Sber to find suitable videos for articles [2]. This can be of
great help to journalists.

In the use of artificial intelligence technologies have been noticed, for
example, such publications as RBC, TASS, RIA Novosti and many others [3].

When it comes to the prospects of using artificial intelligence, it will
help save a huge amount of time for media workers. Processes such as
information retrieval, collection and filtering can be simply automated.

In the same way artificial intelligence can help with predicting trends,
making it easier for the media to do their job and be more informed for their
future works.

In addition, in the future, artificial intelligence may have a function that
will help PR managers and journalists with writing articles based on the sources
presented to it [4].

We would also like to note that one of the representatives of the RBC
publication predicted that SMM managers would be replaced by artificial
intelligence. ChatGPT will be able to start using its features to generate posts,
as well as writing text for them, searching for pictures and images. Artificial
intelligence is already ahead of many bloggers in terms of creativity, he said [5].

Despite the obvious benefits that artificial intelligence features provide,
it also has its challenges and the risks that come with it.

For example, you need to watch what texts he writes, because they may
not always be correct.

The issue of applying artificial intelligence in media work was also
discussed in the Federation Council.
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At this meeting it was said that artificial intelligence is an area that is
extremely under-researched and requires additional attention in terms of law.
Artificial intelligence can't be responsible for the work it has done, but the
people who manage it should [6].

It should not be forgotten that although artificial intelligence cannot
fully replace humans, but its development continues and may well reach the
point where various agencies and publications will be able to replace their
employees [7].

Despite the help of artificial intelligence in writing articles, there is no
complete possibility that it will be able to produce accurate and objective
information, because its work and functionality has been laid down by humans.
It works because of already existing information that can be presented in
different variations [8].

It would be interesting to note that not all companies can afford to
invest in artificial intelligence technologies and support this technology. This
situation may increase the situation on the Russian media market, as the divide
between large publications and small ones will become clearly visible. This
could significantly hit the small business of the Russian media.

4. Conclusions

In conclusion, it is worth noting that artificial intelligence is still an
evolving field for the Russian media space. At the moment, most Russian media
agencies are already using artificial intelligence to make their employees' work
easier and save time. However, its development may get to the point where many
publishing houses will start replacing real people with Al It is also important to
remember that its work will be regulated at the law level.
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Abstract: In the modern media-saturated environment, the
development of media literacy in school students, particularly in pre-
professional classes, is crucial. This paper aims to highlight the importance of
fostering critical thinking and the ability to analyze media content effectively
among students. Examples of successful integration of media education into
curricula are discussed to illustrate methodologies and educational practices.
These initiatives have been shown to prepare young people for effective and
responsible participation in media culture. It is concluded that incorporating
media literacy programs into the educational system is essential for cultivating
a generation of media-literate youth who can critically understand and interact
with the information space in an environmentally responsible manner.

Key words: media education, media ecology, innovations in education,
pre-professional classes, media class.

1. Introduction

Media ecology, as a field that studies the multiplicative impact of media
technologies on human culture and psyche, gains critical importance in the
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context of modern educational innovations. With the development of digital
technologies and the intensification of media integration into everyday life, there
is an increasing need for systematic training in media literacy, which is a form
of critical literacy, so involves analysis, evaluation, and critical reflection, [1]
particularly relevant in the context of school education. This task encompasses
not only the acquisition of technical aspects of using media as a tool to achieve
educational goals by students but also the development of a critical attitude
towards information circulating in the media space.

Of course, the effectiveness of using the media ecological approach in
education is ensured by creating a stimulating information environment that
promotes the comprehensive development of students' intellectual and creative
potential. This implies not only protection against the destructive impact of
media but also the active use of its educational potential.

Media ecology as a scientific discipline emerged at the intersection of
several fields of knowledge, including communication, cultural studies,
sociology, and information technology. It focuses on studying the impact of the
media environment on individuals and society, considering media not just as
tools or channels for information transmission but as active environments that
shape our reality, perception, thinking, and culture.

Fundamental ideas laid down by Marshall McLuhan and Neil Postman
formed the basis of media ecology as a discipline that explores the extent of
media's impact on individuals and society. Marshall McLuhan, a Canadian
scholar known for his postulate 'The medium is the message,' argued that each
medium contributes to shaping our perception of the world and social
organization, regardless of the content transmitted. He proposed differentiating
media into 'hot' and 'cold' depending on the level of engagement required from
the audience and claimed that the advent of the printing press led to the creation
of a 'global village' and significantly transformed the social structure [6].

On the other hand, American cultural critic Neil Postman focused on
analyzing television as the dominant medium of his time, viewing it as a medium
that turns serious social discourses into entertainment, thereby undermining the
foundations of public dialogue and critical thinking [5].

2. Results and Discussion

Discussing the use of media ecology principles in studying changes in
media literacy levels in pre-professional classes, we are simply not only the
acquisition of technical skills for working with media resources but also the
cultivation of students' abilities to critically analyze media content, identify
hidden biases and manipulative techniques, and develop their own media
projects [4]. The implementation of media education programs in the school
environment also involves teachers acquiring new professional competencies,
which include training in the basics of media ecology, mastering methods for
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developing media literacy, and integrating media education into the educational
process. Thus, the total number of teachers involved in the 'Media Class in a
Moscow School' project in the 2022/2023 academic year amounted to 1,294, of
whom approximately 51%, or 663, underwent advanced training courses
focused on implementing the relevant programs.

Media ecology, by exploring the influence of media technologies on
human culture and psyche, provides a fundamental basis for the development of
educational innovations. This, along with the implementation of such
innovations, involves not only mastering technical aspects of working with
media by students but also forming their critical thinking, the ability to analyze
media content, and create their own media products.

The "Media Class in a Moscow School" project effectively
demonstrated how theoretical principles of media ecology can be implemented
in the educational process, significantly enhancing media literacy and
professional competencies among students. This project, encompassing 185
schools, 19 university partners, and 7 organizational partners, adopts a
multifaceted approach to education. It provides students with unique
opportunities to gain practical experience in the media field, thereby expanding
the educational landscape beyond traditional classroom settings and engaging
students in real professional environments while providing access to modern
media resources and technologies.

The project's analytical report highlights its notable success in boosting
media literacy and individual student achievements, as evidenced by the Unified
State Exam indicators. Specifically, 57.65% of students chose two profile
subjects for the Unified State Exam in the 2022/23 academic year, and 30.16%
surpassed the city average in these subjects. Furthermore, within the project, 193
students achieved perfect scores in profile subjects and the Russian language,
indicating the participants' high level of preparation.

The outcomes of the scientific-practical conference and the pre-
professional exam further underscore the project's success, revealing a
significant increase in the engagement of media class students—a 123.85%
increase at the selection stage and a 148.50% increase at the final stage
compared to the 2021/22 academic year. Moreover, 7.42% of the pre-
professional exam participants emerged as winners and prize-winners, affirming
the superior quality of professional training provided by the project.

In summarizing the "Media Class in a Moscow School" project and
analyzing the achieved results, we can conclude that educational innovations
grounded in media ecology principles are highly effective. Such initiatives not
only enhance students' abilities to critically analyze media content but also
improve their professional competencies and readiness for active participation
in the information society.
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3. Conclusion

This analysis demonstrates that educational innovations founded on
these principles are crucial for fostering media literacy among students,
particularly in pre-professional classes. Our research also shows that the
successful implementation of media education programs involves more than just
the adoption of new technologies and teaching methods; it requires the
development of a comprehensive educational innovation strategy. This strategy
should encompass teacher training, the creation of a supportive informational
environment in educational institutions, and the active involvement of students
in the learning process as critical consumers and creators within the media
landscape. Teachers face challenges when using digital media and technology
because of the variety of classroom management issues that may arise because
of the freedom, creativity and collaborative learning approaches that may not
provide appropriate levels of structure, scaffolding and support [3]. The research
findings unequivocally confirm that media ecology principles can underpin a
more profound and effective educational process, equipping young people with
the necessary skills for thriving in today's information-driven society.
Developing media literacy not only deepens students' understanding of the
media environment but also equips them with essential skills for successful
social integration and professional advancement [2].
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Abstract: The article proposes to consider the theoretical foundations
of such a method and genre as the interview. Special attention is paid to a new
phenomenon in the media environment - online interviewing. In this regard,
specific features of work on journalistic material arise. The purpose of the
scientific work is to determine the peculiarities of information verification in
online interviewing of regional press heroes on the example of network editions
"AiF-Voronezh", "AiF-Belgorod", "AiF-Chernozemye"). The problem of
factchecking is one of the most significant in the work of any journalist, the
online environment can have both positive and negative effects.

Key words: journalism, interview, fact-checking, online interview.

1. Introduction

Interviews are traditionally considered one of the most popular
methods of gathering information in journalism, which allows you to get first-
hand information. It is attractive, especially for young journalists, because of its
illusory simplicity and the fact that it involves direct interaction between the
journalist and the hero or expert of the material, which allows personal contact
to obtain not only verbal but also non-verbal information from and about the
interlocutor. It would seem that this method is well-studied and its
comprehension should not arouse much interest among researchers. However,
like any component of journalistic creativity, the interview is not something
static and is subject to transformation processes, which occur primarily under
the influence of online technologies.

117



Just a few decades ago, interviewing an interlocutor, especially if the
material was planned in the interview genre, required the journalist in most cases
to have personal - offline - contact with his or her interlocutor. Today, a reporter
can conduct an interview from anywhere in the world where there is access to
the Internet, using video conferencing services, social networks, messengers or
- the classic method - a phone call. Interviewing an interlocutor online has a
number of advantages, such as speed and mobility, but it is also not without
disadvantages that can complicate a journalist's professional and creative work.
In our opinion, comprehension of the specifics of online interviewing, which has
gained popularity in the media environment, allows us to identify the key
advantages and problems, as well as to form recommendations for the
implementation of interviews using online technologies. This is the reason for
the relevance of our research.

2. The species palette of the interview

Researcher S. N. Ilchenko in his textbook "Interviews in Journalism:
How It's Done" notes that "an interview is an act of communication based on a
dialog between a journalist and a respondent" [2]. In this case, their conversation
is built on a sequential alternation of questions and answers. And the purpose of
their communication is to obtain necessary information, opinions and judgments
of public interest.

There are several types of interviews in journalism, which researchers
distinguish on various grounds: goals, subject of conversation, form, degree of
standardization, nature of the information obtained, attitude of the interviewee
to the interview, type of organization of the interview itself. Thus, we will
consider those that are distinguished by the main researchers in the field of
journalism.

But no matter how we divide and categorize interviews, all types of
interviews have a common feature - a trusting environment in the course of the
conversation. In any case, the character should be made to feel at ease. For
example, a sociological survey does not require this, because in the end, it is an
ordinary, "dry" document. An interview, on the other hand, has life in it.

3. Factchecking as the most vulnerable part of a journalist's
work

Perhaps the most vulnerable point when working with interviews (both
as a method and as a genre) is precisely the verification of information.

But it is interesting that the hero in the interview may unknowingly be
mistaken about some information. And the journalist, trusting his interlocutor,
will not check the facts. Or, for example, the hero posts some data about himself
in his social networks, and the journalist relies on them in the text without fact-
checking. For example, in the piece "In Voronezh the premiere of the play 'Insult
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of Sentiments' took place", in which the interview is used as a journalistic
method, it is stated that Arik Kilanyants is an aspiring artist. But in the original
version of the text the young man was presented as an actor of the Opera and
Ballet Theater, as this place of work was listed on his personal page in
"VKontakte". An actress of another theater drew attention to the false fact in the
material, after which the editorial staff made a correction to the already
published text.

Now we can talk about our ways of verifying information for a
journalistic text:

1. The Internet

Still, the most accessible and easy way to learn something is to Google
it. If a journalist is missing some information or wants to clarify it, he or she can
"punch" it into a search engine, which will find it all in a matter of seconds. For
example, the press secretary of the Voronezh student rescue corps Svetlana
Luchnikova told the correspondent for the text "We have more girls" [7]. In
Voronezh started the student corps of rescuers" that the All-Russian
organization appeared in 2003. The journalist, having checked this information
in Internet sources, found out that the year of foundation is 2001.

2. Familiar

If there are people in the journalist's entourage who know about the
topic of the interview, you can ask them. The advantage of such factchecking is
an endless number of clarifying questions, since they are acquaintances. For
example, a close friend of the author of the study is a big fan of various TV
shows. When the friend saw that three Voronezh residents participated in the
program "Super Ninja", she knew literally everything about them. The
correspondent to check the text "Rain, injuries and night shootings. Voronezh -
on participation in the show "Super Ninja" for accuracy, it was enough to send
it to his friend [8]. It is very important that the very same acquaintance be a real
expert on the issue on which the journalist is addressing him or her.

3. Journalistic instinct or personal experience

A way of using it is not immediately formed gradually. In the first
months of work, a novice journalist does not yet understand what kind of
environment he or she is in and how to work with information. After a while,
the correspondent already understands where to look for certain information,
and which of it may turn out to be false. So, the leader of the band "7B" Ivan
Demyan said that the musicians have recently already performed at a festival in
the Voronezh region [6]. The artist called the date of the concert on June 27. But
the journalist definitely knew that this could not be true, since on this day in
Voronezh opened fast food restaurants "Tasty and Dot". Then all social
networks and media wrote only about it. The performance was on June 25.

119



4. Conclusion

In any case, a journalist needs to remain calm and unruffled. Despite
the fact that he works with information and must be attentive to the facts, a
reporter remains, first and foremost, a human being, not a machine or a robot.
And, therefore, he can make mistakes or misprints. The main thing is to be able
to recognize his mistake and correct it. Despite the fact that the journalist
receives information from a personalized source, this does not exclude the fact
that the hero's speech may contain factual errors. The most frequently used
methods of verifying information include verified Internet resources, the
journalist's acquaintances, experts on the subject of the story, and professional
experience.
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Abstract: The article examines the phenomenon of "mindfulness”,
which is atypical for journalism. The New Media actively uses this term to create
their own content that influence the masses. In the article, the term
"mindfulness" is considered from three points of view: a scientific definition, a
popular trend in the 21st century and public opinion. Thus, the original signs of
the trend are highlighted. The analysis of influence of the phenomenon of
"mindfulness” on the masses is carried out by performing the author's own
analysis. Based on statistics, the positive and negative aspects of the role of the
studied term in shaping public opinion are revealed.
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1. Introduction

The 21st century is a time not only for development of computer
technologies, but also for mental health care. People have begun paying
attention to mental illness on a par with physical ones. Popularization of any
unordinary phenomenon tend to form new terms. In this case they include names
of different diseases, psychological techniques and people’s character traits.
Perhaps, mindfulness is one of the top ten most common terms. This word has
created a new trend, flooded all social media and afterwards reached the New
Media [1].

The purpose of the research is the analysis of phenomenon of
mindfulness in New Media and assessment of its role in shaping public opinion
and new trends.

The novelty of the research lies in the analysis of a modern term
atypical for journalism. The article will give an original definition of the term
"mindfulness" and define its role in shaping public opinion.

2. Discussion

Mindfulness is the controlled ability of a person to focus on selected
events and sensations and control his/ her attention. This is the scientific
explanation of the term, which is actively used in psychology by now.

Mindfulness in the 21st century is far from a psychological technique,
yoga or the art of meditation. As a rule, it is the personification of the "ideal"
picture of the world and the "correct" lifestyle [2].
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Let's consider the basic principles of a "mindful" lifestyle at the present

time:

1. Caring for the environment, including waste separation,
plastic rejection, recycling and much more.

2. Vindication of personal boundaries, regular work with a
psychologist, mental health care and avoiding conflict situations.

3. Maintaining a healthy body: giving up bad habits, proper
nutrition, exercising.

4. Yoga and meditation.

Also, many people mistake "energy pumping", namely female or male,
for "mindfulness". However, there is an unscientific term.

"Mindfulness", like an any other trend, quickly became popular in the
mass media. However, most often this term can be found not in the traditional
news sources, but in the New Media. Based on this statement, it can be
concluded that the phenomenon of “mindfulness” in classical mass media can
be presented only in its original meaning, i.e. as a psychological technique. The
New media, on the contrary, is more open to trends and has much in common
with the now popular "blogging".

The new trends of journalism that have subsequently formed, in turn,
influence the masses, namely: they form public opinion, set trends, promote a
certain format of behavior and set the direction of the development of society
[3].

In the process of analyzing the impact of "mindfulness" in the New
Media on the society, it is worth paying attention to both positive and negative
aspects. According to the analysis conducted as a part of the investigation, 98%
of the respondents are familiar with the term studied in the article. (fig. 1)
Frequently, people over the age of 45 are faced with the phenomenon of
"mindfulness" for the first time, since they prefer traditional media.

Let's consider the positive aspects of the phenomenon of "mindfulness"
influence society:

1. Instilling healthy habits in people.

2. Popularization of a healthy lifestyle.

3. Improving the environmental situation in the world,
promoting environmental care.

4, The growth of the number of mentally healthy population.

Thus, the trend towards "mindfulness" provides the prospect of a
mentally and physically healthy society and, also, the prevention of an
environmental disaster.

3. Results

The analysis conducted by the author proves that the population of the
Russian Federation is positive about the new trend (fig. 1). From the answers of
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the majority of respondents, it is possible to deduce the "popular” definition of
the term studied in the article.

Mindfulness is the ability to live by analyzing what is happening and
listening to feelings. This opinion was formed by the majority of the population
as a result of reading various articles in the New Media.

Fig. 1 Knowledge of the term. Relation to the term.

Have you ever faced How do you treat with
with the term the "mindfulness"?
"mindfulness"?

‘ 4

\

Positive = Negative

Yes = No = Neutral

Source: compiled by the author based on a survey.

Let's consider the negative aspects of the phenomenon of
"mindfulness" influence society:

1. Imposing a "correct/ideal" picture of the world.

2. The censure of an "unmindful" lifestyle.

3. The emergence of an unspoken censorship in the New Media
and social networks.

4, Lack of freedom of choice among New Media users,

especially among young people.

The New Media presents a subjectively correct image to the masses,
thereby creating an uncomfortable environment for the opponents of
"mindfulness". When considering the phenomenon from this point of view, its
paradox can be revealed. "Mindfulness" is positioned to create a favorable
environment for each person. However, people who do not adhere to this
lifestyle receive censure from society and the media. A certain utopian effect of
this phenomenon is created: an ideal picture of the world is available only to
those who adhere to "mindfulness". It turns out that the freedom of choice in this
situation is minimal.

Let's summarize the analysis of the impact of the phenomenon of
"mindfulness" on society with the help of New Media. Firstly, the term
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"mindfulness" is becoming more popular and is gradually being introduced into
social networks. Secondly, the phenomenon of "mindfulness" is perceived
positively by the majority.

Thirdly, the phenomenon of "mindfulness" can help in solving an
environmental disaster. Fourth, the phenomenon of "mindfulness" can improve
the health of the population both physically and psychologically.

Fifth, despite the positive aspects, the population does not have the
right to choose.

4. Conclusions.

The phenomenon of "mindfulness" has not yet been fully revealed in
the New Media. The new trend has both positive and negative consequences. On
the one hand, we can safely say what benefits this phenomenon brings to society.
The environmental situation in the world is improving, and useful habits are
being instilled in people. Young people began to pay attention to psychological
health, which significantly distinguishes them from the older generation.
Nevertheless, the New Media follows the fashion and covers the phenomenon
of "mindfulness" one-sidedly. An "ideal" picture appears, which society is
obliged to follow. Thus, it can be concluded that the phenomenon of
“mindfulness” has a significant impact on the formation of public opinion and
the formation of new trends.
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Abstract: Social bots are becoming increasingly prevalent in social
networks and users are interacting with them more frequently. This article
analyzes the impact of quasi-social interaction and media dependence on
loneliness. Our case study of the Glow software reveals that media dependence
significantly moderates the relationship between prosocial interactions and
loneliness. We conclude that parasocial interactions are common in human
media use, and thus social robots may be an effective solution for reducing
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1. Introduction

Social bots are virtual Al characters on social networks that mimic
huma identities, possessing varying degrees of personality attributes, and
interact with people [1]. These social robots, generated by algorithms to perform
specific tasks, are now prevalent on social media platforms [2].

With the advancement of artificial intelligence technology, different
forms of social robots have become integral to people's daily lives participating
in significant societal issues [3], and are widely used for emotional support,
entertainment and leisure. Some scholars argue that social robots should no
longer be seen merely as tools, but rather "social agents" with active roles in
social interactions [4].

Glow, an Al virtual social app developed by Shanghai Rare
Technology (MiniMax) Co., allows users to customize their “intelligent robots”
using AIGC technology AIGC technology to set their appearance, voice,
personality, etc., and engage in conversations. The software meets users' the
needs for role-playing and other emotional engagements. Glow, as a pioneer of
virtual emotional robots in the Chinese market, has developed over the years
into a “complete Al framework centered on emotional computing”.

The research methodology of this article employs a case study
approach, taking the artificial intelligence virtual social software “Glow” as an
example. We analyze the operation mode of the app, and | conduct a study based
on the theory of parasocial interaction. This research aims to explore whether
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the parasocial interaction between the social robot and the user impacts the user's
loneliness.

2.Theoretical underpinning

2.1 The effect of para-social interactions on loneliness

In 1956, social psychologists Donald Horton and Richard Wohl first
introduced the concepts of Parasocial Interaction and Parasocial Relationship,
thereby explaining the existence of emotional attachment to media characters
and certain social behaviors of audiences in mass media contexts. Research has
demonstrated that the higher the degree of parasocial interaction between the
audience and the media figure, is likely to result in corresponding social
behaviors [5].

In parasocial interaction, the media characters with whom the audience
“interacts” may be real or fictional, and even non-human; yet the audience will
still react cognitively and emotionally to these media characters as they would
in face-to-face interactions [6]. In today's world where social robots increasingly
influence human life, extending the theory of parasocial interaction to include
social robots as a new research subject is of practical significance.

Loneliness is closely related to social interaction. Relevant studies have
shown that individuals who are socially inadequate are more likely to develop
loneliness [7], and parasocial interactions are a very important variable in
loneliness-related studies. Quasi-social interactions between media characters
and their audiences can make up for the lack of interpersonal interactions in real
life. The Internet, as one of the most important media today, is the arena in which
parasocial interaction behavior occurs.

2.2 Media Dependency Formed on Social Bots

Media System Dependency Theory (MSDT), a media effect research
theories proposed by communication scientists De Fleur and Ball-Rokeach in
1976, suggests that media message dependency is a key variable in studying
how media messages affect audience perceptions, emotions, and behaviors.
Media dependence theory indicates that as new media emerge and stabilize, a
stable, two-way dependency relationship forms with the audience.

Media dependence is closely related to loneliness [8]. The Internet, as
one of the most significant media today, serves as the primary arena for
parasocial interaction behaviors. [9]. Studies have shown that increased media
use helps reduce loneliness [10]. In the age of smart media, a dependency
relationship is being established between human users and social bots, making
“media dependency” an extensive part of human social behavior.

In this regard, this article proposes the research hypothesis that users'
parasocial interactions with social robots deepen media dependence, and in this
process, media dependence may have crucial impact on reducing people's
loneliness.
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3. Analysis of cases

MiniMax (Shanghai Rare Technology) is currently one of the China's
highest-value Al big model startups. Since 2022, it has attracted significant
investment from Yungqi Capital, Miha Tour, and Tencent, with its valuation once
reaching $1.2 billion. In 2023, it was ranked as of China's TOP5 Al startups by
overseas technology media, The Information.

MiniMax is raising at least $600 million in financing, led by Alibaba;
potentially valuing the company at more than $2.5 billion, with Ali and Sequoia
Capital committed to participating in the investment. Founded less than 3 years,
MiniMax has launched a several popular Al products, including “Glow” and

“Starfield. Glow, an Al virtual chat app, operates in a mode where users
interact with customized social bots in various ways, launching at the end of
2022 and reaching nearly 5 million registered users within 4 months.

Relying on social bots trained by large Al models, MiniMax has reaped
huge market value and attracted a large number of loyal users in just one or two
years. And this achievement is not only limited to the Chinese market, MiniMax
also launched Talkie, an overseas version of the software similar to Glow.Talkie
was also rapidly popular after its release in June 2023, and once became the
TOP6 on the total download list of Google Play in the U.S. As of March 2024,
the number of downloads has exceeded 10 million. Dot data shows that the daily
active data of its users has exceeded one million.

Relying on social bots trained by large Al models, MiniMax has reaped
huge market value and attracted a large number of loyal users in just one or two
years. The success of this model of social software robots has also been proven
globally.

4. Conclusions

In the rapidly developing field of media technology, the warmth, care
and attentiveness demonstrated by social robots equipped with Al big models
appear particularly omnipotent and real. As the degree of parasocial interaction
between the user and the robot deepens, the user's media dependence on the
robot also intensifies. While media dependence on social robots reduces users'
sense of loneliness, it is accompanied by capital's interest in their economic
value. Glow is a perfect example of this.

However, with the rapid development of technology, social robots have
begun to replace humans in the realm of emotional labor. Consequently, the
entire spectrum of human emotional interactions is becoming subject to robotic
emotional labor. The pressing question we face is: How do we prevent real
emotions from being co-opted by digital, algorithmic production platforms?
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Annomayun: 5mo uUcciedo8aHue aHaIuzUpyem ponb meoud 8
Gopmuposanuu HAYUOHATLHOU UOEHMUYHOCTU, 0CBEWAsl, KAK UCMOopUYecKie U
cospemMenHble MeOUAKAMNAHUY GIUSIOM HA O0OWeCmEeHHOe BOCnpusimue U
CAMOCO3Hanue 8 pasHvlx cmpanax. Mzyuaemces, kax meoua uepes HAPPAMUEHL
VKPEnIsiiom uiu pazoeisiiom 0OujecmeeHHoe eOUHCME0, NepeoCMblCIUBAIOm
UCOPUYECKYIO RAMAMb U peazupylom Ha 2iobanuzayuto. Ipumepwvl uz Anonuu,
Poccuu u CIIIA nokazvieaiom, Kax MeOUAKAMIAHUU MO2YM UCHOIb3068AMbC S
07151 LOOOEPIHCKU HAYUOHATLHOU UOESHMUUHOCIU, OeMOKPAMUYECKUX YeHHOCTell
u coyuanvHozo mupa. Llenv ucciedosanuss — NOHSIMb 803MONCHOCU MeOUd 8
CO3UOAMENbHOM  GIUAHUU HA 00Wecmeo u paszpabomxe a0anmMueHbIX
00pazo08amenbHbIX U MEOUHbIX CMPame2utl.

Kniouesvie cnosa: sicypnarucmura, HAYUOHANbHASL UOESHMUYHOCD,
UCMOPUYECKUTI HAPPAMUB, 2PAINCOAHCKOE CO3HAHUE

1. BBenenne

B coBpeMeHHOM MHpe MenHua HE TOJbKO OTPa)karoT, HO U AKTUBHO
(hOpMHPYIOT COIHANTFHYIO PEATBHOCTD, BITUSS Ha TIPEICTaBICHIS JIIO e 0 cebe
U Ipyrux. JTa pojbh Meana OCOOCHHO 3HAaYMMa B KOHTEKCTE HAIlMOHAIBHOM
WIACHTUYHOCTH, TZI€ OHM MOTYT OJHOBPEMEHHO NEHUCTBOBaTh KaK CPEACTBO
YKpeIuUIeHusT OOIIECTBEHHOTO €JWHCTBA W  HMHCTPYMEHT  pasJeeHHUS.
HanmonanbHass  MAEGHTUYHOCTh HE  SBISETCS  CTAaTMYHBIM  HAOOpoOM
XapaKTEPUCTUK WJIHM IIEHHOCTEH; 3TO TUHAMHUYHBIN TPOIecC, B KOTOPOM MeIra
WTPalOT KJIIOYEBYIO POJib, PACHPOCTPaHsAs HCTOPUYECKUE HappaTUBBl U
KyJBTypHBIC CHMBOJIBI, KOTOpPhIe (DOPMHUPYIOT OOIIECCTBCHHOE BOCIPHUATHE
HaLUH.

MenuakaMnaHuy, HCHONb3Ysl HCTOPUYECKHME M COBPEMEHHBIE
HApPaTHUBEI, MOTYT CITIOCOOCTBOBATH BOSHUKHOBCHUIO CIUIFHON HAIMOHAEHOM
HUACHTUYHOCTH, TMOANepkuBas oOpa3 "Mer" nporuB "ouu'". Takuwe kaMmmaHum
MOTYT TakXe CII0OCOOCTBOBATh PEWHTEPHPETAIMA WA  W3MEHECHHUIO
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I/ICTOpI/I‘-IeCKOf/'I namMsaTu, 4TO, B CBOIO Oqepem;, BJIMACT Ha HAIUMOHAJIBHOC
CaMOCO3HaHME M COIMAIBHYI0 KOXe3Wto. B ycioBuwsix riobamm3anuu U
HWHTCPHAIIMOHATIM3AIMY CPEIICTB MACCOBOM HH(OPMAIIMH BaKHO ITOHUMATh, KaK
HallMOHAJILHBIE MeJua aJanTHUPYIOTCS U pearupyroT Ha OTH BBI3OBBI,
MIO/IJIEPKUBAsSI UJTM TIEPEOCMBICIINBASI HAIMOHATIBHYIO UJIEHTUYHOCTb.

HayuHoe uccnenoBanue BIHSAHUS MeTUAKaMITaHUH Ha (JOPMUPOBAHHE
HAIIMOHAIFHONW HJCHTUYHOCTH TPeOyeT MHOTOACICKTHOTO aHAN3a, KOTOPHIH
OyZeT paccMaTpUBaTh KaK MCTOPHYCCKUE, TAK M COBPEMEHHBIC TPUMEPHI U3
Pa3IMYHBIX CTPaH. DTO MO3BOJIHT OIEHUTH OOIIHE TSHACHIINH 1 HAIIHOHAJIHHEBIE
0COOCHHOCTH BO3ACHCTBHSI MeIna Ha TPaKJAHCKOE CO3HAHWE M COIMANBHBIC
HappatuBbl. llenb nDaHHOTO WCCIENOBaHUS — HE TOJBKO BBIIBHTH OTH
B3aMMOCBs3U, HO U IIOHATH, KaK MCAUaKaMIIaHUH MOFyT HUCIIOJIB30BATHCA JIsA
CO3UIATENLHOTO BIUSHUA Ha OOIIECTBO, YKPEIJICHUS JAEMOKPATHUECKHUX
HCHHOCTCI\/’I nu HO}I]ICp)KKI/I COIIMAJIBHOT'O MI/Ipa.

Takum o0pa3oM, Halle HCCICIOBAHUE CTPEMHTCS DPACKPBITh, Kak
Meaua (GOPMHUPYIOT U TPaHCHOPMHUPYIOT HAIMOHATBHYIO HICHTHYHOCTH B
Pa3IUYHBIX TEOMOJUTHUECKUX U KYJbTYpHBIX KOHTEKCTaxX, H3ydas Kak
YCHEIIHBIC IPUMEPHI, TaK W BBI30BEI, C KOTOPBIMH CTAJKUBAIOTCS OOIIECTBA B
Mpolecce MeANaTU3aly HallMOHAIbHOW UCTOPUHU U UIEHTUYHOCTH.

2. TeopeTnyeckoe 000CHOBaHHE

Meua He TOJNBKO OTPAXKAIOT KYJIBTYPHBIC M COIMANIbHBIC MIPOLECCHI,
HO M aKTHBHO y4acTBYIOT B (hopmupoBaHuMU HIeHTHUHOCTH. CTroapt Xoiul
YTBEPKAACT, YTO MEAUa ABJAIOTCA MOIIHBIM MHCTPYMCHTOM COLHaIU3alluu,
pacmpocTpaHsisi CHMBOJBI M HappaTHBH, (HOPMHUPYIOMINE KOJJICKTHBHOE
co3Hanue. Uepes B3aUMOJICHCTBIE C MUPOM M300paKEHUH M NPEICTABICHUMH,
MIPEAIOKEHHBIX MEJIHa, 01U (POPMHUPYIOT CBOIO HJICHTUYHOCTb.

Hcropuueckre HappaTUBBI CIIy>KaT HE TOJIBKO CPEJICTBOM Mepeladu
3HAHUH O IIPONIUIOM, HO ¥ WMHCTPYMEHTOM TIOJIMTHYECKOTO BIMSHHUS U
¢dopmupoBanust  obmiecTBeHHOro  MHeHus. B SImoHmm,  Hampumep,
oOpazoBarenbHbIe KaMITaHWH, TOCBSIIEHHbIE POJIM CTpaHbl BO BTopoit MupoBoi
BO{HE, HampaBJeHBl Ha (OpMHUpPOBaHME OIPENEICHHOTO BUAA MATPHOTHU3MA
cpemd MOJIONEKH. DTH KaMIIaHHH YacTO KPHUTHKYIOTCS 332 PEBH3HOHHM3M H
MONBITKU TIEPENUCATh UCTOPHIO, YTO IOJUEPKUBACT CIOKHOCTH U CIIOPHOCTH
BOIIPOCA O TOM, KaK UCTOPUS MTPECTABISIETCS U HCHONb3yeTcs B Meaua (Weiss,
Andrew, "Towards a Beautiful Japan: Right-Wing Religious Nationalism in
Japan's LDP" (2018)..

Ha npumepe SlnoHun BHIHO, KaK rOCyAapCTBEHHbIC WHHUIIMATHBBI B
0o0pa3oBaHUM ¥ MEIUANOIMTHKE MOTYT (OPMHUPOBATH HAIHMOHAIBHYIO
UJACHTUYHOCTh Yepe3 KOHTPOJIMPYEeMble HappaTUBbl. KaMnaHuu 1o OCBEIEHUIO
ucTopur (HOPMHUPYIOT ONPEACICHHYIO WHTEPIIPETalnio COOBITHH, BIMSAS Ha
00IIIeCTBEHHOE BOCTIPUSTHE HAIIMOHAIEHON HCTOPUH U HACHTHYHOCTH.
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B apyrux cTpaHax aHaJOrHYHbBIC MPOIECCHI TAKXKE HAOIIOA0TCS, T
Mecaua I/ICHOHB?:yIOTCﬂ JUIA HOlIlICp)KKI/I onpeneneHHHx ITIOJIMTUYCCKUX
UJCOJIOTUH. DTO YacTO BBHI3BIBACT OOIECCTBCHHBIC JcOAThl U KOH(MIUKTHI, TaK
KaK pasHble TPYIIEI MBITAIOTCS KOHTPOJIUPOBATh UCTOPUICCKUAC HAPPATHUBHI H
HMHTEPIPETAIHY.

TakuMm 00pazoMm, Me[Wa WIPAIOT BAXKHYIO POJNb B (HOPMHPOBAHUH
HICHTUYHOCTH  dYepe3  paclpoCTpaHCHHE CHMBOJIOB, HappaTHBOB H
HCTOPHYCCKUX TMPEICTABICHUNA. OJTO BIHMSHUAE IPOSBISICTCS B CO3MAHHUH
HAIMOHANIBHBIX MPA3JHUKOB, 00PA30BATENbHBIX KAMIIAHUAX M MOJTUTHYECKUX
WHHIMATUBAX, HAITPABJICHHBIX HA (DOPMHUPOBAHKE KOJUIEKTUBHOTO CO3HAHUS U
00IIIECTBEHHOTO MHEHHS.

3. AHaJM3 npuMepoB

CpaBHeHHE MeAMaKaMIIaHUH B Pa3HBIX CTPaHax MMOKa3bIBaeT UX POJIb B
(OopMHpPOBaHMM HalMOHAIBHOM maeHTH4YHOCTH. B Poccum rocypapcTBeHHBIC
Meiua IoT4epKUBaIOT HCTOPUYECKUE HappaTUBBI, 0OCOOEHHO BOCHHBIE ITOOE B
U T€pOEB, I YKPEIUIEHUs] HallMOHANIBHOIO eUHCTBA U naTpuotusma. B CIIIA
MeMaKaMIIaHuH aKIIEeHTHPYIOT BHUMaHNE Ha HJieagax CBOOO/IBI M IEMOKPATHH,
oTpaxkas HallMOHaJIbHBIE IIEHHOCTH M McTopHdeckue coobiTrs. B Munnm menua
UCTIONB3YIOT (GUTYyphl, TakMe Kak MaxarmMa [aHgw, I8 TOANEPKKH
HAIlMOHAIBFHON WAEGHTUYHOCTH, NPH 3TOM IIEPEOCMBICICHHUE €T0 HACIEANs
BBI3BIBACT JKUBBIE JI0AThI O HAMOHAIBHON HCTOPHH.

Poccuiickue menna KaMIIaHUK aKTHBHO YKPEIUIAIOT MaTPUOTHU3M Yepe3
HCTOPHYECKHE HAppaTHUBBI, OCOOCHHO CBSI3aHHBIE C BOGHHOM HMCTOpHEH. OTH
KaMIIaHUM BKJIFOYAIOT JTOKYMEHTaJbHBIE CEpUalbl U 00pa3oBaTelbHBIC
IIPOrpaMMBbl, BOCXBAJISIOIIME UCTOPUUECKUE TOCTUKEHUS U NOAJIEPKUBAIOIIHE
momuTHyeckyro  moBectky. B CIIHA  wmemma  Qokycupyrorcs — Ha
JIEMOKPAaTHYECKUX HEHHOCTSIX M MYJIbTUKYJIbTypaJM3Me, OCBEIasi BBIOOPHI U
rpakaaHckue npasa. IIpumepom sBisiercst nBikenne Black Lives Matter,
KOTOpPOE€ CTUMYJIMPOBAJIO OOIECTBEHHBIE JAUCKYCCHH O PAacOBOM PaBEHCTBE U
MEPEOCMBICICHHN HALIMOHATIBHOI HCTOPHH.

MennakaMnaHuy — WTPAOT  BaXHYI0 poidb B  (OPMHUPOBAHUH
OOIIECTBEHHOTO  CO3HAHWS,  THOAJCPKWBAs  WJIM  IEPEOCMBICINBAS
HAIIMOHAIBHYIO0 UACHTHYHOCTh. OHM MOTYT KaK OOBETUHATH OOIIECTBO, TaK H
BbI3bIBATh pasnenieHne W KoHGuukThl. Hanpumep, B BenukoOpuranun
ocpemnieHne bpekcuta B pasaeix CMU oTpaxano MOIIpU30BaHHBIEC B3TJISIBI,
YTO YCWJIMBANO oOOmEecTBeHHBI packon. B TI'epmannm  ob6cyxiaeHue
HAIMCTCKOrO MPOILIOr0 B MEIWa CII0COOCTBYET (DOPMHUPOBAHUIO KYyJIbTYPHI
MaMATH U OTBETCTBEHHOCTH, TOMOT'asi OOIIECTBY OCMBICIUBATH CBOE MPOIILIOE.

Oco0eHHO 3aMETHO BIMSHHE MelIua Ha MOJIOJEKb, (JOPMHUPYIOUIYIO
CBOM B3IIIA/IBI Ha Oynymiee. B crpanax ¢ nemorpauueckuMu ¥ CONMaTbHBIMA
n3MEHEHHWsIMH, Takux Kak Smonust wmm lOxnas Kopes, mMenmakammanuw,
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OpPHEHTHPOBAHHBIE Ha MOJIOJCKb, 4acTO (DOKYCHPYIOTCS Ha HaIl[IOHAJIbHOU
NUICHTUYHOCTU B KOHTCKCTEC FHO6aHI/I3aHI/II/I. Ot TIPUMEPHBI MOAYCPKHUBAIOT, KaK
Menua MOTyT (opMHpOBaTh 0OIIECTBEHHOE CO3HAHUE, YTO OCOOCHHO BAXKHO B
MIEPUOBI COLMATIbHBIX N3MEHEHHH.

4. 3akia0uenne

[Tonumanmne pomm Memua B (OPMHUPOBAHWM HAIMOHAIBHOH HJICHTHYHOCTH
KPUTHYECKH BAXHO JJISI OLIEHKH COBPEMEHHBIX MOJMTHYECKUX W COIMAIIBHBIX
MpoIeccoB. AHaIN3 MEIWAaKaMIIaHWI ITO3BOJISIET HE TOJBKO OICHUThH, Kak
00IIEeCTBO BHIUT CBOIO MCTOPUIO M CE0sI B HACTOSIIEM, HO M IPEIOCTABISET
HHCTPYMEHTHI TS pa3paboTku 3(p(PeKTUBHBIX 00pa30BaTEIBHBIX M MEIUHHBIX
CTpaTeruil, HaNnpaBICHHbIX Ha MOLAECPKKY COLHMAIBLHOIO MHMpA U YKPEIUICHUE
JIEMOKPaTHYECKUX IIEHHOCTEH. ITO 0COOCHHO aKTyalbHO B YCJIOBHUSIX OBICTPBIX
COIMAJIbHBIX U TCXHOJIOTHYCCKHX HSMCHCHHﬁ, KOTOPBIC Tpe6y}0T aalITUBHBIX
MOJXOJ0OB K YNPABJICHHIO OOIIECTBEHHBIM BOCIHPHUSITHEM M HAI[MOHAIBHOU
UJAEHTHYHOCTH.
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®OPMbI TIPOTUBOJAENCTBUA JECTPYKTUBHOMY
BUJIEOKOHTEHTY B MACCMEJHNA

Anexcanopa Menvrukosa,

Poccutickuii ynusepcumem opyscovl Hapooos
um. Ilampuca Jlymymowor (Mockea, Poccus)
1132236823@pfur.ru

Annomayun: B cmamve npedcmasien ananus eu0eomMamepuanios na
pacnpocmpanénnvix  eudeopecypcax 6 cemu Humepnem. Ocywecmenena
HONBIMKA BbISIGUNb XAPAKMEPHbBLE Yepmbl 0eCMPYKMUBHO20 8UOCOKOHMEHMA 6
macemeoua u oame emy uémroe onpedeienue. B pabome npedcmasnenvi
cyujecmeayowjile HOpMamueHo-npagosvle akmuvl npasa maccmeoua. Ilokazaw
onvim 60pbbOLL ¢ 3anpewérnvim konmenmom 6 Poccuu, Coedunénnvix LlImamax
Amepuxu, @panyuu, Huldepranoax, Hanuu, Illgeyuu, HAnonuu na npumepe
cpedcme  Maccoguix  uHopmayuli,  UHQGOPMAYUOHHLIX — dA2eHMCme U
orcypHanucmos.  Onucan — aneopumm No  YCMPAHEHUI0  0eCMpPYKMUHO20
xonmenma 6 CMHU, Komopvle paszmuyaomcs COOMHOWEHUEeM Mep,
npeonpuHuMaemvlx  20Cy0apcmeom, noavzoeamenamMu U - caMumMu
naamepopmamu. Ilpeonosicenvl 6apuanmel pewienus No OYUCMKE CEMeGbix
pecypcos om Hene2anbHo20 pAcnpoCmpanenusi 6u0eoKkonmenma. Buisgnenvi
pecypcol, HAxooauwuecs 8 2pynne pucka pacnpoCmpaHerus 3anpeujéHHozo
xonmenma ¢ Unmepneme u Pyneme.

Knrouegoie cnoea: macemeoua, B8UOCOKOHMENM, CMU,
Odesungopmayus, menesuderue, Hnmeprnem

1. BBeaenue

B »smoxy rno6ampHOrO TOTOKa HWHPOPMAIUH H IHUPPOBH3ALNAN
MUJUTHApABI Tob30BaTeIel B IHTepHETE, KpyNHBIE TEIEBU3NOHHbBIEC KaHAIbI 1
OHJIAWH-TPAHCIALUU CTaJIKUBAIOTCS c pasIuYHBIMA dbopmamu
pacripoctpaHeHusl BujeomarepuaioB. /o HeJaBHEro nepuoia BUAEO OBLIO
MPUBS3aHO K TEJIEBEIIAHMIO, MOKE ero MOXKHO OBLIO CMOTPETh M CKauUBaTh
Yyepe3 BHEITHNE HOCUTENHN — C TOMOIIBIO PEKOPJIEPOB. AyTUTOPHS TIEPEXOIUT B
OHJIAaWHOBOE MPOCTPAaHCTBO, W PEHUTHHTM TPAJUIMOHHBIX KaHAJIOB Ha
TEJICBUJICHUH CYIIECTBEHHO CHI)KAIOTCS. B HacTOsIIIee BpeMs TEXHOIOTHUECKH
CMOTPETh BHIECO MOXHO B JII0OOOE BpeMsi, B JIIOOOM KOJIMUECTBE M KadyecTBE.
BuneokoHTEHT mepecTaéT OBITh 4acThIO IMMOTOKOBOTO BEIAHMS W CTAHOBUTCS
CaMO/IOCTaTOYHBIM ~ MYJIBTUILIATGOPMEHHBIM  HPOJYKTOM,  CHOCOOHBIM
pa3Buekarp aymutoputo Ha «360 rTpamycoB». HoBoe BuieHme OmsHec-
MIPOIIECCOB CO3MAET HOBBIC TPEOOBAHMUS K SKCIEPTH3E M AHAIUTHKE, TTO3TOMY
Oonbpllice BHUMAHHE CO CTOPOHBI pEKJIaMomaTeNei u IpaBooOagarenei
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YACIACTCA Kak KOHTCHTHOM COCT&BJ’[S[IOHICIZ TCICBUJACHNUA, TaK W HOBBIM
HJ'IaTq)OpMaM BE€OIaHUA TCJICBU3MOHHOTO KOHTCHTA, W aJIbTCPHATHBHBLIM
crocobam ero MOHCTHU3allUuU.

2. Pe3yJbTaThl M AHCKYCCHS.

JlocTynm K HHTEpHET-BHJICOKOHTEHTY OJIOKMpYETCSl 3a HapylIeHHUE
TIPaBUJI pa3MeEIIeHHs, 3aKOHOB O CPEJICTBAX MACCOBOM HH(OpMAIIUK U peKIame,
a TaKKe 10 COOOpaKEHMSIM 3THUKH M HAIlMOHANBHOHN Oe3omacHocTu. B Poccun
¢ 2012 roma neiictByer 3akoH «OO0 wuHpOpManuy, HHOOPMAIMOHHBIX
TEXHOJIOTHSX U 3aIIUTe NH(POpMannm», ITO3BOISIONINN OJIOKHPOBATH AOCTYI K
caiiTaM ¢ 3ampeniéHHBIM KOHTCHTOM, KOTOPBIH COAEPKHAT HH(POPMAIUIO O
JIeTCKON mopHorpaduu, ymoTpeONeHUH W PACIpPOCTPAHEHUHW HAPKOTHUKOB,
JieTand yOuicTB U caMOYOHMICTB, IEHHBIE JOKYMEHTBI U TPOJAXKy AIKOTOJIs,
CeKCyaJIbHBIE YCIYTH, )KECTOKOE 00palieHue ¢ >KUBOTHBIMU U O MHOTOM JPYTOM.
Bce oHnalH-cTpaHMIIBI C  HEJNETaJbHBIM  KOHTEHTOM  IOMAgaloT B
aBToMaTnueckuil «EnuHbli peectp 3ampeméHubix caiitoB» [1, c. 121]. Ilo
cBezieHusM PockoMHan30pa, ¢ aTama 3amycka paboty EnnHcTBEHHOTrO peectpa
OTEUECTBEHHBIC CyJbI BBIHECIN Oombie 60 THICSY 3aKIIOYCHUI O MPU3HAHUN
pa3MEIEHHOTO BUJICOKOHTEHTA HeJleraibHbIM [2, ¢. 145]. Mepbl cankuuii —
OJIOKMPOBKH, 3aMeJIeHne TpadyKa U aAMUHUCTPATHBHBIE IITPAQBI.

Tak, 23 ampens 2021 roma Ha BupeoxoctuHTe YouTube OpLTO
3a0JI0KMPOBaHO YeThIpe BHCO Tenekanana RT 3a nesnnpopmaryio o maHaemMun
KopoHaBupyca [6]. OO0 3ToM TenekaHas cooOuI Ha cBoéM Tenerpam-kaHaie
23 ampens 2021 roma. B uucie 3a010KMPOBaHHBIX BUJEO: M MEPEBEAEHHOE C
aHIVIMHACKOIO Ha PYCCKUMM HHTEpBbIO Bupycosora Jlmutpus JIbBoBa
xypHanucty AHTOHY KpacoBckomy, u moakact o 3anpere baiinena
CTOPOHHHMKAaM IOCelaTh MUTHUHTM HU3-3a KOpOHaBUpyCa — MaTepHall cAelaH
pecniyOnukanieM YauHOM JIfOpH, W TPAHCIAIMH HOBOCTHBIX CIOXKETOB
MIPOTECTOB NPOTHB JIOKnayHa B BemukoOpuranmn. Ha Tenerpam-kanane RT
TIOSICHHJI, YTO BUAEO 3a0JIOKMPOBAHO IO MPHUYMHE JIOKHON MH(pOpManny, a Ha
miatpopme YouTube KOMMEHTHPOBATH CUTYAIHMIO OTKA3IMCh. TeM He MeHee,
kaHanmy RT 3anpernnu pacnpocTpaHATs BUIEO U MPOBOAUTH MPSIMBIE d(HUPHI B
TeueHue Henenu. HeraTuBHYIO peakuui0 pPOCCHIICKMX BIAacTel BbI3BAJIO
ONMOKMpOBaHWE JOCTYyHna K akkayHTam TemekaHama «Kpemm 24» u
PYCCKOSI3bIYHBIX MH(GOPMAIMOHHBIX areHTcTB Anna News u News-Front Ha
mwiarpopme YouTube. I[IpencraBureny KaHajga MOMBITAINCH OOPATHTHCS B
ciyx0y MOAACPKKH, HO OoJIee OAPOOHYI0 HH(OPMAIIHIO TaK M HE MOJYYHIIH.
CrycTsi HECKOJBKO MECSIeB BHJICOXOCTUHI 3a0JOKHpOBan —TeJeKaHall
«Uaperpan». Ha nanueiii mMoment Bcero YouTube ynmamun Gomee 200
PYCCKOSI3BIUHBIX aKKAayHTOB. B rocyaapCTBEHHBIX OpraHax TaKyr MOJEpAIUIo
nocunTaiy 3a 1ensypy. [loka YouTube ynanser nHpopmannoHHble KaHAJbBI, HA
CTpaHMIAX XOCTHHTa TMPOJIOJDKACT pACIpPOCTPAHATHCS BUACOKOHTEHT C
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Mpomnaraijiol, HacuiaueM H OJKcTpemusmMoMm. Hampumep, B 2019 roay
YouTube npourHopuposan TpeboBanus PockomMHan3opa 00 yaaleHHH POTHKA
co cxuranueM poccuiickoro ¢aara. Ilpesunent Poccun Bnagumup ITytia Bo
BpeMs BBICTYIUICHUSI Ha MHBeCTUIIMOHHOM (hopyme «Poccus 30Bet!» 3asBui,
YTO CTpaHa YUYTET MEXIYHApOIHBIM ONBIT, HO HCIOJIb30BaTh MHOCTPAHHBIE
MOJIETI PETYIMpoBaHUs TpaB B ceTH MHrepHer He Oyzner, a cosmact
cooctBennyo [3]. Tak, B IlpaBurensctBe PP Obu1o mpemiokeHO pemmTh
npobieMy ¢  TIOMOIIBIO  HOPMAaTHBHO-TIPABOBBIX ~ aKTOB W Mep
caMmoperyanpoBaHusa KoHTeHTa. Kpome Toro, Obita maes pa3paboTaTh HOBBIC
TEXHOJIOTUM W MHCTPYMEHTBI, KOTOPbIE CMOTYT aBTOMATHUYECKH BBISBIATH H
YAQIATh 3KCTPEMHCTCKMH W OMAacHBId KOHTEHT. OTHENbHO y MaccMmenna
OTCYTCTBYIOT MeEpbl peryiupoBaHus uWH(opManuu, W Bce HapyIICHUS
onmparotcsa Ha 3akoHBl 0 CMU u pekname [2,c. 309]. U He Bcerna ux MO>KHO
MIPUMEHSTH Ha pacIpOCTPaHEHHBIX IUIONMIAAKAX C BUICOKOHTEHTOM.

YroObl MHTEPHET-IUIATGOPMBI MOTJIH OBICTPO PEarupoBaTh HA YIPO3bI
JUTS TTOJIb30BaTENeH, UM MPEAJIOKIIN padoTaTh MO ONpeeNEHHON CTPYKTYpE [2,
c. 234]. Bo-niepBbIX, YTBEPAUTDH MPOCTHIE U 3aKOHHBIE MTPaBUIIA YBEAOMIICHHS O
3anpeméHHOM ~ KOoHTeHTe. Ecnmm  Buzjeomarepuasnn  ONOKHpPYIOT,  TO
OITyOJIMKOBABIIME €r0 aBTOPHI JIOJDKHBI MOMEHTAJIFHO Y3HAaBaTh 00 3TOM.
KpoMme TOro, MM HyXHO MPEIOCTaBUTb JOCTYNHBIE MEXAHU3MBI JUIA
BO3MOXKHOTO OCIHapHBaHUs CyAeOHOrO penieHus. Bo-BTophIX, HEoOXoanmo
BHEJIPATh  «IPOAKTUBHBIE TEXHOJOTMMW» — 3TO HMHCTPYMEHTBHI  JUIf
AaBTOMAaTHYECKOTO OTCIICKHMBAHUSA U MOMEHTAIBHOTO yJAJICHHUS 3allpeHIEHHOTO
BHJICOKOHTEHTa KOHTeHTa. Kpome Toro, B Hameil cTpane JOJDKHBI CO3/1aBaThCs
CIEIMAIbHO CO3JJaHHBIE OT/IEIIBI, KOTOPHIE OyIyT OTBEYaTh 3a UCCIEAOBAaHUE U
OLICHKY CIIOpHBIX CHTYyallMii pacnpoCTpaHeHHs KOHTeHTa B J¢upe u
OJTHOBPEMEHHOI0 B ceTH. Tak, BIaJeblbl OHJIAWH-BHIEOCEPBUCOB CMOTYT
BOBpeMs  IepeiaBaTh  MH(OpMAalMIO O  HE3aKOHHO  Pa3MEIEHHOM
BHJeOMaTepuane mnonuuelckuM. K mpumepy, ecnum BHACOPOIMK HAHOCUT
CYIIECTBEHHBII BpeJl MOJIb30BATEISAM. DTy POOIeMy MOT OBl PEIIUTh 3aKOH O
CcaMOpeTryJIUpyeMbIX OpraHn3anusx, kotopsiii ¢ 2007 roaa neiictsyet B Poccun.
OpmHako MOKa B OTHOIICHWH OHJIAWH-TDIONIANOK OH He pabotaer. CormacHO
3TOMY 3aKOHY CO3JAIOTCSl CaMOpETyJIHpyeMble OTAENIbl B TeX OO0JacTsX,
KOTOpbIE AOJDKHBI JIMLEH3UpoBaThCsl. Ha naHHBIA MOMEHT B Halleil cTpaHe
JESTENPHOCTh Ha MPOCTOpaX MWHTEpHETa HE JIMICH3UPYETCs, I03TOMY
MIpUMEHEHHE BBINICYKa3aHHOTO 3aKOHAa HE HuMeeT cMbicia. HeobOxomnmo
OTMETHTb, 9TO OBLIO OBI YMECTHO CO3/1aTh OT/IENbHBINA 3aKOH, B KOTOPOM OyJeT
BO3MOKHBIM UHTEpHET-pecypcaM CaMOCTOSITENIEHO peryaupoBatb
COOCTBEHHBIN BUJICOKOHTEHT. MenuanoseneHue Y4aCTHUKOB
WH(QOPMAIMOHHBIX TPOIECCOB M CaMa JIOTMKAa DPa3BUTHS 3THX IPOIECCOB
MIPUBOJT K BBIBOXY, UTO OTpaHWYMTEbHAS MOJMTHKA Trocynapcrsa B chepe
MaccMmenua OyJeT akTHBH3UPOBAThCsl. MOKHO KOHCTATHPOBATh JIBE OCHOBHBIC
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TECHACHINU B pCajin3allui roCyJapCTBEHHOI'O PETYJIUPOBAHNA BUACOKOHTCHA B
menuacepe B Poccun. C oHOM CTOPOHBI, BJIACThH JIMOEPATHHO MOIXOIAT K
peaiM3alii HOPM, KOTOpbIE KacaloTCs YacTHOW KM3HM TpaxIaH W eé
orpaxeHust B Mmeauacdepe. [IpocnexuBaloTcss mard 10 TyMaHH3aIUH,
CMATYECHHUIO HaKa3aHUs 3a mpaBoBble HapymeHus. [1, c. 145]. C napyroi
CTOPOHBI, YCWJIMBACTCSl TIPAaBOBOE pETYJUPOBaHHE B MEIUHHOM TIONE
nH(pOpPMANNU SKCTPEMUCTCKOM, HEZOCTOBEPHOI MHPOpMannu. 3aMETHBI POCT
YHCIIa MPAaBOBEIX HOPM B 3TOH c(epe, CTpeMIICHHE TOCYIapCTBEHHBIX OPTaHOB
00ectieunTh ONePaTHBHOE BHIITONHEHHS PEIICHHUH 110 yIAICHUIO 3alperEHHOMI
nHpOPMAIINHN U y>KECTOUUTH HaKa3aHWE 3a X HeBbIonHeHue [1, c. 147].

3. BoiBoasl

HecmoTpss Ha akTyanbHOCTh M BaKHOCTBH Ui T'OCYNApCTBEHHOTO U
OOIIIECTBEHHOTO  Pa3BUTHsI MPOOJIEMBbI  COBEPIICHCTBOBAHHS MPABOBOTO
perynupoBaHus paHee He AEHCTBOBABIIMX JEMOKPaTHMYECKMX MHCTHUTYTOB, K
KOTOpBIM Taike oTHocurcs nu CMU, ynensercs HeloCTaTOYHOE BHUMAaHUE.
Ceituac B Poccun yxe MOXXHO TOBOPHUTH O (DOPMHUPOBaHUHM HOBOH OTpaciu
npaBa — npaa CMMU, wm — undopmManmoHHOTO mpaBa, 00JaJarOLIETO
COOCTBEHHBIM TPEJMETOM M METOJOM pEryJMpOBaHUs. B0O3MOXHOCTH
BO3/ICHiCTBOBAaTh HA MaccOBOE MHEHHE ayAWTOPHH, a Takke (GpopMHpOBaThH B
CO3HAHWM JIIOZICH OMNpEAENEHHbIE TPAHMIBI M IPaBWIA MOXET CTaTh
MIPEUMYIIECTBEHHBIM ITPABOM COBPEMEHHBIX MacCMEHA.
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Abstract: This paper is dedicated to the study of the impact of mass
media on public opinion. The author analyzes the traditional Western media's
press coverages of the wars in the past, the Western media's news reports during
the Israeli-Palestinian conflict, and, at the same time, the impact of TikTok,
which breaks the information barriers of Western mass media.

Keywords: TikTok; social media, information barriers;, Western mass
media

1. Introduction

In 1980, UNESCO issued the report "Many Voices, One World", which
advocated a multipolar global communication order, paying more attention to
the right of developing countries to participate in global communication on an
equal basis. The Western media have the "absolute" discourse power. The three
major news agencies, Associated Press, Reuters and Agence France-Presse,
account for 80% of the world's international press releases. More than 90% of
the world's international news feeds are provided by the Western media [1].
From the Iraq War to the Color Revolution, from the War in Libya to the Syrian
Civil War, by virtue of their powerful international communication capabilities,
some Western media have dominated world public opinion, become the
vanguards of Western countries' interference in other countries.

2. Results and Discussion

During the Kosovo War in 1999, Western media widely reported
unconfirmed news such as "genocide" and "mass graves", touted NATO's
actions as “the only hope for the people of Kosovo”, and incited uninformed
people to hate Yugoslavia, and made Yugoslavia into political isolation.

In 2003, the coalition forces of the United States, the United Kingdom
and other countries launched a war against Iraq without authorization from the
United Nations. Western media reported that Iraq was related to 9/11 and Iraq
was manufacturing nuclear and virus weapons. Post-war investigations revealed
that the Western media had told a huge lie [2].

In Syria War, the Western media attacked Bashar as a "dictator". Young
people , who were killed by Syrian security forces in Western media reports,
miraculously "resurrected" in a few days. In December 2011, a terrorist bombing
in Damascus killed at least 44 people and injured 166, including at least 20
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members of the Syrian security forces, [3] but the Western media claimed that
the authorities had "staged" it.

In the face of the Russia-Ukraine conflict, the Western media accused
the Russian president of launching an attack on the neighboring country, while
completely ignoring the fact that NATO's continuous eastward expansion
threatens Russia's national security.

Taking 6,316 press releases about the Russia-Ukraine conflict from 10
Western media, including the Associated Press, Reuters, and the New York
Times, extracting keywords, Xinhua News Agency International Department
created a word cloud [4]. It included such words as ‘invasion’, ‘fears’, ‘threat’,
‘Ukrainian border’, ‘Russian Forces’, ‘sanctions’ and others.

It can be seen, in reports of Western media, the words at the core of the
Russia-Ukraine conflict are Russia, Ukraine, the United States, and NATO. The
reports emphasize the identity of NATO countries as U.S. allies. Judging by the
volume and content of coverages, the Western media are only interested in topics
and events that discredit Russia and intensify conflict between Russia and the
West. The Western media have turned a blind eye to Russia's pursuit of dialogue
and its repeated efforts to provide draft "security guarantees" plans to the United
States and NATO. The reports repeatedly use negative words such as war, risk,
fear, crisis, threat, excuse, pressure, worry and so on. The complete absence of
such words as human rights, humanity, and population. The words “civilians”
are mentioned only 93 times, it is one eightieth of the number of times the word
Russia is mentioned. This shows that they are not concerned about what kind of
catastrophe the conflict will bring to the people [4].

Western media continue their double standards in reporting on China.
The normal cross-border businesses are defined as "economic invasion" and
"neo-colonial expansion". Cross-border mergers and acquisitions are
maliciously interpreted from a political-security perspective, leading to strong
government intervention. The establishment of Confucius Institutes to promote
the world's understanding of China has been distorted as a "cultural invasion".
China's human rights and military opacity are criticized year after year.

In this Israeli-Palestinian conflict, the Western media have once again
demonstrated their double standards. They described Hamas as a terrorist
organization and repeatedly emphasized "Hamas raids", but kept silent about the
apartheid and ethnic cleansing practiced by Israel, even fail to mention Israel’s
decades of exploitation and oppression of Palestine.

But this time, TikTok broke the information barriers of Western mass
media. According to MarketSplash statistics, TikTok had 1.677 billion users by
the end of 2023, and the total number of monthly active users (MAU) reached
1.1 billion. [5] With its huge user base, fast spreading speed, TikTok as the
Chinese social media, which is not influenced and controlled by Western
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countries, allows people to see the bombed buildings, terrified pedestrians, and
innocent people killed and injured in Gaza. From the beginning of conflict on
October 7 to October 9, in only 3 days TikTok is overflowing with discussion of
the conflict, with the hashtag #Palestine amassing more than 27.8 billion views
while #lsrael has garnered 23 billion [6]. Through user uploaded videos and
spontaneous sharing, TikTok gives global audiences a glimpse into the real lives
and encounters of the Palestinian people, giving the world a deeper
understanding of the situation in Gaza.

TikTok is making Western people begin to re-examine the reports of
mainstream media such as CNN and BBC. In many Western countries,
demonstrations of supporting Palestine were organized , people demanded for
an end to Israeli bombing of Gaza. The demonstrations were so massive, even
rarely seen in the West in recent years.

3. Conclusions

As a channel breaking information barriers of Western mass media,
TikTok broke a new path for the pluralism and democratization of public opinion.
It has laid the foundation for the realization of a multipolar global
communication order and the realization of equal participation of developing
countries in global communication.

REFERENCES

[1] Liu Zhifu, Zhao Hewei: “The Struggle for International Public
Opinion is an Important Front for Comprehensive National Strength
Competition”, “Seeking Truth” No. 3, 2013

[2] Liu Jian: “Democracy is just the rhetoric of the United States, they
only have hegemony in their eyes”, Xinhua News Agency, Beijing, March 26,
2023

[3] A series of explosions in the Syrian capital caused nearly 200
casualties (photos), China Broadcasting Network, December 24, 2011

[4] Li Xuedi, Sun Qing: “Digital Exhibition: Take the Russia-Ukraine
conflict as an example, look at how the US and the West launched a war of public
opinion” Xinhua News Agency International Department January 4, 2024

[5] Business Industry Tiktok E-Commerce In-Depth Report. China
Merchants Securities Industry In-depth Report, February 2024

[6] Taylor Lorenz: Why TikTok videos on the Israel-Hamas war have
drawn billions of views, the Washington Post, October 10, 2023

139



Section 14. Advertising and PR in the modern world
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ANALYSIS OF THE USE OF CLASSICAL AND DIGITAL
PR TOOLS IN THE STRATEGY FOR PROMOTING SPORTS
REHABILITATION SERVICES
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Abstract: This article provides basic information about the market for
rehabilitation services, namely, the main types of rehabilitation centers and
their differences from each other are highlighted. Classic and digital PR tools
used in sports rehabilitation are also discussed.

In addition, the author considers the target audience in the field of
sports rehabilitation services and several PR cases in this area.

Based on these examples, the author highlights the promotional
features that exist in the sports rehabilitation market in modern Russia, which
gives an understanding of what points should be relied on in the formation of a
PR strategy.

Key words: rehabilitation services, rehabilitation center, promotion,
PR tools, sport.

In the modern world, there is a constant development of medical
technologies, therefore the issue of health is becoming popular among society.
However, according to the Lavender Center, 62% of Russians still believe that
the professional level of specialists is lower than required for high-quality
provision of services, and 42% turn to Internet resources instead of contacting
hospitals [PR in medicine: 11 proven tools from a practitioner, this situation
complicates the promotion of medical services].

A high-quality and well-thought-out PR strategy not only retains
regular and attracts new customers, but also distinguishes them from
competitors and helps to show the best sides of rehabilitation centers, emphasize
their quality and importance.

Description of the target audience

Next, we will analyze the specialized sports centers that provide
rehabilitation services.
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Speaking of the target audience, there are several groups of people who
are part of it:

1. Professional athletes

A group that includes sports professionals participating in official
competitions and sports leagues.

This group of people is interested in providing effective and innovative
rehabilitation methods that will allow them to quickly recover from injuries and
return to training.

2. Amateur athletes

This category includes people who play sports on a serious level, but
not on a professional basis. They can be ambitious amateurs, participating in
competitions, as well as regular participants in sports events. Effective and
affordable rehabilitation programs are important for them, which will allow
them to return to sports and daily activities.

3. Coaches and sports organizations

This group includes sports clubs and coaches who are interested in the
health of their athletes and cooperation with rehabilitation centers that provide
high-quality services and help in the recovery as well as improvement of
performance of athletes.

Classic and digital PR tools for the promotion of sports rehabilitation
services

Both classical and digital PR tools can be used to promote sports
rehabilitation services. This aspect is worth taking a look at some examples of
such tools.

Classic PR tools:

Press releases: Writing and distributing press releases about new
services, technologies, or successful rehabilitation cases.

Events and seminars: Organization of specialized events and seminars
for sports clubs, coaches and athletes, where one can present its services and
share your expertise.

Sponsorship of sports events: Partnering with local sports teams or
organizations and sponsoring sports events to increase visibility and credibility.

Expert presentations: Presentations by the center's staff at conferences,
congresses and other professional events to establish authority in the industry.

Digital PR tools:

Social media PR: the use of social media, namely content creation,
interaction with the audience, and tracking feedback to manage public opinion
about a brand, company or person.

Webinars: interaction with the audience, which provides an opportunity
for direct communication, demonstration of expert opinion, attracting an
audience, increasing coverage, promoting products and services.
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Attracting influencers: a tool to help attract their subscribers, who may
be our target audience. This tool also helps to establish trusting relationships and
increase social influence in society.

Online reputation management: a tool that helps in monitoring social
media, optimizing search queries and creating high-quality content.

Table 1. Application of PR tools in practice

Rehabilitation Tool Description of the tool
Center
Rehabilitation | ¢ Events and e On February 27, 2024, there
Clinic in seminars was a presentation of a book
Khamovniki ) ) written by the clinic's doctors,
© PR mn social where specialists could talk to
media the public and answer their
questions.
e The clinic constantly maintains
a community in Vkontakte and
posts videos on YouTube
platform, where it talks about
its activities.
Luzhniki * Partnership with a |e@  Partnership with the football
Sports sports club club "CSKA" allows people to
Medicine . . provide an opportunity for
Clinic * Social media PR children with special needs to
+ Events and play sports.

minar: .. . .
seminars e The clinic constantly maintains

its community in Vkontakte.

e The clinic, in cooperation with
Sechenov University,
organizes a student Olympiad
in sports medicine, where, in
addition to competitions,
students are waiting for
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lectures and master classes
from specialists.

Open Clinic » Expert e Specialists of the clinic
presentations constantly participate in
television programs as invited

* PR in social media experts in rehabilitation issues.

e The clinic actively maintains
social networks, where it talks
about its activities and
promotes services.

Sports * Press releases e The clinic tells about the

Medicine achievements of its patients

Clinic "Smart * Expert ) after rehabilitation, for
presentations

example, about Ekaterina
Ilyina, Olympic champion and
ballerina Svetlana Zakharova.

Recovery"

e Specialists are constantly
involved in the filming of
television programs about

rehabilitation.
Sad Zdorovya | ¢ PR in social media | The clinic actively maintains
Medical social networks, where it talks
Rehabilitation about its activities and
Clinic promotes services.

The table shows 5 clinics in Russia that provide rehabilitation services
for athletes, and the PR tools they use in their promotion. (Table 1)

Based on the results of the analysis, the best PR tools are used in the
Luzhniki Sports Medicine Clinic, which not only uses PR in social media, but
also organizes various events and establishes a partnership with the CSKA
sports club. All the PR tools used help the clinic establish connections not only
with the sports community, but also with students who can become future
employees of the clinic.

Also, the Sports Medicine Clinic "Smart Recovery" shows its best sides
through PR tools. A strong method of audience engagement is based on reviews
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from influential patients, such as Olympic champions, who have been
successfully treated at this clinic.

Thus, we can conclude that PR in sports rehabilitation is a specific
direction and has its own characteristics. The market of rehabilitation services
is not numerous, but it is constantly developing due to the creation of new
treatment methods and promotion of such services on different platforms.
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Abstract: This research aims to explore the impact of artificial
intelligence (Al) on digital marketing, focusing on how Alibaba uses this
technology to optimize its marketing strategies. The main objectives of the study
are to analyze the tools and methods used by the company to collect and analyze
data, and how this data contributes to crafting personalized customer
experiences that enhance customer loyalty and engagement.

The study follows an analytical methodology based on collecting data
from multiple sources, including previous studies, industry reports. The
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methodology focuses on evaluating the efficiency of smart tools in identifying
customer needs and predicting customer behaviors.

The results show that through the use of Al, Alibaba has been able to
achieve a deeper understanding of the market and deliver highly personalized
marketing experiences, resulting in higher conversion rates and enhanced
revenue. The results suggest that investing in Al is a worthwhile investment to
build a sustainable competitive advantage.

In conclusion, the research emphasizes that Al is not just a tool to
improve marketing operations, but a key element that enables companies to
adapt to the ever-changing customer behaviors and expectations. It emphasizes
the need to continuously innovate and invest in new technologies to ensure
success in the evolving digital marketing world.

Keywords: Artificial Intelligence, Digital Marketing, Data Analytics,
Customer Experience, Alibaba.

1.Introduction:

Artificial Intelligence (Al) represents a quantum leap in technological
development and is a pivotal factor in shaping the future of business and
industries. With its ability to analyze and learn from data, Al can optimize
operations and make strategic decisions in a variety of industries.

In the world of digital marketing, Al is a revolutionary tool that enables
companies to accurately understand customer needs and deliver personalized
experiences. It helps develop innovative marketing strategies that increase brand
awareness and customer loyalty. How can Al strategies enhance Alibaba's
digital marketing? What are the mechanisms by which Alibaba can leverage
these technologies to achieve its marketing goals?

What is artificial intelligence: Artificial intelligence (Al) refers to
computer systems capable of performing complex tasks that historically only a
human could do, such as reasoning, making decisions, or solving problems.
(coursera, 2024)

Digital marketing: Digital marketing is a broad term that encompasses
many different channels for promoting business interests to prospective
customers. Depending on the business needs and goals, there are countless ways
to conduct digital marketing. It is not a cookie-cutter exercise. (association,
2024)

Global Artificial Intelligence Market: According to a new report by
Grand View Research, Inc. the global artificial intelligence market size is
expected to reach USD 1,811.75 billion by 2030. The market is expected to grow
at a CAGR of 36.6% from 2024 to 2030. (grand view research, 2024)

How to integrate artificial intelligence into digital marketing:

Artificial Intelligence (AI) is revolutionizing digital marketing by
analyzing big data to extract patterns and trends that help understand customer
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behavior and expectations. Businesses can customize marketing campaigns to
suit each customer's preferences, boosting sales and improving customer
engagement. Bots and virtual assistants provide round-the-clock customer
service, helping to build long-term relationships. Al helps predict market trends
and automate marketing campaigns, saving time and increasing efficiency.
These strategies make it possible to identify the most effective marketing
channels and optimize budget allocation for each audience segment. (harvard
business review, 2024)

ALIBABA: Alibaba is a multifaceted Chinese technology group
founded on June 28, 1999 in Hangzhou, Zhejiang, China, by its founder Jack
Ma. The group specializes in a variety of services, including commerce, local
consumer services, logistics, retail platforms and mobile e-commerce. (ali baba,
2024)

Artificial Intelligence Strategies at Alibaba: Alibaba adopts several
strategies within the framework of artificial intelligence, including:

e Small Smart Selection
Chatbot
Alibaba Cloud (Alibaba Cloud)
Digital Shelf Price Tag
Content Marketing
Cross-Promotions (Journal of Economics and Sustainable
Development, 2024)

Results and discussion:

e Artificial Intelligence (AI) is very important in the business sector.

e Many companies suffer from poor application of artificial intelligence
and this is due to the weakness of the digital environment.

e Artificial intelligence contributes to supporting various digital
marketing activities through the various digital methods it adopts.

e Alibaba adopts various artificial intelligence strategies and utilizes
them to support digital marketing in its marketing activities around the
world.

e Alibaba is one of the largest companies in the world that has embraced
artificial intelligence in its various marketing activities and is working
to apply it in its various business activities
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Abstract: The modern world heavily relies on technology across
various industries, particularly in the fields of communications, knowledge
technology, and extending to artificial intelligence (Al) technologies that mimic
human cognition by processing information and making decisions, especially in
the realm of public relations. This study elucidates the current usage and
prospects of artificial intelligence in this field, drawing on academic references
that bolster its importance and highlight the mutual impact between artificial
intelligence and public relations. The study concludes that artificial intelligence
is a tool that enables the adaptation of public relations activities to the changing
environment.
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Introduction:

Public relations play a vital role in any institution or organization by
relying on a deep understanding of audience needs and its ability to interact and
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communicate effectively in the modern technological age. Artificial intelligence
(AI) stands out as one of the fastest-evolving and innovating technologies,
enhancing its impact in various fields, including public relations. The latter
provides immense capabilities for data and information analysis, system
development, enhancing individual experiences, and predicting future trends,
thereby improving communication effectiveness and building stronger
relationships with diverse audiences.

This article sheds light on the current usage reality of artificial
intelligence in the field of public relations and its impact on various
communication plans and strategies, in addition to exploring future prospects
and potential challenges facing this modern technology.

Main question: - How is artificial intelligence used in public relations?

Study Objectives:

-To attempt to understand how artificial intelligence contributes to
improving the mechanisms of public relations work.

-To uncover the challenges facing the application of artificial
intelligence in the field of public relations.

-To attempt to identify the opportunities provided by the use of
artificial intelligence in the field of public relations.

The theoretical aspect of the study:

The reality of using artificial intelligence in public relations:

-Al is fundamentally changing PR by assisting with strategy, content
creation, and data analysis.

-Al helps PR professionals create content faster and more efficiently,
while also personalizing it for specific audiences.

- Al offers powerful analytics that can be used for real-time sentiment
analysis, audience insights, and predicting future trends.

- Al is becoming essential for PR agencies to stay competitive and
deliver targeted campaigns. In short, Al is not just a tool but a core aspect of
modern PR strategy. (1) (kareem, 2022, p. 3)

Applications of artificial intelligence used in public relations:

-Image recognition applications: Connecting consumers with products
or brands by recognizing images

- Consumer needs understanding applications: Tools like kiss metrics
and Google analytics social posts and conversations to understand consumer
needs.

- Social media monitoring applications: Monitor and analyse social
media data to identify audience trends and stakeholders.
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- Automation applications: Automate interactions on social media
platforms using Al, such as Social Drift.

- Sales recommendation applications: Al suggests retail purchases and
facilitates deals, like Adobe Target's personalized marketing offers.

- Speech-to-text conversion applications: Efficiently transcribe
interviews, take notes, and create content through speech-to-text conversion (2)
(taha, 2023, p. 585)

The role of artificial intelligence in improving public relations
practices:

Here are the key points on how Al improves public relations practices:

- Data-driven decision-making: Al helps analyse vast amounts of data
to inform campaign decisions like channels, influencers, and targeting.

- Increased productivity: Al automates repetitive tasks like
scheduling and reporting, freeing up PR professionals for strategic work.

- Actionable insights: Al analyses data from social media and other
sources to provide insights for informed decisions.

- Influencer identification and engagement: AI helps identify
relevant influencers and tailor content for better engagement.

- Crisis management: Al monitors social media for negative sentiment
and helps respond quickly to potential crises. (3). (Geeranjali Panda & Komal ,
2019, pp. 201-203)

Challenges of using Artificial Intelligence in Public Relations:

-Al Flaws: Al can be inaccurate and lead to brand damage through
misinformation or misuse by fake influencers. PR professionals need to be aware
of these risks.

-Talent Shortage: Finding people with both PR and technical skills is
difficult hindering effective Al implementation.

-Measuring Success: The long-term impact of Al makes it hard to
measure its return on investment (ROI).

-Data Issues: Limited data, poor quality, and difficulty handling
unstructured data can hinder Al's effectiveness. (4) (saleh, 2022-2023, pp. 82-
83)

Opportunities offered by the use of artificial intelligence in public
relations:

-Targeted outreach: Al helps identify the most relevant influencers and
journalists for campaigns, saving time and effort.

- Content creation: Al can analyse data to inform content marketing
strategies and even help create content like chatbots.
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- Audience insights: Al tools provide better understanding of audience
sentiment and behaviour through sentiment analysis and social listening.

- Improved campaign measurement: Al helps track campaign
performance more accurately and measure return on investment (ROI).

- Predictive analytics: Al can predict future market trends. (5) (saaed,
2020, pp. 79-80)

Study Results:

- Artificial intelligence plays a significant role in enhancing the
effectiveness of public relations through data analysis, message customizations
and improving customer experience.

-The use of artificial intelligence in public relations contributes to
improving the quality and effectiveness of communication with the public¢
enhancing user experience, and deepening positive interaction with the
organization.

-The adoption of artificial intelligence applications in public relations
faces a set of technical and scientific challenges, including security and privacy
issues, and balancing automation with human interaction.

Conclusion:

From the foregoing, it can be inferred that artificial intelligence
technologies represent the latest advancements in modern technology. These
technologies have become the focal point of various human activities and
practices, especially in the fields of communication and public relations. They
have enhanced the capabilities of the latter in formulating strategies and making
decisions, thereby contributing to improving the efficiency and effectiveness of
public relations activities. However, it does not negate the various challenges
that they are currently facing.
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Abstract: The advent of social media has revolutionized public
relations, introducing a plethora of novel communication channels that have
transformed the way organizations engage with their stakeholders. This study
delves into the communication strategies of the US and Qatari embassies on
Instagram, analyzing their promotional and image management approaches.

The findings reveal distinct value-driven messaging strategies. The US
Embassy prioritizes content-driven messages that showcase respect for Algerian
culture, while the Qatari Embassy employs a media relations-oriented
approach, conveying interest and friendship. These contrasting strategies
reflect the unique values and diplomatic priorities of each embassy.
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Introduction:

Technological advancements in communication tools have given rise
to new concepts in the field of public relations, such as digital and electronic
public relations, which increasingly utilize social media platforms to fulfill their
tasks. These tools have become indispensable in public relations due to their
comprehensiveness, speed in reaching audiences, and ease of communication.
Even diplomatic institutions like embassies around the world have sought to
leverage this modern technology to engage with their publics. They have
adopted it as a platform for practicing diplomacy and a means of conducting
public relations, or as this type of public relations is known in embassies, "public
diplomacy", which is considered a type of public relations.

Social media platforms have also become an alternative to traditional
methods of practicing public diplomacy and an opportunity for embassies to
manage relationships, especially during times of crisis. They also contribute to
the dissemination of information and effective communication with the public,
and provide the ability to collect and analyze data in a useful way, which
enhances the ability of public relations to achieve its goals and perform its tasks
effectively. On the other hand, it contributes to the building, improvement, and
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management of the embassy's public image, which is the primary goal of the
public relations department.

Data and methodology:

We have tried to analyze the data quantitatively and qualitatively by
analyzing the symbols and interactions of the embassies included in their content
on Instagram, taking into account the temporal, spatial and thematic context in
which the messages arise, based on three theories: symbolic interaction theory,
Irving Goffman's impression management theory, and technological
determinism theory.

To reach the objectives of the study, we have employed the descriptive
method, which aims to accurately describe the phenomenon, study it, understand
the present, and predict the future, as it is defined as “a method of focused
analysis in order to obtain practical results and then interpret them in an
objective manner” (e« 2007).

Analysis tool :

We have adopted both quantitative and qualitative content analysis
since numbers determine the size of the phenomenon, while qualitative analysis
dives into the depths of the phenomenon and interrogates (<kw, 2017).

Units of analysis : We have relied on the unit of content or topic as it
represents the largest units of content analysis and helps in analyzing media and
communication materials and values.

Categories of analysis : In the categories of form, we have analyzed the
introductory elements of the page, the forms of posts (photo, video, poster, text),
the language used (Arabic, English), the writing style, the colors used, the visual
elements (logos, Algerian flag, American flag, Qatari flag etc.)

In the content categories: We have analyzed the dimensions of the
publication, the values (cooperation, tolerance, peace and respect), the themes
of the publications, and the communication objectives.

Sample :

As this research does not aim to generalize, we have intentionally
selected the sample to reach the research objectives in terms of image, strategies,
and current goals, so we focus on current posts to understand their adaptation to
Instagram's developments. The number of posts amounted to 100 on the US
Embassy's Instagram and 60 on the Qatar Embassy's Instagram during the same
period.

Results and Discussion:

Since the spreadsheets are large and numerous, we will not present it,
we will only present the results.
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Results of the content analysis of the US Embassy's Instagram:

- The US Embassy focuses on presenting its activities in addition to
presenting its visits to different Algerian regions - publishing various offers of
cultural and scientific exchanges between Algeria and the United States of
America and grant programs - publishing entertainment contents such as
programs and competitions that it organizes and meetings with Algerian or Arab
individuals residing in America. - It is keen to publicize all social responsibility
activities with congratulations for any anniversary, national or religious
occasion.

- Communication objectives of the embassy: Promote the
organization's affiliation - Promote the organization's image as well as build and
improve relations with the public - Present the organization's activities and goals
in Algeria - Paint a positive image of the United States of America in Algeria -
Promote the English language, scholarships and exchange programs.

- The strategies it adopts to manage its image on Instagram: The United
States of America adopts a set of strategies: “content strategy” which focuses on
producing attractive and quality content to approach the audience, “dialogue
strategy”, “media strategy” which focuses on informing the public about the
activities of the organization (LS & s, 2023), and also uses “flattery and
flattery strategy” which is one of the impression management strategies (e«
aba, 2023), as well as “flattery and flattery strategy” which is one of the
impression management strategies (zlba s, 2023).

- The image that the embassy draws: Based on the values it adopts and
the messages implicitly disseminated by the Embassy of the United States of
America, it tries to promote a positive image in addition to trying to draw an
image of a citizen institution that is close to the audience and emphasizes that
although it is an American diplomatic institution, it belongs to Algeria because
of the relations of friendship, partnership and cooperation that it mentions every
time and emphasizes respect and admiration for Algerian culture and traditions.
It also tries to characterize itself as a symbol by using formal language in its
publications and breaking this formality with some gestures. Implicitly, it tries
to emphasize its identity as a government institution through repeated colors and
symbols, as well as the use of the English language in addition to the Arabic
language in all publications that refer to the United States of America.

Contents : The Qatar Embassy focuses on presenting the activities of
the Qatari state and its political and diplomatic positions - publishing some of
its programs and activities, social responsibility announcements, blessings,
thanks and congratulations on national and religious occasions, and publishing
information about the State of Qatar and its projects.

- Communication Objectives of the Embassy: The Qatar Embassy aims
to build and enhance the image of the Qatari state and justify and explain its
positions
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- The strategies it adopts to manage its image on Instagram: The Qatar
Embassy adopts a “media strategy” (Hafizi and Kabbour, 2023) that focuses on
informing the public about the organization's activities

- The image that the embassy paints: The embassy tries to promote
Qatar as a global sports destination and emphasizes the promotion of sustainable
development and the aspiration for prosperity and progress, as well as trying to
emphasize the values adopted by the state, such as respect for freedoms, the need
for peace and security, international cooperation and good relations with other
countries.

The comparison

- Similarities: In terms of content, both embassies focus on
showcasing their activities and programs, publishing social responsibility news,
congratulating on national and religious occasions, and using the Arabic
language in communication. As for communication objectives, both embassies
aim to enhance the image of the organization and showcase its activities, and
both embassies use the media strategy to achieve this. In terms of image, both
embassies focus on respecting the local culture.

- Differences: The U.S. Embassy seeks to enhance the country's
image with local audiences, while the Qatar Embassy aims to promote Qatar as
a globally recognized sports destination. The U.S. Embassy uses the formal
language with some emojis, while the Qatar Embassy mainly uses the formal
language. The U.S. Embassy stands out by emphasizing its governmental
identity. Through the frequent use of colors and symbols, the Qatari embassy
emphasizes its national identity as a state by focusing on a “media strategy” in
disseminating official information rather than the “flattery and courtship
strategy” adopted by the U.S. embassy to build relationships with the public. In
contrast, the U.S. Embassy seeks to promote the English language and exchange
programs, while the Qatari Embassy seeks to justify its political positions
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Abstract: This article reveals the concept of reputation management
and its benefits for organizations in creating and maintaining a positive
experience of interaction between potential and current customers with the
company itself on social networks. The main tasks and key stages of reputation
management are identified. Using the example of the Tanuki company
community on VKontakte social network, actions to manage reputation in the
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1. Introduction

In the era of digitalization and the growing importance of social
networks, the reputation and image of an organization largely depends on its
high-quality presence in the digital environment. The appearance of a large
number of companies on social networks is explained by the need to be visible
to potential clients and to retain existing consumers at all levels of
communication. Well-structured interaction with the target audience on social
networks is one of the key factors for broadcasting the declared image and
building a positive reputation [1]. According to a 2020 Weber Shandwick
Research study, more than 2,000 executives surveyed attribute 63% of their
companies' value to their online reputation [2]. Reviews, comments,
publications and mentions of users can greatly influence demand and,
subsequently, the profit of the organization. In the context of ongoing and
rapidly growing competition between companies in all areas, brands need to
create a loyal brand community on the Internet environment. The variety of
choices can confuse consumers themselves. In situations where they cannot
decide which company’s services they should use, they turn to the Internet for
help: they study reviews and comments. It is being done in order to make a
choice based on other people’s positive experiences with the brand [3].

2. Results and Discussion

Creating a positive reputation on the Internet environment is a long-
term and painstaking process. However, if a competent strategy is formed,
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reputation management can give good results. Before developing a strategy, an
organization needs to decide what problem it needs to solve and what effect it
wants to achieve.

The tasks of reputation management include:

» Control of negativity, its neutralization and elimination;

* Creation of a brand-loyal community in the Internet space;

* Maintaining a positive image in the minds of current clients;

» Assessing the perception of the company by consumers;

+ Increasing company awareness;

* Improving brand reputation;

» Dissemination of important information about the company and the
product or service it promotes among the target audience.

To build an effective online reputation management strategy, there is a
need to follow several steps. Development includes the following stages:

+ Studying the company's image, its scope of activity, its current
reputation;

+ Setting goals, objectives and deadlines for achieving the desired
result;

* Direct implementation of the strategy itself [4].

The final stage involves working with available social networking
tools. Within the framework of this article, the emphasis is on the social network
VKontakte, the number of users of which is more than 100 million. This social
network has the highest traffic among its peers and currently available in Russia.
Monitoring publicly available information on the platform can be done using
internal searches using keywords and hashtags or using specialized social media
monitoring and analysis services. The information received is analyzed to
determine the nature of brand mentions and identify weaknesses.

Having a company profile on a social network makes it possible to
inform the target audience and convey to it reliable information about the
brand’s activities and interact with users. Another advantage is that such pages
are displayed in search results for queries related to the brand. Stable
maintenance of a community on a social network, quick response to user
requests and comments can improve a brand’s reputation and increase the
loyalty of its customers [5, 6].

Reputation management on social networks includes methods of
dealing with negative reviews such as deleting them. In cases where it is
impossible to do so, such feedback should be neutralized: by offering a discount,
organizing a promotion, or contacting loyal consumers.

As an example of high-quality reputation management practice, it is
proposed to consider the “Tanuki” community on the VKontakte social network.
Having analyzed publications on behalf of the community, user comments and
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responses from company representatives to them, we can conclude that the
audience in this community is very loyal and involved in the life of the company.
Under each “Tanuki” post there are consistently several positive comments from
subscribers. The audience is actively interested in new products and shares their
impressions after trying new menu items. Users share with other publications
that announce new dishes. In addition, the company’s clients publish positive
content on their personal accounts related to visiting “Tanuki” establishments or
delivering the company’s dishes. Positive feedback and comments are
encouraged with gratitude on behalf of the company.

It is important to note that even negative reviews are formulated by
users in a respectful and understanding tone, which indicates competent brand
communication in the information environment, which makes it possible to
reduce the amount of dissatisfaction in advance. The company makes it clear to
the audience that it is ready to meet customers halfway and resolve any
situations in which the customer experience was overshadowed for any reason.
To address negative comments and reviews, a request is published in response
to clarify the details of the order or other necessary information that will help
clarify the situation, as well as contacts for communicating with the client. A
personal solution to various situations is offered, an individual approach is used
in personal messages with the user. Communication with the audience is based
on respect and empathy. Not a single comment from subscribers goes unnoticed.

The company regularly publishes information about current
promotions, discounts and promotional codes in the community. This allows
them to maintain the loyalty of current customers and form a pool of new ones
by actively informing about favorable order conditions. “Tanuki” also uses the
platform to publish content that is important for building a positive reputation
with employees. For example, a video presentation of a new children’s menu
with the participation of the brand chef and children of subscribers. Thanks to
this, users have become more involved in the life of the company, both indirectly
through social networks, and directly through personal participation in the
presentation and filming of the video. Videos with employees are also published
in a question-answer format. This demonstrates the company’s openness and
desire to provide customers not only with high-quality service and products, but
also with potentially useful information.

An example of reputational content would be a video post about a
company delivering 900 pizzas to one of Moscow offices. This is how “Tanuki”
demonstrates to the audience of the social network its readiness to fulfill orders
of any complexity and any volume. Such publications are accompanied by a
positive reaction among subscribers.
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3. Conclusions

Thus, reputation management becomes an integral part of the
successful existence and development of a company in the modern world. By
managing its online presence, responding to reviews, and creating a strong social
media presence, a company can build and maintain a strong and positive
reputation. However, it is a must to remember that building a good reputation
takes time and resources, so organizations need to be proactive. This practice
allows not only to monitor public reaction and assessment of the company’s
activities by consumers, but also makes it possible to influence their opinion.
This is especially useful in cases where it is necessary to minimize or eliminate
negativity towards the organization or consolidate a positive status.
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Abstract: This article reveals the structure of interaction between
Russian brands and athletes-influencers. Influencer athletes, who have a
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advertising campaigns. Russian brands, seeking to boost their visibility and
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1. Introduction

Sports Influencers are people who have gained popularity through their
involvement in sports. They can be athletes, coaches, or simply sports
enthusiasts who have a strong social media presence. Sports teams and
organizations can partner with these influencers to promote their brand, products
and services to an interested audience. Influencer marketing is the collaboration
of a brand with opinion leaders to deliver certain information and messages to
their target audiences [5]. Speaking about influencer marketing, it usually means
promotion through social media. Collaboration can lead to increased profits, as
influencers can promote products and services through exclusive discounts or
referral programs, generating immediate sales for the organization itself [6,7].
Well-known brands benefit greatly from incorporating influencer marketing into
their promotional strategies.

2. Methodology and Data

In 2023, according to Forbes, the top 3 most discussed Russian athletes
were headed by UFC fighter Islam Makhachev. The second place was taken by
tennis player Daniil Medvedev, who finished the 2023 season as the third racket
of the world. Alexander Ovechkin, the Russian hockey player, captain of
“Washington”, is in the third place [5]. It is worth referring to the ranking of
Russian athlete-influencers compiled by Mediascope and Brand Analytics for
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2023 [8]. All participants in the rating have been compared to each other on
several key parameters:

1. Media presence (weight - 20%).

2. Popularity in social media (weight - 40%).

3. Expert assessment of the level of marketing attractiveness of the
athlete's brand (weight - 40%).

Sports achievements of Daniil Medvedev in 2023: wins at ATP
tournaments in Rotterdam, Doha, Dubai, ATP Masters 1000 Tour tournaments
in Miami and Rome, and reached the final of the US Open. Brands that this
athlete promotes: Bovet watches and BMW cars. In 2019, this tennis player
became an ambassador of Tinkoff. However, due to the current state on the
world stage, having a Russian sponsor is not favorable for either the tennis
player himself or the company: as Medvedev's agent Lev Kassil explained to
Forbes Sport, having a Russian sponsor can negatively affect both participation
in tournaments and cooperation with other sponsors [5]. Also in 2023, Daniil
Medvedev has become the face of the RawQ energy bar brand.

In 2022, Beijing Olympic champion Anna Scherbakova was nominated
for the ISU Skating Awards as “The Most Valuable Skater”. The reigning
Olympic champion is a sought-after ambassador for major Russian companies
and international companies: in the summer of 2023, Anna Scherbakova started
cooperation with the Chinese electronics brand TCL. Before that, the 19-year-
old figure skater signed contracts with Nike, Omoda, Sberbank and Sport.Mela.

Krasnodar striker Fedor Smolov has become the most sought-after
player of the Russian national team according to brands. With billions of TV
viewers in front of their screens, soccer has long been a global commercial
platform. Footballer Fedor Smolov had four individual contracts (Gillette, Nike,
Beats and Tinkoff Bank) that were not linked to national team partners.

3. Results and discussion

In general, having considered Russian athletes-influencers, it is
possible to emphasize the criteria by which they are attractive to various brands:

1. Sporting achievements and fame are the most obvious criteria.

2. Appearance.

3. Media relevance.

Also, when selecting an athlete-influencer, brands should carefully
analyze and consider the risks, including:

- examine the athlete's background;

- analyze the public perception of the athlete,

- analyze the vector of the athlete's achievements,

- forecast possible scenarios for the athlete's career and achievements
in terms of their impact on the brand's image and commercial success.
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Analyzing the effectiveness of influence marketing depends on the
objectives of the marketing campaign. Examples of objectives and performance
measures might include [2,4]:

1. Brand Recognition. When trying to increase brand awareness with a
campaign, an important metric is the number of impressions.

2. Brand Engagement. Success in building an engaged community can
be measured by the various interactions, such as likes, comments, reposts,
retweets and reactions, indicating the level of engagement generated by the
content, the post and the brand.

3. Social media follower growth. The data needed to measure social
media growth is readily available on a brand's social platforms, and through a
variety of built-in social analytics tools and third-party reporting applications,
the growth of social media followers over time can be determined [3].

4. Website traffic. If website traffic is a goal, Google Analytics should
be set up to track metrics such as new users, sessions, page views, time on site,
and number of referral partners over a specific date range.

5. Sales. There are many ways to measure the effectiveness of
marketing campaigns designed to increase sales.

If we consider the stages of organizing cooperation with influencers in
the sports sector in more details, the objectives of the brand strategy can be [1]:

- Increasing the level of consumer loyalty to the brand;

- Expansion of the audience;

- Presentation of new products;

- Demonstration of product benefits, etc.

4. Conclusions

Establishing regular collaborations, whether ongoing or regular, can be
quite effective in imprinting in the minds of potential customers the notion that
they are convinced innovators for a particular brand. The result is a desire to
purchase that product or service, so that there is a desire to emulate the
influencer and trust their recommendations. Thus, various brands cooperate
actively with influencer-athletes.
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Abstract: This research examines the effectiveness of vertical video
content in mobile advertising, aiming to understand its impact on audience
engagement. A review of market statistics and case studies reveals that vertical
videos achieve a significantly higher completion rate, averaging 90%,
compared to horizontal videos. This format capitalizes on the growing trend of
mobile traffic, offering advertisers an opportunity to convey concise and
compelling messages to their target audience. The findings emphasize the
importance of adapting content formats to meet the changing needs of
consumers. They highlight the significance of engaging storytelling and
innovative ideas in maximizing reach and optimizing performance on social
media platforms.
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1. Introduction

With the advancement of digital technologies, the way we
communicate, train and conduct business has undergone a significant
transformation. The market today is flooded with information, and the way
content is presented has also changed.

One of the most prominent formats in advertising is video content. This
format not only allows businesses to communicate their message to their target
audience effectively, but it also has the potential to increase customer loyalty.
Vertical videos are especially popular due to their low production costs and
convenience for consumption on smartphones. Mobile traffic in Russia is also
on the rise, with 219.8 million mobile connections and 42.3% of users accessing
the internet through their phones, an increase of 10.6% from the previous year
[1]

Mobile content is characterized by its simplicity and quick information
transfer, helping to attract traffic. Advertisers have a limited time frame of only
6-15 seconds to capture the attention of potential customers. The vertical video
format, which occupies the entire screen of a mobile device, ensures maximum
focus on the advertised brand or product. According to MediaBrix research,
vertical videos have a significantly higher completion rate of 90% compared to
horizontal videos at 14%. [3]

Organic traffic has become a crucial indicator of success for brands on
social media platforms, driving their desire to produce engaging content.
Simultaneously, search engine and social media algorithms play an increasingly
significant role in determining which content is presented to users. These
algorithms adjust content based on each individual user's preferences and needs,
creating a personalized experience for the user. This process can be seen as a
rating system for content's effectiveness, reflecting its relevance and value to the
intended audience.

Successful content that attracts organic traffic typically features
captivating plots, innovative ideas, and a dynamic presentation. Not only do
social media algorithms influence organic traffic, but they also shape the overall
perception and engagement with the content, determining its dissemination and
success.

The advantage of vertical video content is that it can create a more
authentic and reliable experience for viewers. This is because these videos are
often based on real-life experiences, which helps to build trust and create an
emotional connection with the audience. This differs from traditional
advertising, which often uses generic messages and images that may not be
connected with viewers on a personal level. People are more likely to trust
recommendations from friends and family than advertising messages, as they
perceive these recommendations to be more trustworthy and credible. When
viewers watch a video review by someone they know, they feel more confident

163



in their decision to purchase a product. This sense of trust can lead to a feeling
of belonging among individuals who share similar values and interests.

Social media platforms use engaging storytelling techniques to capture
the attention of their users. These stories stimulate interaction and sharing, and
are designed with mobile devices in mind. By combining storytelling with the
interactive nature of social media, businesses can create more impactful and
memorable experiences for their audiences.[5]

The authors argue that the effective use of social media in public
relations can help increase conversions and improve a brand's image. Today,
almost any Russian company has the opportunity to promote its products
successfully on social networks and work with influencers. The prevalence of
video content has significantly increased in almost all business sectors, and the
emotional connection with the target audience is another positive aspect of video
marketing provided by modern companies. [6]

When creating vertical videos, there are several key factors that should
be taken into consideration. These include the quality of the content, the
originality of the ideas, the clarity and simplicity of the message, the adaptability
of the videos to different platforms and devices, the use of personalization and
branding, as well as the utilization of data and analytics for optimization
purposes. Using vertical videos for marketing requires continuous effort and
attention to emerging trends. It is essential to monitor industry developments
and analyze the results of previous campaigns in order to gain valuable insights.
This information can then be used to adjust strategies and identify the most
effective approaches for achieving marketing objectives through vertical video
content. With the right approach, vertical video advertising has the potential to
be a powerful tool for engaging audiences and driving sales. By following best
practices and keeping up with industry trends, advertisers can maximize the
impact of their campaigns.

2. Conclusions

In conclusion, the emergence of digital technologies has transformed
the way we communicate, train, and conduct business. Video content, especially
in vertical format, has become a dominant advertising tool. This is because
vertical videos offer a unique opportunity to engage with audiences, especially
in a mobile-centric world where smartphone usage is on the rise. The
effectiveness of this format lies in its ability to grab attention within a short time
frame and provide an immersive brand experience, which aligns with the
preferences of today's consumers. In addition, the focus on organic traffic on
social media platforms emphasizes the significance of creating authentic and
engaging content. Vertical videos allow advertisers to build trust and emotional
bonds with viewers, promoting authenticity that traditional advertising
frequently lacks. By utilizing social media platforms and influencers, as well as
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through careful attention to content quality and data analysis, advertisers can
utilize the power of vertical video marketing to effectively engage their audience
and drive sales in today's digital era.
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video platforms is the biggest foreign platform YouTube. However, since
YouTube has made restrictions on monetization and advertising, Russian video
platforms have started to actively develop and attract an audience. One of such
platforms is VK Video, which is a part of the VK ecosystem. The article describes
the platform VK Video as the alternative to the foreign one, its opportunities for
the content creators and advertisers, and also analyzes how the audience
perceives it, according to a conducted survey.
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1. Introduction

In the modern world video content is a popular format: on average, the
Internet users spend about 84 minutes on watching videos daily [1]. The most
popular video platforms in Russia are YouTube, VK Video, Rutube and Dzen
Video [7].

The development of Russian video platforms can be explained by the
fact that, since 2022, the foreign video platform YouTube has made restrictions
on monetization and advertising, which has reflected both on business and
influencers [6]. One of the popular Russian video platforms is VK Video, which
is a part of the VK ecosystem.

2. Methodology and Data
The analysis of the sources of information and the survey have been
used as the methods of the research.

3. Results and Discussion

The development of VK Video platform is proved by quantitative data:
in the second quarter of 2023 the average number of views per day was 1.9 bln,
while at the end of 2023 there were 2.3 bln views per day. This growth may be
explained by an improved recommendation system, exclusive content and the
launch of the mobile app [8, 9].

VK Video provides users with a high-quality interface and uses
algorithms based on Al (artificial intelligence). Nowadays VK Video is one of
the key platforms for native online advertising placement. The volume of this
type of advertising has drastically increased due to the launch of the mobile app
in 2023 and has already exceeded 1 bln rubles. Major companies are interested
in native advertising — for example, banks, online retailers and telecom
companies [2]. Moreover, the incomes of the platform have increased by 42%
due to advertising [9]. Apart from native advertising, which is mainly used in
shows, the video platform allows advertisers to place an in-stream advertising
and creates interactive mechanics and even proposes a special project for a
particular brand [4].
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If the number of subscribers is more than 5 000 VK Video provides
the opportunity to get monetization to the authors of the content [3]. It is worth
mentioning that VK Video is actively developing thanks to its shows, which are
mostly created in cooperation with Medium Quality, a production house, and
also by VK Video’s own production (originals) [5].

In order to learn the attitude of the Internet users towards VK Video,
we have conducted a survey. More than 50 respondents took part in the research.
The survey was conducted mainly among the age group of 18-24. According to
the survey results, YouTube is the most popular platform for watching
horizontal videos: 76% respondents use it every day, while VK Video is used
by 33% on a daily basis. Besides, VK Video is a leading video platform among
the Russians. The purposes of the use of the platforms are almost the same:
entertainment (90% and 59% for YouTube and VK Video respectively),
education (37% and 18%), and watching films (37% and 14%). The respondents
also noted that YouTube is the most user-friendly platform (90.2%), while VK
Video is considered to be the most user-friendly service for 9.8% respondents.
On YouTube there are plenty of popular topics, while on VK Video the current
leader is the format of interviews and shows.

4. Conclusions

Summarizing the following, we can highlight that nowadays VK Video
is developing and forming its audience, while YouTube is a world-famous
platform which has already had its loyal audience. Moreover, VK Video mostly
promotes shows of its own production, while on YouTube users generate
content themselves. To sum up, VK Video has the potential to become a popular
marketing channel with its loyal audience, therefore, the authors find it
interesting to continue learning this topic.
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Abstract. Outdoor advertising in megacities plays an important role in
promoting companies' goods and services. Analyzing current trends in outdoor
advertising, the growth of digital advertising has been revealed. This dynamic
form of advertising attracts attention through digital technology. An example is
the large-scale campaign for the musical “Chess” in Moscow, within which
new, non-standard forms of outdoor advertising were used, including large-
scale digital structures, which ensured the success of the campaign.

Keywords: outdoor advertising; promotion of goods and services;
trends; dynamic advertising, digital advertising; interactivity; advertising
campaign.

168



Introduction

Currently, even a single area of public life cannot function without
advertising. Advertising affects both trade and the economy, as well as the social
life of society. Thus, any advertising is an essential tool for companies. With the
help of advertising, organizations are able to attract attention, create a need, and
encourage a potential consumer to purchase. In modern society, where mass
communication is growing rapidly, advertising has taken its place as the most
effective form. Taking into account the amount of information people consume
every day, it is becoming increasingly difficult to reach target audiences and be
noticed by consumers. Therefore, outdoor advertising is developing and taking
on new forms in order to reach the attention of potential consumers in an
abundant visual environment.

Outdoor advertising is one of the conditions for the successful
development of any company, as it plays a key role in the promotion of goods
and services. The current level of advertising development and trends are
changing, and research at the new stage is somewhat delayed. In this regard, it
seems relevant to analyze trends in outdoor advertising in Russian megacities to
understand the prospects for its development.

Outdoor advertising is text, graphic, or other visual advertising
information that is placed on special stationary or temporary advertising
structures located in open areas, external surfaces of buildings and structures,
elements of street equipment, above the roadways of streets and roads [1]. Due
to its relatively low cost and enormous placement capabilities, outdoor
advertising has gained particular popularity among customers. This concept
includes advertising on banners, advertising on transport, advertising in the
subway, and more.

According to experts, outdoor advertising is the main form of
communication with customers, which translates the quality of goods and
services of the seller into the language of consumer needs and abilities. This
advertising is a proven means that allows people to convey an advertising
message to a wide number of viewers at one time - outdoor advertising
accompanies a person’s daily life. On this basis, outdoor advertising should be
large, bright and informative. Outdoor advertising is not only effective, but also
a prospective form of communication, since the development of science and
technology introduces new types of advertising execution and increases its
quality through technology and printing.

Modern outdoor advertising includes many different types, which can
be classified according to various parameters, including design, technology and
size. For example, signs, volumetric inscriptions and letters, neon design
elements, panels, showcases, pillars and banners - all these elements are found
in the urban environment, on or near buildings, transport, street furniture etc.
Today outdoor advertising has more than 20 types of advertising media.
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The advantages of outdoor advertising include: visibility, frequency,
flexibility and price. Almost every passerby sees it, that is, the advertiser
receives multiple contacts with residents and guests of the area where the
advertisement is placed. However, outdoor advertising has not only advantages,
but also disadvantages. Outdoor advertising is quickly replaced and is published
for no more than 30 days, so the advertising message must be such that the
company, product or service is remembered by the buyer from the first time [3].

According to the survey and expert assessments’ analysis, it has
become possible to come to the following conclusions: in megacities (Moscow
and St. Petersburg), outdoor digital advertising is currently actively developing,
including Digital Billboard, Digital Supersite, Digital Cityboard, Media Facade
etc [2]. Digital outdoor advertising has the ability to use not only a static picture,
but also video materials. This advertising is dynamic and unstable, which allows
it to attract the attention of people who are bored with standard advertising. Due
to the development of technology, the modern designer has many tools for
creating bright, original outdoor advertising. Digital is found everywhere: digital
video screens, scrollers and pillars are appearing, monitors in waiting rooms, at
bus stops and right on the facades of buildings. Many designs can now interact
with people and become interactive.

In 2020, a large-scale advertising campaign for the musical “Chess”
was launched in Moscow. A huge number of banners filled the city. (Digital
screens, media facades located throughout Moscow. Advertising was found on
buses, bus stops, on Novy Arbat street on the facade of Oktyabr cinema).
However, this is not surprising, because the Moscow MDM Theater has its own
advertising and production group, which is engaged in the design and placement
of outdoor advertising, so it is modern and covers all kinds of advertising
formats. In general, the practice of placing and designing outdoor advertising
continues to grow, taking into account new technologies and requirements to
attract and retain the viewer's attention.

Conclusion

Modern practice of placing outdoor advertising shows that the use of
non-standard and large-scale advertising structures allows, in the face of an
abundance of other forms and types of advertising, to attract the attention of
demanding consumers. There is an increase in the use of digital formats and
interactive solutions, which allows to attract the attention of the audience more
effectively and ensure rapid changes in advertising messages, the integration of
advertising with architectural elements and local events creates a more organic
and contextual advertising environment, personalization, targeting and the use
of analytics data allow for more accurate set up advertising campaigns and reach
the target audience, the emphasis on the emotional and artistic aspect of
advertising helps to generate interest and desire to purchase the product. The
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rapid dynamics of the outdoor advertising market and the increase in people's
mobility show that this advertising does not lose its relevance by acquiring new
forms [4].
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Abstract: The purpose of the article is to analyze the study of how the
political situation has influenced the formation of corporate identity in Russia.
The introduction of sanctions and airspace restrictions have had an impact on
various aspects of the lives of Russians. In particular, the export of Russian
goods to Europe has decreased significantly, and the purchase and development
of foreign businesses by Russian entrepreneurs are creating new trends. A list
of trends and examples directly related to them are provided. The object of the
study is corporate identity as an important tool of advertising and public
relations. The subject of the study is the specifics of the formation of corporate
identity of companies in the context of socio-political challenges. The study
substantiates the influence of socio-political discourse in the development of
corporate identity. The methodology of the work is based on methods of analysis,
comparison and synthesis of material.
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Introduction

In the modern world, where the socio-political situation influences all
spheres of human life, brands are increasingly becoming involved in the social
life of society. Many foreign companies have left the Russian market, and in
turn, they have been replaced by new companies that, in creating a corporate
style, have used different methods to shape a new brand image.

This paper will examine how the socio-political context influences the
creation and formation of a corporate style using several examples of existing
trends.

""Me Too" Brands

Changes have also occurred within the branding process — in today's
reality, there is not always enough time to devote to development, reflections on
adjustments, and their coordination. The time frames for creating and
implementing a corporate style have significantly shortened. In the current
context, "Me Too" brands and imitation of Western brands are not only a desire
to emulate more successful counterparts but also a statement that these
companies are replacements for those that have left the market. Examples
include "Stars Coffee" (formerly "Starbucks"), "Pizza-N" (formerly "Pizza
Hut"), "Rostics" (formerly "KFS"), and others.

A brand imitator can derive many advantages from a strategy that
includes:

1. The ability to leverage the established reputation of the original
brand, which helps build trust among consumers.

2. Joining a recognizable image, increasing visibility, and giving status
to their own brand.

3. The chance to compete effectively with major players in the market
by offering products associated with a successful brand.

4. The ability to switch consumers to a product alternative, providing
them with a more affordable or suitable option.

5. Cost reduction through the use of ready-made solutions and ideas,
saving resources on research and development.

Reputation and trust are already firmly established, and it only remains
to adopt the product and visual elements, which will immediately give
consumers a clear understanding of the replacement offered by another
company. However, this phenomenon also has negative aspects, including:

1. Lack of uniqueness and individuality, as the brand imitator tends to
copy existing solutions, limiting its ability to create unique products and ideas.
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2. Potential legal restrictions, as using elements belonging to the
original brand can lead to legal problems and patent rights violations.

3. Lack of additional advantages, as "Me Too" brands, by copying
concepts, may not always offer something different from the original that
attracts consumers.

4. Weak customer loyalty, as the brand imitator may be seen as a
follower of more successful brands rather than an independent and original
player in the market, leading to involuntary comparisons in consumers' minds.

5. Lack of long-term development prospects, as the copying strategy
may become unstable and unreliable in the long run, especially with changes in
market conditions and consumer preferences.

6. Inability to register a trademark for a product that is counterfeit, and
moreover, there may be several manufacturers copying it. In such cases, it is
important to understand how to make this product more appealing to consumers.
The absence of a company in the Russian market does not deprive it of
trademark rights. In the case of counterfeit products, they are still considered
illegal, leading to serious legal consequences under Article 1515 of the Civil
Code of the Russian Federation, including confiscation and destruction of
counterfeit goods at the expense of the violator [1]. Additionally, according to
many experts, including Alexander Vagin, founder of the branding agency
SUPERMARKET: "Mimicking and copying the brand codes of companies that
have left the Russian market is a path to short-term gains that to some extent
limits the company's development opportunities in the medium and long term.
This is not strategic for companies planning to continue operating in the Russian
market"[2].

The use of the Cyrillic alphabet

Using Ciyrillic script has become one of the trends of 2023 [3].
Previously, a company name in Latin script could contribute to promoting the
company in the international market or create a favorable impression of the
company abroad. Moreover, a few years ago, Cyrillic script as a brand name was
used on advertising posters, where the name was written in small font with an
asterisk symbol, as required by the "On the State Language of the Russian
Federation" law, which mandates that all advertising information in Russia be
presented in Russian. The "Consumer Rights Protection" law also implies that
advertising messages should be understandable to all consumers in Russia [4].

Nowadays, companies use Cyrillic script to get closer to the Russian
consumer. Companies have become more focused on the Russian market and
promote the idea of their autonomy from the Western market. Additionally,
using Cyrillic script creates additional buzz and attracts public attention. This
trend is also driven by a possible bill that would prohibit placing advertising
signs in a foreign language [5]. For example, by the end of 2023, all brands
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owned by LAB Industries had been adapted to Cyrillic script across all company
divisions. This includes brands such as "[ITayma," "T'nucc Kyp," "Tadt," "da,"
"Lepesurt," "Metunan," and "Makpodiekce," and the shelves of stores now
feature "Crecc" (formerly Syoss) [6]. The Russian media company "HBu"
previously used English transliteration of its name ("IVI"), but in September
2022, it underwent a rebranding process, incorporating Cyrillic script into its
logo [7].

According to a survey conducted by the "Public Opinion Institute," the
following trends were identified: for 75% of consumers, naming affects their
desire to purchase a particular product, with 52% preferring brands with names
in Russian, 23% in English, 8% preferring brand names where Russian words
are written in Latin script, such as "Babochka", while 7% prefer foreign brand
names written in Cyrillic script, like "Byprep Kunr" (Burger King) [8].
Participants were also asked about what they found appealing in brand names in
Cyrillic and Latin scripts. For Cyrillic names, the main advantages were
readability (63%) and instant recognition of the brand's origin from Russia
(56%). Additionally, memorability (40%) and general familiarity (37%) were
often highlighted, with 33% of participants indicating that such names instill
trust. However, this trend also has a downside — there is a limited number of
Cyrillic fonts, although this niche is gradually evolving in collaboration with
designers.

Conclusions

Studying corporate style and its changes in the context of socio-
political shifts, including rebranding and brand localization due to events in
2022, remains an important topic in its formation. Analyzing changes in the
socio-political sphere, we observe a trend of brands mimicking Western styles,
which may seem more attractive. However, such a strategy may be effective
only in the short term and does not always lead to success. Meanwhile, the use
of Cyrillic script is becoming more widespread, as it makes the brand more
understandable and accessible to the Russian consumer. Thus, we have
identified that due to the changed socio-political agenda, approaches to branding
in the Russian market have transformed.
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Abstract. In today's digital revolution, which is constantly changing the
world, competition for consumer attention is becoming increasingly fierce.
Traditional methods of promotion are losing their former effectiveness due to
the high demanding and selective nature of consumers towards advertising. The
emergence of newer methods of advertising, including digital advertising, has
changed the trends of attracting the attention of customers. This research paper
examines the use of digital-advertising tools — playable ads on the example of
two large companies: Burger King and Tess. Based on the analysis of the results
of advertising campaigns, the article presents the recommendations developed
by the authors to create gamified advertising.
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Introduction

In the era of the digital revolution, traditional methods of promotion are
losing their effectiveness due to the consumer's growing demand towards
advertising. Nowadays, there is a growing need to create personalized digital
advertising that potential customers find compelling. According to this fact,
companies are forced to apply the latest developments in providing information
about a product or service, focusing on increasing the level of interaction with
the customer.

Playable ads tool in digital advertising

Firstly, it is worth mentioning the definition of digital advertising.
Digital advertising is the promotion of brands through interaction with users in
digital channels with the help of various communication tools: contextual
advertising, SEO promotion, banner advertising, email newsletters and so on.
The list of tools depends on the goals of the marketing campaign, as well as the
target audience and the specifics of the goods or services which are being
promoted.

One of the most innovative methods of interaction with consumers
through digital advertising is gamification. Gamification in advertising means
the application of game principles and mechanics to promote goods and services
with the help of gamified banners — playable ads [5]. Unlike conventional
banners, they do not only inform about the product or service, but also fully
engage and intrigue the consumer, providing a positive advertising experience.
Technically, playable ads are regular HTMLS5 banners with interactive
gameplay snippets [7, p. 3]. They involve three stages: gamified user
engagement, interaction with the product (gameplay) and Call to Action (CTA)
or end-card. The first stage is the process of engaging the consumer to initiate
interaction with the advertising, thus motivating consumers to "play". It is
necessary to provide the consumer with the "rules" of the game, adding elements
of visual and textual cues. The second stage is the gameplay itself, which
involves interpretation of the demo of the app or product advertised by using
attention-grabbing elements. The third stage is call to action which ensures the
growth of key advertising effectiveness metrics [1].

A practical analysis of the use of playable ads

One of the most successful examples of playable ads is the advertising
campaign of fast-food restaurant chain “Burger King”. In 2016, “Burger King”
used Playable ads technology to launch an advertising campaign in the German
market to attract consumers' attention to a new burger — the spicy “Angriest
Whopper”. The interactive ad consisted of collecting 20 jalapenos in the 20-
second duration of the ad by dragging the “Whopper” across the bottom of the
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screen and to catch the peppers while avoiding other items such as rubber ducks
or candies. The winner of the game received an exclusive discount coupon for
the restaurant chain. In 14 days, the “Angriest Whopper” game was played more
than 300,000 times, and over 2 months, the number of summed up game sessions
increased to more than 2.5 million [2].

Another outstanding example of the use of Playable ads is the
advertising campaign of the “Tess” brand. Running from October 18 to
November 7, 2021, “Tess” announced a new Wellness Line of functional teas
with unique blends. The users involved in the game interaction were encouraged
to shake the phone to determine their mood. Depending on the intensity of the
consumer's movements, they were presented with a unique packshot
recommending a tea with a flavour that matched their current mood. The button
"I want to try" encouraged the consumer to take further action to purchase the
products. The intensity of shaking the phone was measured by using an
accelerometer, and when the consumer was inactive, after a certain amount of
time they were given a packshot with all the flavours in the product range [3].

The main goal of the “Tess” advertising campaign was to engage and
retain users in the game mechanics. According to the results of the brand's
research, the time of contact with the consumer when using Playable ads
compared to traditional commercials increased several times - from 8 to 24
seconds. In addition, research has shown that the gameplay experience
significantly influences consumer's target action. Thus, when a consumer does
not interact and a packshot with all the flavours of the tea range is given out, the
number of clicks on the "I want to try" button was 1%, while the CTR on the
same button as a result of playing the game increased by 2 times and summed
up to 2%.

Advantages and guidelines for playable ads

Gamified advertising has a significant number of positive aspects:
playable ads provide advertisers with a large amount of data, engage audiences
by encouraging them to interact with ads through the gameplay, increase
retention conversion metrics and drive targeted traffic at the same time reducing
app install time, improving the memorability of the promoted product as well as
forming positive customers’ associations [4].

In the process of creating gamified ads, there are some rules to follow.
Firstly, provide the customer with a clear and quick learning experience, so that
the involvement in the ad is less noticeable, but still exciting. Secondly, add a
call to action that will entice the consumer to further interaction with the
promoted product. The call to action should offer to go to install the app or
perform another activity, but the consumer must still have the opportunity to
stop the interaction with the game, otherwise the advertising will be perceived
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as too intrusive and aggressive. Moreover, to reduce the risk of negative
perception of the ad, it is necessary to conduct testing. In the process it is
possible to track the parameters that lead to the highest conversion rate. Tests
can be conducted on the response of the audience to various visual effects, the
level of complexity of gamified advertising, the text that calls for action, or the
duration of the game itself. In addition, one of the most important rules when
creating playable ads is the choice of site placement. This step should be
considered before initiating the development of playable ads, because the sites
have different requirements for the interactive component, in particular
animation, creatives and so on [6].

Conclusion

The development and application of playable ads as tools for
gamification of advertisements play an essential role in the promotion of various
products and services in digital format. Due to the large number of positive
aspects of playable ads, there is a significant increase in the amount of gamified
ads. Modern data collection tools allow advertisers to create more effective ads
and collect a large amount of consumers’ data, which leads to a deeper
understanding of the target audience while demonstrating the most relevant
benefits of the advertised product according to their interests.

Nowadays, attracting the consumer's attention is becoming more and
more challenging. Playable ads as a digital advertising tool give an opportunity
to attract and maintain the interest of a potential customer in a product. Further
study of the use of playable ads in the advertising field is essential for modern
advertisers, as well as the use of new technologies, such as neural networks,
which can lead to the emergence of various modifications of playable ads. In
addition, this advertising tool will become a cheaper and more effective
alternative to traditional commercials due to the automatization of algorithms.
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Abstract: This article is devoted to the use of certain artistic or design
solutions in the promotion of real brands. Today, it is difficult to imagine that a
major brand would not use certain visual solutions to attract its audience.
However, brands often do not place due emphasis on exceptional visual
solutions and face weak advertising campaign effectiveness. This is because our
brain processes visual images faster than text, so it is worth borrowing solutions
from the best visual fields such as art and design.
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Introduction

Each brand uses certain methods of promotion on the way to realizing
its ambitions. These methods often keep the audience's attention and awareness.
By themselves, new brands are nothing. Each stage of the life cycle has its own
promotion goals:

1. When a brand is born, the main goal of its promotion is to create
awareness and demand.

2. At the initial stage of recovery, another priority appears - the
formation of memorability. A brand must have its own unique characteristics
(style, music, symbol, slogan, color), and the target audience must know them.
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3. Later, there is a saturation stage, where goals change, and all efforts
are concentrated on increasing market share, attracting new customers, creating
knowledge and association - when the society to which this message is directed
remembers not only the name, but also the unique visual style.

4. At the stage of growth or decline, it is important not to leave
everything as is in anticipation of something, an owner and the company need
to maintain the brand image and build customer loyalty so that consumers come
back for repeat purchases.

Value

Our modern world is overflowing with various visual solutions. All this
happens because each of us is suited differently and each solution, one way or
another, finds its audience. Kelly Hoppen in her book The Golden Rules of
Design. Style wrote: “The criteria for style and taste can be very arbitrary. The
point is not that someone has good taste, and someone has bad taste, but what
exactly suits each of us the most” [1. p. 13]. The visual part of the promotion is
exceptional, but why is this so? It is worth turning to the research of the
laboratory of “human-computer interaction” of Peter the Great St. Petersburg
University. The world around a person consists of many different objects, which,
during the process of perception, undergo certain processing and are transmitted
to the brain for further analysis. The result of this analysis is a specific action,
emotion, or sensation. Based on the experiment, it can be revealed that visual
solutions not only convey a brand message, but also force the recipient to
respond to it. It turns out that for the correct and most effective approach to
brand promotion, it is worth preparing a special modern visual concept. A visual
concept represents a personal connection through which a person creates
associations, emotions and sensations associated with a product. In this case, the
main value is the idea of strengthening brand product identification by
manipulating external human uncontrollable factors. The goal is to highlight the
promoted product among many similar ones, as well as strengthen the brand
philosophy through special communication channels.

Stylistic influence

A big part of all art and design is current trends. Trends are found not
only in fashion, in behavior patterns, and vocabulary. In these areas, most often
we mean a special style of writing projects that gains momentum over a certain
period. They define the stylistic flow of visual objects and popularize it among
the masses. This is why design trends are very important for brand promotion.

Speaking about modern visual solutions, we cannot ignore colors,
various stylistic options, shapes, and the use of special technologies. As for
colors, in 2024 it has become popular to use bright colorful transitions that
convey dynamics to all objects. It manifests itself not only in the use of a certain
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bright color, but also in complex transitions between them. The gradient adds an
overall bright spirit and helps reveal the painting in a different way. Works
inspired by the periods of the 80s and 90s amaze modern society and make a
person hold the gaze, which is also good for promoting a brand. We would
especially like to highlight the main trending style as minimalism. It has had a
huge influence on the development of the philosophy of beauty, style, and
modernity. This is not only design, but also a whole direction in art. This style,
like our modern world, is enveloped in freedom, it creates the impression of
visual calm and seems completely simple, but this simplicity is the result of
complex processes. Antoine de Saint-Exupéry points out that: “A true designer
knows that he has achieved perfection not when there is nothing more to add,
but when there is nothing more to take away.” For the consumer, this style is
clear, simple and allows them to quickly understand the message that the brand
wants to convey.

Naturally, we cannot forget about 3D objects. The trend towards
achieving reality in the unreal began in past years and continues to gain
momentum to this day. The use of three-dimensional elements in all visual
spheres gives the advertising campaign depth and volume, forcing the consumer
to think and rethink. Such objects create a futuristic atmosphere of the future
and encourage reflection. The use of such models excites the consumer. Indeed,
three-dimensional objects are incomprehensible at first glance, however, this
style continues to keep pace with our world and society.

Modern solutions

Design inspired by elements of art is called Art design. It represents the
modern trends of the post-industrial visual direction, in which the combination
of traditional artistic creativity and architectural creativity is characteristic. This
design is inspired by elements of world art, abstract shapes, and painterly brush
strokes. Today, the mention of art, wherever it is, evokes very powerful feelings
in our consciousness. They also provide a powerful understanding of space,
elegance, and maturity. My personal scientific research has demonstrated the
direct influence of works of art on consumer evaluations of goods, even if the
final product does not belong to the field of art or any other aesthetic spheres.
The constant everyday desire of consumers for something better, associated with
real objects of greatness, leads to more favorable evaluations of products.
Aesthetic pleasure itself often does not depend on its content, which is why for
centuries the unchanging effect of art has been the main unique advertising tool.
A visual focus on the perfect, mixed with emerging trends and special modern
approaches, can become the main promotion method used in the coming years.
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Conclusion

Historical images of fine art and architecture served as the main driving
force of public interest and wonder. It was visual solutions from art that flowed
from times that seemed so ancient, but so close in spirit. All modern spheres
have related to art in one way or another, and its importance is absolute.
However, it is always important to find a balance between modern visual
solutions and what has already proven itself. A smooth transition of various
techniques must be integrated into advertising promotion, considering the
brand's goals and the specific needs of the target audience. To achieve a unique
visual solution, one should consciously approach the choice not only from the
front, but also from the moral. This will allow people to effectively use all
targeted promotion functionality. We must remember that our positioning as a
brand depends on many factors. Thoughtfully thinking about your promotion
strategy can be a consistent success, but at the same time it can be a complete
failure. Design surrounds us all the time; it is present in all areas of human life.
Trends appear and become obsolete, replaced by new ones that make the world
move again. Such a great influence of design on our lives does not depend on
our desire - we are forced to nourish the fruits of design evolution. It is really
difficult to give a concrete answer on whether this phenomenon is good or bad,
but we must take into account and stick to the opinion of the majority in this
case.
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Abstract: This article considers the important role of PR-technologies
in forming the corporate image of a company and creating a positive perception
among the target audience. The definitions of an image and a corporate image,
their key principles, methods of using PR-technologies to maintain the image of
a company are described. Examples of successful implementation of these
methods in the practice of various companies are given. The main goals of
creating a corporate image are considered, such as increasing brand
recognition, establishing trusting relationships with customers, attracting new
customers and employees, increasing profits and improving competitiveness.
The examples of a successful corporate image building strategy are Tinkoff Bank
and MTS, which use various PR-technologies such as press releases, articles in
mass media, news occasions and press conferences and many others to
strengthen their image in the market.
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1. Introduction

PR-technologies play an important role in the formation of the
corporate image of a company, helping it to create a positive perception among
its target audience. In this article we will consider definitions of a corporate
image, basic principles, and methods of using PR-technologies to create and
maintain corporate image, as well as give examples of successful
implementation of these methods in the practice of various companies.
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2. Methodology and Data

First of all it is a must to take a glance at the definitions of an image
and a corporate image. An image is a picture, impression or perception of a
person, company, product or brand that is formed in the minds of others. An
image can include aspects such as appearance, style, behavior, values, quality of
products or services, reputation and public perception [1]. Creating and
maintaining a positive image is an important task for companies and
organizations, as it helps to attract customers, strengthen partnerships and
increase competitiveness in the market. A Corporate image is a stable public
perception of the characteristics of an organization, due to mass communication
and emotional impact, which makes it unique or outstanding among other
similar organizations [2].

The main goals of creating a corporate image are:

1) Increase brand awareness

2) Build customer loyalty

3) Attract new clients and employees

4) Increase profits

5) Enhance Competitiveness

All these factors are key in the creation of a corporate image. Let us
consider the means of PR for the formation of a corporate image [3].

1) Press releases - information messages to the media

2) Media articles

3) News stories

4) Rumors

5) Advertisement

6) Press conferences, presentations, charity events, welcome and
greeting days.

3. Results and Discussion

Next, we must distinguish the examples of this system implementation.
Tinkoff Bank is one of the most successful and innovative banks in Russia, and
its corporate image has been built using various PR technologies. Here are a few
ways in which Tinkoff uses the above tools to build its corporate image:

1) Press releases and articles in the media. Tinkoff Bank has a separate
news tab on its official website, and it is published on a regular basis. The latest
news and press releases from Tinkoff Bank are also published on the financial
marketplace of banking, financial, insurance and innovative products Vyberuru
which gives customers clarity and awareness of changes. Sharing regular news
improves the perception of the brand and its leadership among other
competitors.

2) News occasions. Tinkoff Bank has frequent innovations, so they
have newsworthy events often, which can already be highlighted in the first
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paragraph, as relevant news are released on a regular basis. For example: Tinkoff
Bank increased the rate on "SmartVklad"; Tinkoff created a service for bonus
programs; they launched a bot that will help to pick up Casco. There are also
recommendations on large-scale negative situations in the bank: Tinkoff got into
the sanctions lists of the United States and Canada. For regular customers it
means that the Tinkoff application is not available in the App Store and Google
Play but the question on how to use the bank now properly arises. The bank
monitors what customers care about and answers frequently asked questions and
informs consumers about news that affects their comfort with the bank.

3) Press conferences. Tinkoff Bank conducts Meetups, so-called
training for employees of companies across Russia free of charge, which
increases loyalty and trust in the brand. Tinkoff also holds annual conferences
on large-scale topics, such as: "Tinkoff eCommerce 2023: Tinkoff will hold the
second annual conference about online commerce with key industry players".

4) Tinkoff Bank uses advertising everywhere: on television, in
newspapers and social networks and different paper media. Most often these are
commercials about new products and services of the bank, but there are also
image commercials, for example Tinkoff collaborated with Park production and
Anybodyhome to create an image video covering all the main products of the
ecosystem. The video was a logical continuation of a story in which a bank
representative delivered a card to Kamchatka across Russia.

5) We will talk separately about charity, as there are more than 700
funds in the Tinkoff application. A client can send money in favor of children,
animals, the poor, people with disabilities, seriously ill, and environmental
protection. There are several services for charity - these are either one-time or
regular transfers to funds and Cashback for Good. Using them people can help
regularly or one-time, one fund or several at once. The application has all the
information about each fund, all the details and what the money is used for. Also,
much attention is paid to the service "Cashback for Good". This is a service of
Tinkoff, with which the cashback accrued for purchases on Tinkoff Black can
be transferred to charitable foundations. They will automatically transfer the
cashback to the fund a person chooses and he or she will receive a notification.

The next example, MTS Company, is one of the largest mobile
operators in Russia and CIS countries. Founded in 1993, MTS provides a wide
range of services, including mobile and land-line communications, internet,
television and digital services. Let's move on to analyzing its PR tools:

1) Press releases are also used by MTS. Their official website has a
separate tab with news and press releases which are categorized by year, month
and who it will be useful for, which is easy to use for customers, potential
customers and media. There are also publications about their reporting for a
specific period of time and about various studies, for example: "MTS 9M 2023
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report: profit growth of 41% from a low base", "MTS RED unveils study on
cyberattacks in the second half of 2023".

2) Newsworthy events. More recently, there was a scandalous situation
with Anastasia Ivleeva, which led to her exclusion from the ambassadors after
the party "Almost Naked" (almost naked), which took place on December 20th
in the Moscow club "Mutabor" [4]. MTS has recently held a promotional
campaign dedicated to its 30th anniversary, which included an opportunity to
meet popular brand ambassadors - Anastasia Ivleeva and Dmitry Nagiyev.
However, now only Dmitry Nagiyev is participating in the promotion.

3) MTS launches advertising campaigns with Dmitry Nagiyev, he is the
brand's ambassador. Also, before the recent scandal with Anastasia Ivleeva, she
also starred in commercials, most often they were presented as a couple and
played out small stories. In addition, the advertising revenue has increased by
20% (as of 2022), which indicates the success of the advertising campaigns.

4) MTS Ecosystem launched the "Nas Touched" online social platform
to help support systemic charity programs run by the non-profit organizations in
Russia. Participants of the "We Care" platform have the opportunity to donate
to selected projects using various methods, including traditional money transfers
and the MTS Cashback loyalty program. When paying for goods and services at
partners of the cashback program, customers of any telecom operator can get
back up to 50% of the cost of goods in the form of cashback. This cashback can
be used both for further purchases and to support selected projects.

4. Conclusions

In conclusion, PR technologies play an important role in building a
company's corporate image. They include the use of press releases, media
articles, infopromotions, rumors, advertising, press conferences and charity
events. Examples of successful implementation of these technologies by Tinkoff
Bank and MTS demonstrate their effectiveness in building a positive corporate
image.
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Abstract: This article examines the use of innovative digital marketing
technologies in the fashion industry using the example of the 12 Storeez brand.
The paper analyzes the main innovations that help a brand effectively promote
its products and attract a target audience, as well as examples of personalized
content, interactive content, e-marketing and the use of data to optimize
marketing campaigns. The study of specific methods of the 12 Storeez will help
to understand how innovative approaches to digital marketing contribute to
strengthening the brand's position in the fashion industry and attracting new
customers.
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1. Introduction.

In the modern world, competition in the fashion industry market is
constantly growing. Innovative digital marketing technologies also do not stand
still, they are becoming more developed and advanced. One of the most striking
examples of the successful implementation of innovations in the field of digital
promotion is the 12 Storeez brand. Using non-standard methods and strategies,
it demonstrates the effective use of these tools to attract an audience, increase
sales and improve customer interaction. Studying this topic allows not only to
delve into current trends and approaches to marketing in the field of fashion, but
also to identify opportunities and development prospects for other brands from
other fields. A large number of articles have been written on the topic of
innovative digital marketing technologies, including on such sites as Sostav,
Adindex, VC.ru. The uniqueness of this study lies in considering the options for
applying digital marketing innovations in the fashion field using the example of
12 Storeez brand, as well as their impact on brand promotion.

2. Results and discussion.

Speaking about the concept of digital marketing, the following
definition can be given: digital marketing is a way for businesses to maintain
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interaction with their customers using their personal devices [1]. Otherwise,
digital marketing can be called all marketing based on the use of digital
technologies [2]. Among the goals of digital marketing, one can distinguish:

* Attracting the attention of the audience.

* Increase brand awareness.

* Increased sales.

* Improve customer interaction.

* Analysis of the results [3].

Speaking of what digital marketing includes, it is worth mentioning the
following:

* The Internet and all devices that have access to it.

* Digital TV integrated from the application to the TV screen.

* Local area networks.

* Digital media.

So, having got an idea of what digital marketing is, then we should deal
with innovative digital promotion technologies. Innovation is the process of
creating and implementing new ideas, products, services or processes that bring
new value to people and society as a whole. Innovations arise in various fields
of activity, such as business, medicine, education, culture, science and others.
Speaking about digital marketing innovations, today it is important to highlight
artificial intelligence and machine learning, content personalization and
gamification [4]. A good example that actively uses all these three innovations
in its own promotion is the 12 Storeez brand. 12 Storeez is a Russian company
engaged in the production of clothing and accessories and pays great attention
to the quality of manufactured goods, as well as the comfort of consumers. It
was founded with the idea of offering women stylish and functional clothes that
can be easily combined with each other and allows everyone to create a variety
of fashionable images [5]. Returning to brand promotion, we can identify three
technologies that are actively used by the company to achieve success:

1. Gamification. Loyalty Programs and bonus systems: 12 Storeez
creates unique loyalty programs through which customers can earn bonus points
or receive discounts for certain actions, such as shopping, leaving reviews, and
participating in surveys. Active contests and prize draws: the brand creates such
activities, encouraging consumers to interact with the company. For example, it
can be a photo contest, the participants of which must take a selfie in the brand's
clothes. Special events and promotions: They may include quests or special
offers for buyers. This creates a warm atmosphere in the interaction between the
brand and the client.

2. Personalization. Personalized recommendations: The brand team
analyzes customer purchase data and preferences, and offers them
recommendations about products that may be of interest to customers. Thanks
to this, anyone finds the most suitable things for themselves and creates ideal
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images. Personalized promotions and special offers: the company creates them
based on the preferences and activities of customers, among them people can
select individual discounts, bonuses or gifts specially adapted to an individual.
Individual approach to service: 12 Storeez strives to help each customer
individually, so it takes into account their needs and wishes. This aspect includes
style advice, help with product selection, and quick answers to questions via
online social media chats.

3. The use of artificial intelligence. 12 Storeez has become the third
Russian company cooperating with Centric Software, the world's leading
provider of software for product lifecycle management (PLM) and digital
development for companies in the field of fashion, retail, footwear, luxury
goods, confection industry, household appliances, automotive and other
industries [6]. The brand decided to implement this product lifecycle
management system to simplify access to information and communication
processes throughout the company.

3. Conclusion.

At the moment, in a rapidly changing digital world, the use of
innovative digital marketing technologies in promoting fashion industry brands
is becoming increasingly important. An integral part of this process are
extraordinary approaches to the development of marketing strategies that can
significantly increase the effectiveness of advertising campaigns and improve
brand interaction with the target audience. The 12 Stories brand is a prime
example of the successful implementation of digital marketing innovations in its
activities. Based on its experience of integrating modern technologies, it can
definitely be noted that the brand can effectively adapt to the rapidly changing
requirements and expectations of modern consumers.
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Abstract: The article examines the importance of event
communications in the modern world and their role in transmitting information
about events in various spheres of life. The definition of event communications
and methods of successful organization of festivals are given, as well as an
example of their successful implementation on the example of the national
hospitality festival «Friendship of Peoples». The study emphasizes that effective
preparation and organization of all stages of the event are necessary to achieve
the goals of the organizers and the successful holding of the festival.
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Introduction

Event communications play an important role in the modern world, as
they effectively and purposefully transmit information about events taking place
in various areas of life. In highly competitive conditions, events have become a
powerful tool for attracting attention, building an image and strengthening ties
with the audience. Event communications, in turn, are a powerful tool that
allows not only to attract the attention of the target audience, but also to create
a unique atmosphere that contributes to the formation of the market
attractiveness of an organization or project. They allow organizations and brands
to establish contact with the target audience through the organization and
holding of various events such as press conferences, exhibitions, conferences,
sports matches, festivals, etc. Events have become a platform for
communication and interaction with stakeholders, as well as for the
dissemination of information about the company, its products or services.
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The term "event communications"

There are various definitions of the term "event communications". The
following definition is given in the scientific works of specialists: "Event
communication is a kind of socio-cultural communication, where a symbolically
structured action is the main way and form of interaction. As a rule, they pursue
geopolitical, economic, social and cultural goals; they are evolving in a variety
of directions — the organization of events within the framework of branding of
countries and territories, trademarks, cultural objects, persons; the organization
of congress and exhibition activities, corporate events, public events" [1]. The
organization of event communications consists of 5 main stages: research,
development, planning, implementation and coordination and analysis of results

[2].

The implementation of event communications in the festival sphere

Experts identify various areas of event communications and festivals
are one of the most popular formats in the field of culture. For their successful
implementation, the following factors must be taken into account:

1. Target audience — determining who the target audience is and what
interests it has. This will help one to choose the theme of the festival and create
a program.

2. Develop a unique concept and program that will attract attention and
be different from other events. The program may include sports competitions,
master classes, tastings, etc.

3. Attracting sponsors and partners who will be able to financially
support the festival and expand the audience.

4. Development of a strategy for promoting the festival using various
communication channels such as social networks, radio, outdoor advertising,
mass media, etc.

5. Ensuring the safety of participants and visitors of the festival —
organization of medical care, control of passage to the territory.

6. After the festival, a report should be compiled and conclusions drawn
about what needs to be improved [3].

As an example of the successful implementation of the festival
according to the above criteria, the festival of national hospitality "Friendship of
Peoples", organized by VDNH in 2023, can be cited.

The target audience included regular visitors of VDNH; people
interested in the culture of various nations; tourists staying in Moscow and
families with children. The concept of the festival is a celebration designed to
involve the city in the atmosphere of good neighborliness and national
unification. A unique cultural program was developed for the festival, which
included various types of activities (football tournaments, chess) and cultural
events (performances, lectures, master classes, concerts). In addition, a
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corporate identity and logo were developed (a round dance of people with
different folk ornaments), which supports the uniqueness and concept of the
festival.

To finance and promote the festival, the main organizer of VDNH
attracted sponsors: the Government of Moscow and the Union of Armenians of
Russia, which provided financial and informational support to the festival; as
well as partners (the State Theater of Nations, the Moscow Tea Exhibition and
the Moscow Longevity Project, etc.), who presented their program at the
festival.

In order to reach the target audience, a specific communication channel
was selected for each group. The analysis of the media space made it possible to
identify the following communication channels: coverage through the media and
websites of official state structures of Russia, the use of outdoor advertising, the
creation of a separate thematic landing based on vdnh.ru, publication on
cultural-themed websites, digital support on social networks and coverage
through VDNH's internal radio.

The effectiveness of the festival is confirmed by its growth and
audience coverage. The current concept, the variety of communication channels
and the increase in the number of participants testify to its success.

Conclusion

Thus, event communications in the festival sphere are an important tool
for achieving the goals of the organizers. Successful implementation of event
communications requires careful preparation and organization of all stages of
the event.

The study confirmed the effectiveness of event communications in PR
projects, especially on the example of the Friendship of Peoples festival. Events
allow us to convey values, enhance the image and create a strong emotional
connection with the audience. The Friendship of Peoples Festival demonstrates
the successful application of event communications: targeting the target
audience, scale, attracting famous personalities and creating positive emotions.
Thanks to this, the festival has popularized the culture of Russia and the CIS,
promotes intercultural dialogue and maintains the image of Moscow as a
multinational city.
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Abstract: This article explores the concept of emotional marketing and
its application in the music industry, exemplified by the Russian rock band
Neverlove. The focus is on analyzing the strategies employed by the band to
forge an emotional connection with the audience through various platforms,
including social media and the Telegram channel. The impact of emotional
engagement on strengthening ties with fans, increasing concert attendance, and
merchandise sales growth is examined. The article underscores the importance
of a deep understanding of emotions and their utilization in marketing strategies
within the contemporary cultural and artistic domains.
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Emotional marketing is a strategy aimed at forging a strong emotional
connection between a brand and its audience [1, p. 256]. This approach focuses
on eliciting specific feelings or emotions in consumers, which in turn can drive
their decision-making towards purchasing or fostering brand loyalty. The
primary goal of emotional marketing is not merely to inform the consumer about
a product but to evoke an emotional response that could be linked to feelings of
happiness, nostalgia, satisfaction, trust, or other potent emotions. Research
indicates that emotional engagement plays a crucial role in a person's decision-
making process. Emotions can significantly affect how a brand and its products
are perceived, as well as consumer behavior. Companies that employ emotional
marketing strive to create advertising campaigns and marketing messages that
resonate with the personal feelings and experiences of their target audience,
thereby strengthening the bond between the consumer and the brand [5, p. 298].

Analyzing the case of the rock band NEVERLOVE, we can see how
emotional marketing is implemented in the music industry. NEVERLOVE,
actively using platforms such as Telegram, TikTok, and YouTube, not only
shares musical content but also creates an aura around its artistry that evokes
specific emotions in listeners [2, p. 54]. This is particularly evident in their visual
and musical style, which blends elements of glam rock, metal, and satirical
lyrics, evoking feelings of humor, nostalgia, and sometimes contemplation of
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deep life questions [3, p. 115]. The band's Telegram channel, dubbed
"NEVERLOVE UNLUVD," serves as an effective platform for strengthening
audience engagement. Through this channel, the band actively shares diverse
content, including voice and video messages, shared photos, and video clips
from concerts, enabling more intimate and personal interaction with fans. Active
communication between band members and subscribers in the comments, as
well as posting plans for future performances, enhances the sense of community
and belonging among fans. This openness and accessibility create a deep
emotional connection, as subscribers are not just observing the group's life from
afar but feel directly involved in its creative process and everyday life [4, p.
340]. The success of this strategy is evidenced by subscriber feedback and active
participation, making each subscriber part of a large and friendly community—
a significant and valuable achievement within the framework of emotional
marketing.

The emotional impact also yields results. An analysis of sales metrics
for concert tickets and merchandise for the band showed that following the
launch and active management of the Telegram channel, there was a noticeable
increase in ticket sales for their next concert. A similar effect was observed in
merchandise sales: the release of a limited series of T-shirts designed based on
ideas from the group members led to their rapid sale.

Understanding how emotions influence decision-making has critical
implications for the effectiveness of emotional marketing. Psychological
research shows that emotional stimuli can significantly accelerate the decision-
making process of a buyer, bypassing slower rational evaluations and directly
influencing the subconscious. In the context of music, emotions play an even
more prominent role, as music itself is a powerful emotional trigger [6, p. 27].
The group Neverlove, by leveraging musical compositions and visual content,
creates multi-level emotional impressions that can elicit deep sensory reactions
in listeners, enhancing their attachment to the brand and stimulating their desire
to support the artist by purchasing concert tickets or merchandise.

In summarizing the practice of "NEVERLOVE", it becomes clear that
emotional marketing in the music industry enhances the connection between the
artist and their audience, and plays a key role in forming loyalty and engagement
among fans. This demonstrates how a deep understanding of emotions and their
influence on consumer behavior can be used to create successful marketing
strategies across various fields, including arts and culture.
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Abstract: After the events of 2022 and the start of the Special Military
Operation, many Western brands have left Russia. In addition, due to the
sanctions imposed by the European Union and several other countries, Russia
is seeking new opportunities and markets. One of the most promising and
interesting markets for cooperation is the Indian market.

It is essential to thoroughly research the Indian market in order to
understand how Russian products and brands may be relevant to the Indian
audience. This requires a detailed analysis of all aspects of the Indian market,
including its raw materials market, industrial equipment market, innovative
goods market, and others.

This article provides a list of criteria that should be considered when
researching the Indian market for successful engagement. By considering these
parameters, businesses can gain a better understanding of the potential for their
products in the Indian market and develop strategies to effectively communicate
with Indian consumers.

Key words: sanctions; brand; market; Russia; India; cooperation.
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Introduction

Since the beginning of February 24, 2022, the Russian Federation has
faced unprecedented sanctions and pressure from the Western countries. By the
end of 2023, a total of 16,033 sanctions were imposed on Russia, affecting
individuals and legal entities. These sanctions have impacted the financial
sector, stock market, exports and imports, international reserves, and have led
to the departure of numerous global companies from the country. Industries
directly affected by the sanctions include pharmaceuticals, automotive, aircraft
manufacturing, rail locomotive production, gadget and electronics
manufacturing, chemical and products production, paper manufacturing, rubber
and plastics production, and electrical equipment production.

India is the largest country in South Asia with a population of 1,410
million people, ranking 3rd in terms of GDP. The huge Indian market cannot be
perceived as a single whole: the administrative division into 28 states and 8
union territories deepens the differences between these territories in ethnic,
cultural, linguistic, religious, infrastructural, climatic, economic and legal
aspects. This partly explains the impossibility of the concept of a single
advertisement for the whole of India, where the regional agenda is more
important than the federal one. Advertising in India is not feasible without
careful study and consideration of numerous cultural, religious, and linguistic
characteristics; it requires a flexible approach and adaptation to various regional
peculiarities of the country.

Introducing a brand or product to the Indian market [2] does not seem
to be an easy task, given the diversity of cultural differences in different regions.
Brand elements such as slogans or musical accompaniment can contribute to
successful cross-border advertising. These eclements contribute to the
consolidation of specific advertising images in the consumer consciousness and
ensure its commonality in different regional markets. Successful cross-border
advertising communications through the consolidation of brand elements in the
consumer's mind require time and effort, this process can take years before the
brand element becomes recognizable. Therefore, well-recognized brand
elements are the result of his long-term painstaking work.

Consumer behavioral patterns in India play a crucial role in shaping
market promotion strategies. Understanding factors such as cultural diversity,
economic differences, and regional preferences are key to effective targeting [3].
Advertisers often adapt their campaigns to suit specific cultural nuances,
language preferences, and purchasing behavior in order to connect with diverse
segments of consumers across the country. In addition, given the growing digital
penetration, mobile approaches and localized content can enhance the relevance
and impact of advertising campaigns in India. Factors that should be taken into
account in this case:
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1. Cultural sensitivity: Understanding and respecting India's
diverse culture. Tailor campaigns to match local characteristics and traditions.

2. Language localization: Using multiple languages to reach a
wider audience. English, Hindi, and regional languages are essential for
effective communication.

3. A family-centric approach: Recognizing the importance of
family in Indian culture. Focus on goods and services that promote family well-
being.

4. Pricing sensitivity: Indian consumers are often price-
conscious. Highlight availability, discounts, and value for money in advertising.

5. Digital presence: Leverage the growing digital population by
utilizing online platforms for targeted advertising, particularly on social media.

6. Celebrity endorsements: Indians have a positive response to
celebrity involvement in advertising. Collaborate with popular figures to
enhance brand credibility.

7. Marketing During Holidays: The numerous holidays
celebrated in India provide a great opportunity to run PR campaigns. Align
campaigns with major holidays for maximum impact.

8. Emotional Appeal: Create content that resonates emotionally.
Indians often respond to advertisements that evoke feelings such as joy,
nostalgia, or pride.

9. Social Responsibility: Demonstrate commitment to social
causes. Indians appreciate brands that contribute positively to society.
10. Mobile Strategy Comes First: Given the widespread use of

mobile devices, optimize campaigns for mobile platforms. Ensure a seamless
user experience on mobile devices.

Conclusion

Entering the Indian market requires a clear understanding of the target
audience and the right choice of language for the brand's communication. Apart
from linguistic and economic differences, there are also significant demographic
differences between the states of India. South India has an older and more skilled
population, while North India is relatively younger and poorer. North Indians
prefer Hindi, while southerners prefer English or their local language.

India has a system of federalism, where states compete with each other
to attract foreign investors. This emphasizes the importance of regional values
and priorities. Brand adaptation in India is not a mechanical process, but rather
requires an understanding of regional differences and cultural nuances.In the
Indian context, adapting a brand means creating it anew, considering a wide
range of factors and variables that directly or indirectly influence the
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communication methods, language, image, slogan, colors and music chosen to
create a consistent impression and perception of the advertising message.
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Abstract: This article reveals the essence of the concept of creative
thinking, and also discusses the use of creative thinking methods for developing
and promoting products. The purpose of the work is to analyze the practical use
of methods and techniques of creative thinking in developing ideas for
promoting various company products. Objectives of this work are: to define the
concept of creative thinking; consider types of its methods; review examples of
the use of creative thinking methods in product promotion and study their
features in drawing conclusions. The methodological basis for the study of topic
is: analysis; classification; study of literature; content analysis and the
induction method. The results of work include the most interesting and exciting
examples of the application of creative thinking methods that companies can use
in their own product promotion campaigns. In conclusion, there is a table with
correlation between creative methods and benefits of use.
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1. Introduction

In the context of developing competition between companies for the
attention of customers, a search for the most effective ways to interact with them
is very important, including the promotion period of the company’s products. A
relevant way to develop a new, related idea is creative activity: creative thinking
methods help specialists in marketing communications create advertising, PR
campaigns, packaging, etc., that are attractive to consumers. In addition, the use
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of such methods allows us to find non-standard solutions, as well as develop an
innovative marketing strategy. Thus, the topic of studying application of
creative thinking methods in promoting goods and services is quite relevant.

The problem of using creative methods in marketing communications
has been sufficiently studied. This is evidenced by many articles and books, for
example: Richard Florida's work “The Rise of the Creative Class”, which
describes how novelty of ideas advance all areas of society, including business.
It is also confirmed by publications on this topic: the article “Creativity in Brand
Promotion” by L.M. Dmitrieva [1], “Modern creativity in marketing: new
approaches and trends” by A.S. Duryagin [2]. But the topic of the practical
application of creative techniques specifically in product promotion has not been
fully studied, which is quite an interesting problem for further research.

2. Creative thinking and its methods

The effective generation of unusual ideas, of course, is facilitated by a
person’s creative thinking: when they come up with, reflect and can further
formulate their thoughts as an image, including the future product, its
positioning, promotion method, etc. It is a must to clarify the definition of this
concept.

Creative thinking is the process of bringing something new to life,
creating original, innovative ideas and various solutions. This activity is
associated with a person’s ability to think outside the box [3].

In 2004, the online business magazine “Secret of the Firm” conducted
a large-scale study on what methods of creative thinking are the most popular
among marketing agencies in various areas of activity (Saatchi & Saatchi,
BBDO, Instinct, etc.). The data obtained have still not lost their relevance,
because the application of such creative techniques can be used in modern
promotion campaigns. Let us describe some of these creative techniques.

There are: observation of the behavior of the target audience or the
production of the company’s product; a mobile focus group, which is a survey
of random people belonging to the company’s target audience, who are
interviewed impromptu. Further, other methods are: a brand manifesto, a video
from fragments of films, programs or a collage of photographs, which form the
main emotional and psychological content of the product for marketers;
brainstorming, which involves the collective generation of a large number of
ideas; ping-pong technique, which involves pairs discussing an issue and
developing each other’s ideas.

There is also a type of creativity - template techniques, which are
techniques such as: extreme consequences of using a product or service, when
the life of its buyer has changed dramatically; lack of brand, which implies
demonstrating a person who does not have a product; excessive lust, when a
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character in a promotion campaign is ready to do anything to get what he
wants — a product or service from the company [4].

In addition, the practice of using the “disruption” method is
widespread. At the first stage of its use, there is a search for a stereotype - any
patterned behavior of people, their obvious, stable opinions. In accordance with
this method, stereotyped thinking may lie in the company’s vision of its role, the
audience’s attitude towards the product, also in the fact that the product, brand
or advertising itself has become “clichéd”. A “break” then occurs, i.e.
destruction of the stereotype: a fundamental change in the minds of consumers
of a previously existing association with a certain product or company. At the
final stage, a new vision of the product appears: the client changes his perception
of the product, attitude towards the brand, so the consumer begins to understand
a new philosophy of the company [5].

3. Examples of using creative thinking methods in product
promotion

Alexander Krivenko, as the head of the creative team at the advertising
agency Lowe Adventa in the 1990s, used the observation method to create Coca-
Cola advertising aimed at a teenage audience. To understand exactly what young
people want, Alexander and his colleagues immersed themselves in their
environment: read youth magazines, visited skate areas and clubs. For example,
in the 2000s, there was a TV commercial with a group of cheerful teenagers who
decided to relax by the river, taking with them a box of Coca-Cola soda [6].

In the BBDO creative group, Anastasia Vuchetich, thanks to the
creative technique of demonstrating extreme consequences, developed
advertising communications for the cellular operator Megafon. The “My
People” service provided the user with the opportunity to select the numbers of
those people with whom conversations were the most frequent and longest - the
cheapest tariff was valid for them. The advertising campaign demonstrated the
consequences of using such proposition: three friends who met in a cafe are
silent, because they have nothing to tell — each has already shared the news by
phone [4].

Tab. 1 Recommendations for using creative thinking methods

Creative thinking Brief description ofa Goals / advantages of
methods group of methods application

Observation, interview, Analysis of behavior,
change of perspective, opinions, insights of

Positioning the brand
as close to the audience

mobile focus group the target audience
. .. Projecting attributes Product display in an
Loading associations, Jecting - attribu u play
« .. .. ., of another item onto unexpected new
product “substitution .
product environment
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Brand manifesto,
brainstorming, ping
pong, conscious
delirium

Absurd alternative,

extreme consequences,
lack of brand, excessive
lust

“Disruption”

Generating a
number  of
absurd ideas

large
even

Demonstration of the
change in life of an
advertising character
with or without the
promoting product
Destroying
stereotypes about a
brand or its product

Deep understanding of
product  positioning;
spare additional ideas

Creating a “different
reality” in
communication that is
interesting to watch

Non-standard and
unusual attraction of
audience attention

Source: Kotin M. (2004): Shadow of the birth of ideas. "Secret of the Firm", Vol. 19(58),
pp- 52-56 and the results of own research

The “Disruption” technique, or destruction, has become an integral
creative tool and even a “way of thinking” of the international advertising
agency TBWA. The applied transformations of stereotypes help to go beyond
stable ideas about the product and create a new vision of it. For example, during
the launch of the Nissan Ariya electric car, the agency took advantage of the
popularity of lo-fi music videos on YouTube by creating a four-hour commercial
with a girl serenely driving an electric Nissan crossover. Worries about how long
an electric car will hold a charge have been put to rest by the replacement for a
quiet ride without worrying about the battery. Thus, the agency destroyed the
stereotype that a powerful car should be shown in commercials in dynamic
motion, associated with activity and speed, because it would be a more original
way to do it the way TBWA did. It is worth mentioning that the effectiveness of
such advertising, destroying stereotypes, was quite high. In particular, the video
received 17 million views; an increase in awareness was achieved by 7.6 points,
the number of search queries for “Nissan Ariya” increased by 1082%. [7].

4. Results and recommendations

So, based on the above examples of using various methods of creative
thinking in promoting goods and services, we can draw appropriate conclusions
and formulate recommendations for their practical use in marketing
communications in the form of a table below (tab. 1).

REFERENCES
[1] Dmitrieva L.M. (2013): Creativity in brand promotion. “Omsk
Scientific Bulletin”, Vol. 5(122), pp. 246-250.
[2] Duryagin A.S. (2023): Modern creativity in marketing: new
approaches and trends. “Practical marketing”, Vol. 6(312), pp. 38-41.

201



[3] Smirnova U. (2021): 8 ways to develop creative thinking.
"ROSBUSINESSCONSULTING" ("RBC"),
https://style.rbc.ru/health/5¢34bf629a7947cofcelafdd.

[4] Kotin M. (2004): Shadow of the birth of ideas. "Secret of the Firm",
Vol. 19(58), pp- 52-56., https://secretmag.ru/archive/files/sec-
firm 19 240504.pdf.

[5] Kotin M. (2004): Disruption in the creative factory. "Kommersant
Secret of the Firm", Vol. 32, pp- 1008,
https://www.kommersant.ru/doc/859908.

[6] Advertising - Coca Cola 2000 (2014). www.youtube.com.
https://www.youtube.com/watch?v=q3fW3LZeFpk&ab_ channel=1990e.

[7] Powerfully Peaceful Nissan (2023). tbwa.com.
https://tbwa.com/work/powerfully-peaceful/.

TRENDS AND CHANGES IN THE FIELD OF INFLUENCER
MARKETING DURING PERIODS OF SOCIO-ECONOMIC
AND POLITICAL CHANGES IN THE CONTEXT OF LUXURY
BRANDS

Polina Mitina,

Student, Moscow State Linguistic University
(Moscow, Russia)

mitinapolia@gmail.com

Abstract: The article examines changes and new trends in influencer
marketing during periods of socio-economic and political changes using luxury
brands as an example. The article shows that the emerging conditions in the
Russian market have not only changed consumer behavior but also the rules and
channels through which luxury brands interact with clients. Collaboration
between premium brands and media personalities continues despite everything.
However, there are clear trends in influencer marketing that are impacting
communication with bloggers and consumers.
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Introduction

In the dynamic landscape of today's world, where socio-economic and
political shifts are becoming an integral part of our reality, influencer marketing
is inevitably impacted by these transformations. Since 2020, two significant
events have reshaped the influencer marketing industry and the broader digital
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landscape in Russia: the global pandemic and the commencement of the Special
Military Operation (SMO). Amidst the ever-changing social, economic, and
political landscape, influencer marketing not only adapts to new realities but
also actively shapes trends that define the direction of communication between
luxury brands and their audiences.

Pandemic: A Catalyst for Personal and Authentic Content

The pandemic triggered a global lockdown and self-isolation,
prompting luxury brands to recalibrate their marketing communication
strategies in three key directions.

Firstly, in the initial phase of the pandemic, luxury brands paused their
marketing campaigns. However, as the lockdown extended, brands recognized
the opportunity to leverage the power of influencers to connect with audiences
in a more personal and relatable way. This shift towards influencer-generated
content has left an enduring impact on luxury brand communication. A notable
example of this trend is Camilla Coelho's “At Home with Dior” collaboration.
The beauty influencer shared videos and photos demonstrating Dior products
seamlessly integrated into her daily life during self-isolation.

Secondly, in the aftermath of the global pandemic, luxury brands have
increasingly recognized the significance of fostering and nurturing a strong
brand community. This extends beyond mere product promotion, transforming
into a vibrant platform where brand connoisseurs can connect, share
experiences, engage in meaningful discussions, and participate in exclusive
events and activities curated by the brand.

Finally, luxury brands have increasingly adopted an empathetic
approach to communication, acknowledging the current context and paying
close attention to consumer circumstances [1]. Instead, consumers seek empathy
and genuine engagement from brands. For instance, during the pandemic, Gucci
partnered with UNICEF and launched a campaign titled “We Are All in This
Together”. A portion of the proceeds from the sale of specific products was
directed to support UNICEF's youth programs [2]. Similarly, Prada announced
its production of medical masks and gowns for healthcare workers [3].
Influencers, in turn, eagerly embraced these initiatives on their social media
platforms.

The Influence of Geopolitical Events

The commencement of the Special Military Operation (SMO) has also
brought about several significant changes in the influencer marketing landscape
in Russia. The departure of many luxury brands from Russia has had a
significant impact on the influencer marketing landscape. These brands, which
previously collaborated with Russian influencers, have officially closed their
online and offline stores in the country and have terminated all advertising
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contracts and agreements with local celebrities, including actors, singers, and
bloggers. This has resulted in a loss of income for influencers and agencies, as
well as a reduction in overall advertising budgets [4].

Despite the challenges posed by the current market landscape in Russia,
the influencer marketing industry is witnessing several notable trends:

1. The consistently growing interest in luxury products and
premium brands. Despite economic and political fluctuations, Russian
consumers continue to exhibit a strong appetite for luxury products and premium
brands. This unwavering interest stems from the perception of luxury goods as
investments and status symbols [5]. Luxury brands recognize this enduring
demand and maintain a presence in the Russian market. They continue to engage
with influencers and celebrities, inviting them to exclusive fashion shows and
product launches, leveraging their influence to promote their offerings [6].

2. The consumer's pursuit of “affordable luxury”. Amidst
limitations on other luxury products, the “lipstick effect” emerges. This trend is
evident in the sustained demand for luxury cosmetics and fragrances, even in
challenging economic times [7]. Major cosmetics and perfume retailers continue
to collaborate with beauty influencers, featuring products from renowned luxury
brands. This focus on cosmetics stems from their relative affordability compared
to accessories and apparel, which may be more heavily impacted by economic
constraints.

3. Increase in campaigns with domestic brands and
concierge services. Concierge services like CDEK Shopping and Avito
Premium, providing access to new products from abroad and personal resellers’
accounts are gaining popularity on social networks. As for Russian brands:
some of them changed their positioning to the premium and luxury segments
and some has relaunched with podium lines. For example, to visit the 12 Storeez
store in Moscow in the summer of 2022, an appointment was required, as in the
famous Hermes boutiques [8], and influencers and celebrities were the first to
be given the opportunity to get there, and the Yekaterinburg clothing brand
USHATAVA held its first podium show [4] with the participation of influencers
and stars.

4. Multi-Platform Approach. In early March 2022, Russia's
communications regulator, Roskomnadzor, blocked access to Facebook* and
Instagram*, and later, a Moscow court declared their owner, Meta*, an extremist
organization. Shortly thereafter, TikTok suspended live streaming and new
content creation for Russian users, while YouTube banned Russian bloggers
from monetizing their content and later went on to disable monetization for all
Russian channels and selectively remove them. To compensate for these losses,
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bloggers began seeking alternatives and migrating to Russian platforms,
primarily Telegram and VKontakte.

Conclusion

The luxury influencer marketing landscape in Russia is a dynamic and
competitive arena, demanding constant refinement of brands' promotional
strategies. Luxury consumers remain engaged in social media conversations,
discussing brand collections and trending news. Consequently, luxury brands
are adopting a conscious approach to communication, striving more than ever to
become part of their audience, resonating with their target public, sharing their
experiences, and embracing their interests. Empathetic approach is particularly
crucial during periods of global crises and conflicts, when sanctions and
restrictions can negatively impact not only the client brand but also influencers
and, ultimately, the consumer public. While there's a noticeable shift away from
promoting foreign brands that have left the Russian market, Russian bloggers
continue to engage in supportive communication for Western luxury brands, as
the appetite for luxury remains undiminished. Moreover, Russian brands have
largely repositioned themselves, leading to increased influencer collaborations
with emerging domestic luxury brands.

*Meta, the company behind Instagram and Facebook, is recognized as
an extremist organization in Russia, and its activities are prohibited.
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Abstract: The article is devoted to the analysis of strategies for
promoting Russian ballet in the XXI century. The purpose of the study is to
identify effective methods of promotion, considering the historical heritage and
modern technological capabilities. The work uses data on the development of
ballet art, as well as modern practices of promotion through digital channels
and international projects. The methodology of this analysis is the theoretical
basis on which the entire basis of the study is based. The results show that the
integration of traditional and innovative approaches contributes to
strengthening the position of Russian ballet on the world stage. The conclusions
emphasize the need to adapt to the changing conditions of cultural interaction
and the needs of the audience for the preservation and development of ballet art.

Key words: promotion of Russian ballet, digitalization, cultural
heritage, innovative strategies, modern trends.

1. Introduction

In the 21st century, when borders between countries are becoming
more transparent and technologies are developing at an incredible speed, the
spread of cultural values and art, in particular ballet, is acquiring new forms and
methods. This article is devoted to the analysis of the features of the promotion
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of Russian ballet in the modern world, identifying new trends and opportunities
that open to this unique art form in the era of globalization and digitalization.

The purpose of this research is to study various aspects of the
promotion of Russian ballet, starting from the historical context and ending with
modern methods of marketing and communication with the audience. The tasks
include monitoring the historical evolution of Russian ballet, determining its
place and role in the modern world, as well as evaluating the effectiveness of
existing and potential ways of promotion.

The importance of this issue is due not only to the cultural value of
Russian ballet, but also to the need to preserve and develop this art for future
generations. The promotion of ballet in the 21st century requires an innovative
approach and a deep understanding of both traditional and modern
communication channels, which the author will talk about in this article.

2. Methodology and Data

Russian ballet's rich history began in the late 17th century under Tsar
Alexei Mikhailovich, with the first performance at his court. Peter I solidified
its foundation by establishing the prestigious Vaganova Ballet Academy
(formerly the Imperial Ballet School) in 1738. The early 20th century saw a
global explosion of Russian ballet's popularity thanks to Sergei Diaghilev's
groundbreaking “Russian Seasons”. This era not only captivated Western
audiences but also significantly impacted the trajectory of world art. Legendary
dancers like Vaclav Nijinsky and Maya Plisetskaya graced Russian stages,
leaving behind a legacy of iconic performances. [1]

The late 19th and early 20th centuries marked the zenith of Russian
ballet. This era witnessed the rise of legendary dancers like Anna Pavlova and
Matilda Kshesinskaya, who graced the stage with masterpieces by Marius
Petipa, including “Swan Lake” and “The Nutcracker”. Sergei Diaghilev's
visionary “Russian Seasons” tours further solidified ballet's international
prominence. Featuring collaborations with choreographic talents like Mikhail
Fokin and Vaclav Nijinsky, composers like Igor Stravinsky, and artists like Léon
Bakst, these tours presented groundbreaking works such as “The Firebird” and
“The Dying Swan”. By incorporating elements of modernity, folk dance, and
innovative music, these productions revolutionized ballet, ushering in a new era
of artistic expression. [1,2]

Following the 1917 revolution, Soviet ballet underwent a fascinating
transformation. New works like “Red Poppy” incorporated socialist themes
while still drawing on classical technique. This ideological shift reflected the
desire to mold ballet into an art form that celebrated the ideals of the new era. It
wasn't just the themes that changed; the artistry of legendary dancers like
Ulanova and Plisetskaya pushed the boundaries of ballet, leaving a lasting
impression on both Soviet and international dance. [1]
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Modern Russian ballet continues to be one of the most important
cultural symbols of Russia. Theaters such as the Bolshoi Theater of Russia in
Moscow and the Mariinsky Theater in St. Petersburg not only preserve the
glorious traditions of Russian ballet, but also actively experiment with new
forms and technologies. These innovations include the use of video art, digital
decorations and the latest sound effects, which enables you to create unique
visual worlds on scene. Modern technologies provide ballet with new
opportunities for the development of the art of dance. Multimedia practices
make it possible to unite traditional dramaturgy with the latest set design
techniques, creating a new artistic reality. An example of this approach is the
activity of the Russian Ballet Theater “Talarium et Lux” (“Ballet and Light”),
which uses multimedia technologies to create new forms of ballet presentation.
However, despite all the innovations, modern Russian ballet is facing a range of
challenges. [3]

3. Results and Discussion

Today we will focus in detail on the use of digital technologies and
social networks, as well as participation in international tours and festivals.
These promotion instruments allow ballet theaters to achieve a large audience,
attract new viewers and strengthen their connection with their main audience.
Social networks, online platforms and video hosting have also become an
integral part of promotion strategies. [3,4] They provide an opportunity for
instant interaction with the audience, receiving feedback and building an
attractive image. Specialized online platforms provide a chance to present
performances and other productions in a format available for online viewing,
which increases the accessibility of ballet art to a wide audience, including
viewers who are limited by physical or geographical barriers to attend live
performances. Touring and festivals, however, remain cornerstones of
promotion, allowing dancers to showcase their artistry on a global stage and
preserve ballet traditions. [5]

The development of the ballet genre at the present level is characterized
by stylistic pluralism, as a result of which it presents a variety of styles and
directions. The phenomenon of “director's theater” in ballet is manifested
through the strong influence of directors and choreographers, who give
performances a characteristic personality and an alluring novelty. [3,6]

The partnership of Russian ballet with foreign choreographers and
artists plays a primary role in the interchange of cultural and artistic traditions.
This keeps ballet fresh by infusing it with new ideas and technology, while still
preserving its heritage. From video art to modern sound, these innovations create
captivating visual worlds that engage audiences. [7]

Russian ballet confronts a multifaceted challenge in the digital age.
Funding constraints due to reduced state support necessitate exploring private
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investment. Furthermore, evolving audience preferences necessitate adaptation
to compete with contemporary entertainment forms like cinema and digital
content. Integration of new technologies and navigating the complexities of
international relations for touring and cultural exchange are additional hurdles.
(3]

Let's also focus on the future perspectives for this kind of art. This is
globalization, that is the expansion of the audience and the strengthening of the
international status of Russian ballet as a "national brand", this is digitalization,
namely the use of digital technologies to create new formats of performances
and expand the accessibility of this type of art, this is education, that is the active
development of ballet teaching methods and the training of a new generation of
choreographers and dancers, these are innovations, namely the introduction of
the latest approaches to choreography and set design to attract a modern
audience. [3]

4. Conclusions

Russian ballet continues to be an important part of the world cultural
"foundation", successfully combines traditional choreographic techniques with
innovative approaches, which allows him not only to maintain his uniqueness,
but also to attract new audiences.

Modern technologies and digitalization open up new horizons for the
Russian ballet, allowing it to expand the boundaries of art and make it accessible
to a wide audience around the world. At the same time, Russian ballet continues
to be an important element of national identity and cultural heritage..

In conclusion, it can be said that the Russian ballet has every possibility
to keep its role as a leading cultural phenomenon in the future, thanks to its
ability to innovate and adapt to a changing world. He remains not only the
preserver of the classical legacy, but also an active participant in the modern
cultural process, continuing to inspire and fascinate viewers around the world.
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1. Introduction

Social advertising surrounds us. Billboards, TV, tabloid, paper
advertisements in the entrance — all these promotional ways are examples of
social advertising. And it is really very difficult not to notice it. Commercial
advertising uses exactly the same methods. However, of course they have
differences and one of the most important differences between social and
commercial advertising is the purpose. Commercial advertising stimulates a
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positive attitude towards a product or an increase in its sales. The purpose of
social advertising is to draw attention to public opinion.

Article 3 of Federal Law No. 38-FZ of 03/13.2006 "On Advertising"
states that social advertising is information disseminated in any way, in any form
and using any means, addressed to an indefinite circle of persons and aimed at
achieving charitable and other socially useful goals, as well as ensuring the
interests of the state [4].

Today, the acute issue of combating alcoholism and drug addiction is
increasingly being raised in our world. They cannot be cancelled just like that,
because alcohol annually puts a good amount into the state treasury. For
example, in 2012, budget revenues from the payment of excise duty on alcohol
amounted to as much as one hundred eighty and a half billion rubles. The
amount is large, but it does not bring so much benefit as harm. Due to excessive
alcohol consumption, there is not a good opinion about our country. A huge
number of jokes and satires were invented about a bad and drunken Russian who
would turn mountains for a glass of vodka. This image was accordingly disliked
by the population in all periods of our country's history. To combat such a
reputation, the state used various types of communication with citizens. The
history of social advertising in Russia began in the late XIX - early XX century,
when the first public organizations and charitable foundations appeared. They
used various forms of communication. As a rule, these were various magazines,
flyers or newspapers. For example, by the beginning of the 20th century, when
the government of the Russian Empire had a state monopoly on vodka,
alcoholism began to rapidly gain popularity within society. Pubs began to open
actively, where everyone could buy as much vodka as they wanted. The state,
having felt the disadvantages of alcohol dependence of citizens, began to hang
posters that showed the result of excessive alcohol consumption. Today, the
modern generation is moving deeper into self-development and leading a proper
lifestyle. Our country has achieved this result through active interaction with the
population through various means. Among all the ways to combat bad habits,
social advertising is considered one of the most effective. Such advertisements
usually show the consequences of the life that alcoholics and drug addicts
choose. But this advertisement is not only about the future of such people, but
also about their past, which made them touch the bottle.

2.Bad examples of social advertising

Social advertising is not always successful. For example, in 2021, the
inscription “Parents are to blame for a child's disability — there may be no
blame” appeared on the banners of the city. This message angered many, as the
second part of the text was highlighted in a less bold font than the first. “There
are limits to PR provocativeness and the basics of perception — people read
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the first big phrase and it stays in the brain. For me, this banner is a terrible and
offensive product,” Svetlana Mamonova wrote on Facebook.[2]

3.Social advertising in historical context

In the historical context, social advertising has had different stages of
development. In the late 19th and early 20th centuries, in most cases social
messages were published in newspapers and other print media. Then various
public organizations, charitable institutions and the church began to appear in
the Russian Empire, which carried out educational activities and conducted
campaigns to combat social problems. For example, the church actively
promoted moral values and moral principles, as well as provided assistance to
those in need. In a terrible hour of human history, the Church is called to speak
its word. The Church cannot leave her children in their struggle for the truth "in
the kingdom of this world" [5]. In pre-revolutionary times, the “Red Egg”
tradition was popular. “Posters were often timed to coincide with religious
holidays and called for buying, for example, an Easter egg to raise funds[3].

The real “breakthrough” of social advertising came to us during the
existence of the USSR. The Soviet leadership felt so well what society needed
at that time that some still use agitations and slogans of that time to somehow
repeat the success of Soviet social advertising.

In the USSR, social advertising played a significant role in shaping
public opinion and behavior of citizens. It was often used to promote a healthy
lifestyle, discipline and order, and popularize education and culture. It was a
large-scale propaganda campaign that adapted to the needs of the society of that
time.

There is a fact how Fidel Castro, in his message to the Central
Committee of the Communist Party of Cuba at the second party congress, was
able to uniquely promote all the best qualities that are peculiar exclusively to a
communist: “Every communist should have such qualities as demanding, self-
sacrifice, selflessness, modesty, honesty, a sense of solidarity and readiness for
a feat. A communist must be a staunch fighter, convinced of the absolute
correctness of his cause, diligent, hardworking, demanding, thoughtful and
infinitely devoted to his people”[1]. This quote cannot be called a social
advertisement, but it pointedly points to many of the problems of society that
are listed in this appeal.

Social advertising campaigns in the USSR could relate to various
aspects of life, from compliance with traffic rules to the fight against alcoholism
and tobacco smoking. Advertising posters, films, songs and other forms of mass
media were used to convey social messages and influence people's
consciousness. Thus, social advertising in the USSR was an important tool for
influencing mass consciousness and forming socially significant values.
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As for our time, the main customer of social advertising is the state.
Social videos, posters, banners and other types of advertising are used to
promote a healthy lifestyle, combat domestic violence, drug addiction,
alcoholism, compliance with traffic rules and more. Social advertising can also
be used to support veterans, help children with disabilities, protect animal rights
and other social issues. Today, the issue of patriotism is more relevant in our
country than ever, and many commercial and non-profit organizations actively
promote this basis of mentality. This helps to strengthen national identity, unite
society, and also forms feelings of pride in their country, its history, culture and
achievements.

4. Social advertising in Special Military Operation

During a Special Military Operation, when the atmosphere and mood
of citizens inside the country are very important, not only posters depicting
participants in the special operation are needed, but it is also necessary to
promote public organizations that carry humanitarian aid, promote musical
performers who go to the front with a patriotic repertoire to raise morale. As an
example of such artists, a person can bring not only a Shaman, but also many
others. For example, Philip Kirkorov, who, after a scandalous event, decided to
go to Donbass and sing his main hits for the fighters.

It is important to note that the effectiveness of social advertising
depends on how accurately it reflects the current problems of society and how
well it attracts the attention of the audience.

5. Conclusion

Social advertising, as a fairly new direction for Russia, is still shaping
itself within our society. There are a huge number of problems in our country
that cannot be solved by any inscription on a banner. However, it is foolish to
deny that without social advertising, our society would simply degrade from the
lack of moral norms. We must continue to develop this area and not stop drawing
the attention of society to the problems around us.
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Abstract: The purpose of this article is to study the use of PR-
technologies in the formation of a personal brand. The research is based on a
case study of creation and promotion of a successful personal brand and its
subsequent analysis. The methods used are the analysis of an existing case study.
Data collection was carried out in open sources of information. The study
identified strategies and technologies used in the process of personal brand
building. The conclusion confirmed the importance of PR-technologies in the
creation and maintenance of a personal brand.
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1. Introduction

With the rapid development of modern technology, market and society,
along with any other contest, the competition of personal brands is becoming
more and more intense. Personal brand now not only characterizes the image of
a particular person, but can also affect the image or reputation of the whole
company with which he or she is associated. It is becoming an essential
component in the formation of a promotion strategy and the creation of both
personal and corporate image. And it is important because image gives the
ability to attract and retain new customers and directly affects how successful a
brand will be [1].
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It is the individuality that makes it possible to attract and retain
customers, maintain the brand, and influence the consciousness of the masses.
Image has a direct impact on the duration of business success.

The purpose of this article is to study and further analyze the use of PR-
technologies in the process of personal brand formation. As an object of analysis
will be taken a rather successful case of elaborated personal image — Artemy
Lebedov, Russian designer and businessman.

The scientific significance of this study is to expand the field of
understanding the use of available modern PR-technologies and their use in
branding. In the future, the results of this work can be useful for study by
professionals in the field of PR, marketing, as well as for comparison in the
analysis of other cases.

2. Methodology and Data

We are used to the fact that a brand can only refer to a product or
service. Usually it is a set of certain names, symbols, designs; associations that
arise in the consumer's mind and help to identify a product or service in the
market and distinguish it from its competitors [2]. But in the conditions of the
modern world, the brand is no longer limited to these concepts. Now there is a
territorial brand (city or country), an event brand (event), an organization brand
and also a personal brand [3].

Personal brand is an image or representation of a personality, which is
formed in the minds of other people. It allows us to promote and sell ourselves
as a “brand”, to meet new people and to get good career opportunities. A strong
personal brand also has a direct impact on a company's image and reputation.
Trust in one’s ideas and desires will be reflected in the credibility of a company.
Personal recognition and success will be inextricably linked to the success of a
person's business. When it comes to an appearance such factors as one's own
image and reputation will have a direct impact on a company's image in the eyes
of consumers [4]. Some of the most prominent examples of a strong personal
brand are: Elon Musk, Steve Jobs and Mark Zuckerberg.

However, it is important to recognise that building a strong personal
brand is about more than just changing personal clothes or appearance. It is all
about positioning — a concise and clear answer to the question on who a person
is in the society. It is important to give the audience the right idea of who this
person is and what makes him or her different from the others. But also consider
how this or that image will affect their own business. Secondly, it is a must not
to forget about the values that a person has in mind and stick to them. This will
help a person to define his or her identity, reach the necessary target audience
and communicate effectively with them. Thirdly, talk about one’s own
perception of their philosophy and mission. People are attracted to big goals,
they motivate and help them to go beyond their own consciousness [5].

215



To clearly understand how a well-developed personal brand works, we
will analyze the case of Artemy Lebedev, a Russian designer and businessman.

1. Appearance.

Artemy is not afraid to experiment with bright images: coloured hair,
free style in clothes, glasses. He got the idea to dye his hair from his children in
2017 and has not changed his habit since. Blue hair is now associated with the
Russian designer.

2. Progressiveness.

From the very beginning of his career, Artemy anticipated what would
be relevant in a few years. So in 1995, when the Internet in Russia was just
beginning to develop, Lebedev organized his own business in a field where there
were no competitors. After creating a portfolio of fictional works, he sent it out
to potential clients looking for collaboration.

Another example that can be taken into account: in 2020, designer
Nikolay Ironov worked in a studio offering express design services (a logo
design project without the possibility of any changes by the client). The works
were colorful, a bit strange and much discussed. Later Artemy admitted that this
designer did not really exist, and all the work was done by a neural network.

3. Realization of one's own expertise, demonstration and
professionalism.

Lebedev is not afraid to criticise other people's designs and claim his
own expertise. From 2006 to 2019, Lebedev's website had a section called
«Business Lunch» where any user could send their design and get feedback from
Artemy and his team. This feedback, however, was not always positive.

The websites created by the Russian designer's company also cost a lot
of money. But for the money, a client is guaranteed an excellent result. In 2023,
for example, the company's turnover was 110 million rubles [6]. And according
to the Tagline group of experts, the company ranks first in the list of Runet’s
TOP-100 leading web studios [7].

4. Pushing the boundaries.

Artemy Lebedev has always liked to shock and surprise. In many of his
interviews he often says things that remain in the rumor mill for a long time and
are actively discussed by the public. The same goes for his designs. Many
suspect that some of the works in Lebedev's company’s portfolio are deliberately
designed to cause a public outcry. These are mostly projects that affect a large
number of people at the same time - the identity of the urban environment, public
transport or settlements.

5. Promotion on various platforms.

According to Lebedev himself, he makes more money from blogging
than from design. His active media platforms include six popular social
networks and in each of them he shares different content in different formats.
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6. Use negativity to your advantage.

Many of the projects that Artemy Lebedev and his team work on often
excite the public and most often not in a positive way. In one of his interviews,
Lebedev once said: «Because, for example, a design that is not discussed is a
problem. It means that no one is interested in that work. It is a failure [...] In
order for the work to be discussed, it is necessary for the result to affect as many
people as possible, to arouse emotions, feelings, so that people have an attitude
towards what they see».

In 2017, Lebedev's company developed a logo for a Belarusian burger
shop in a very express format. The result, which was published on the website,
caused dissatisfaction not only among the public, but also among the customer
himself. Now the burger shop no longer exists, but many people remembered
the logo online.

3. Results and Discussion

As a result, we manage to summarise what Artemy Lebedev's personal
brand consists of: memorable and unconventional appearance, progressiveness,
understanding of his own expertise, out-of-the-box thinking, use of different
platforms for promotion, and ability to work with negativity.

Artemy Lebedev is just one possible example of a successful personal
brand. Yes, he chose a non-traditional way of its formation and development: he
promoted himself to the masses at the expense of discussion, negativity and
resonance. But, this is still a way to develop your personal brand.

4. Conclusions

In this article we have clarified out the concept of personal brand and
the ways in which it can be created. It is now becoming increasingly relevant in
a competitive market where it is necessary to stand out. In addition, it has a direct
impact on your company's image and reputation because a certain person, as the
face and representative of their company, can easily transfer the image and
reputation to it through trust and attitude towards one, i.e. the recognisability.
This can either make a person's business more successful or damage its image
in the eyes of the desired target audience.
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The world of marketing is constantly changing. New tools and
approaches to communicating with the target audience are emerging, and
strategies are being improved. In a market economy, it is important for
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companies to stand out from competitors, especially when information prevails
among other factors of production. Due to this fact, consumers are faced with a
large amount of information on various subjects, values and other factors on a
daily basis. They have to "filter" all this amount of information in order to
distribute it into "meaningful, necessary" and "useless". In order to attract the
attention, trust of the consumer and help them make a choice in favor of the
company's product, it is necessary to find a way of communication that would
allow them to provide new impressions to the target audience, acquaint them
with the advantages of the product and raise awareness about the company and
its products. Today, marketing communications specialists have the opportunity
to post information on various channels to achieve their goals and objectives,
which opens up new ways for them to promote information, interact with
customers, study their needs and establish feedback. One of these methods was
a strategic approach called "content marketing".

It is worth identifying what goals content marketing helps to achieve:
increasing brand awareness, attracting customers, increasing the number of
potential consumers, increasing consumer loyalty, website traffic, engagement,
intellectual leadership, sales and management of potential consumers.
According to a study of B2B companies' content conducted by the Content
Marketing Institute and the MarketingProfs website, the approach is most often
used to increase brand awareness (61%) and attract customers (60%) [1, p. 33].
Secondly, there are principles according to which it is necessary to create
content within the framework of the chosen strategy. Any information should be
a response to the consumer's emerging needs for additional information and
beliefs.

Based on the principles, channels for the distribution and placement of
content related to the company's or brand's activities are determined: own
website, blog or social media, partner sites, and an electronic mailbox. But the
greatest effect can be achieved with the synergy of several communication
channels, which, subsequently, will help to increase traffic on the channels, as
well as the conversion of a third-party audience into regular consumers.
Depending on the communication channel, the format and type of content is
determined by the content itself. Experts distinguish text, graphic, audio content,
video content and user content. In terms of type of content we can name —
entertaining, educational, selling and informational [2]. Content can be diverse,
combining elements of several different types, but the choice of the optimal
format will depend on many factors, such as the purpose of communication, the
target audience, their preferences and needs, the hosting platform, and so on.

The authors of the article have examined how content marketing can be
used in the promotion of educational services using the example of the channels
of the program "Advertising and public relations" of the Institute of world
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economy and business of RUDN University in the social networks Telegram
and Dzen.

Firstly, there is a need to look at the features of the platforms. Telegram
was founded by Pavel Durov 11 years ago as a messenger for confidential
communication. According to Mediascope, in January 2024, the number of
Telegram users in Russia reached 83.72 million people per month, which is 9
million more than a year earlier [3]. According to a Tgstat study for 2023,
Telegram users are represented in all age categories, including schoolchildren,
and the share of users over the age of 35 has increased from 40% to 45%. Thus,
Telegram has long ceased to be a messenger only for a certain category of users,
which means that it is a product of mass demand. Statistics show that the
messenger's audience has almost equaled the audience of VK, Russia's largest
social network. According to Tgstat, the most popular Telegram channels are
news channels (85%) and entertainment content (62%), with educational
channels in third place (58%) [4].

Dzen is a Russian content creation platform founded in 2015 by
Yandex. At first, it was an information platform with publications from publicly
available sources, where artificial intelligence algorithms formed personal
recommendations based on search history and visited sites. A little later, Yandex
launched a platform with a similar name, where content was generated by users
(companies and individuals) based on UGC principles. Today Dzen belongs to
VK and is a platform not only for viewing, but also for creating your own
articles, posts and videos. According to Mediascope, in 2023 Dzen’s audience
was 81 million people per month, which is 15.9% more than in 2022. The main
share of the audience is 55+ users, 25-34 in second place, and 45-54 in third [5].

Based on pre-existing ideas about the Telegram messenger as a youth
platform, the authors believed that the main target audience would be teenagers
aged 16-17 years planning to enter a university. However, as a result of a study
of the Telegram audience from Tgstat and its own statistics on the channel, it
turned out that in addition to applicants, the published materials are viewed,
among others, by an older audience — the parents of applicants, therefore, a
"friendly" tone was chosen as the Tone of Voice for the Telegram applicant
channel, i.e. communication on an equal level, but with respect.

Based on the statistics presented above about the Dzen platform, the
target audience for the promotion of the channel was chosen by the parents of
applicants aged 40 to 60 years, since this age group is the main share of users.
Therefore, the "authoritative" and "friendly" tones were chosen as the Tone of
Voice for the channel. On the one hand, the authors of the article sought to show
the expertise of the teachers of the department and declare the program as a
leader in training students in the field of Advertising and public relations, and
on the other hand, to create a sense of a sociable organization that is always
ready to help and answer all questions.
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One of the most popular formats of published content on the channel
of the program in Telegram remains text. Nevertheless, the combined approach
allows to achieve the greatest audience engagement. Text posts with useful and
important information about admission and training in the program are
complemented by visual accompaniment in the form of a thematic image or
infographics. Although the text format is welcomed in Telegram, publications
that reach the volume of long reads should be avoided, since this reduces the
likelihood of retaining the attention of the audience. Most people use
smartphones to get up-to-date information, so the more compact the texts are,
the more likely it is that the post will be read to the end. If an organization has a
blog on another platform designed for publishing expert articles, then one can
give a short description of the content of the text, and then attach a link for
detailed study. If the publication contains video material, it is also necessary to
accompany it with a short description, because not every user will be able to get
acquainted with it at a given time.

The content of the Dzen channel consisted of informational (updates
about the admissions committee, the training program, interviews with students
and teachers) and entertainment content (short humorous videos). Special
emphasis was placed on the placement of video materials. They took up 2/3 of
the entire content. The rest was reserved for posts with visual accompaniment.
This content strategy was chosen based on the specifics of promotion on the
Dzen platform, according to which articles and videos are the most favorable
content formats for free and organic promotion, since their headlines are well
indexed in the Yandex search engine. Thus, by using keywords such as
“applicant”, “advertising and public relations”, “bachelor's degree”, “master's
degree”, the authors managed to attract the attention of the target audience, gain
views and impressions on video publications.

Summing up the above, the authors of the article are convinced that the
use of content marketing tools in conditions of a limited budget is suitable for
the effective promotion of the educational program "Advertising and public
relations" of the Institute of world economy and business of RUDN university.
Thanks to the study of the features of the sites, target audiences and current
trends, the authors of the article managed to successfully complete the task of
attracting applicants during the admission campaign of 2023, and increase the
number of subscribers and the level of publicity.

The authors also have concluded that maintaining accounts of the
department at different sites provides an opportunity to communicate with two
segments of the target audience - applicants and their parents, which allows
reaching the largest number of people interested in studying at the program
"Advertising and public relations".
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Abstract: This article investigates how environmental organizations
are portrayed in the media. The study uses Medialogy, a media monitoring
service, to analyze the tone of mentions of three environmental organizations in
social media posts from October 27, 2023 to November 27, 2023. The findings
of the study show that the World Wildlife Fund (WWF) had the highest share of
messages with a positive tone (13%). Greenpeace and the All-Russian Society
for Nature Protection (VOOP) had a lower proportion of positive mentions.

Keywords: Medialogy, monitoring of references, nature protection
organizations, Medialndex.

1. Introduction

Understanding how environmental organizations are portrayed in the
media is important because it can influence public perception of these
organizations and their work. Positive media coverage can help to raise
awareness of environmental issues and generate support for environmental
organizations. Negative media coverage, on the other hand, can damage the
reputation of environmental organizations [2].

This study contributes to our understanding of how environmental
organizations are portrayed in the media by providing a quantitative analysis of
the tone of mentions of these organizations in social media. The findings of the
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study can be used by environmental organizations to develop strategies for
improving their media relations [3].

2. Methodology and Data
The main methods of research are: collective and quantitative analysis
of the mentions of three environmental organizations in social media.

3. Results and Discussion

Three most popular nature protection organizations were selected as
objects of monitoring of references in mass media: WWF, Greenpeace and
VOOP. The system of social networks and media analytics - Medialogy [1] was
used for the analysis.

Mentions of the organizations were analyzed for the period 27.10.2023
- 27.11.2023, during which quite a lot of messages were published, respectively,
hence this period is optimal for comparative analysis.

The total Medialndex is 1747.1. The share of posts with VOOP in the
lead is 24%. Coverage (from public sources) - 42233992. The share of mentions
with a positive tone is 13%, a neutral tone - 86%, and with a negative tone - 1%.

Greenpeace was mentioned in 346 posts during the selected period. The
total Media Index is 485. The share of messages with Greenpeace in the main
role is 19%. Coverage (from public sources) - 41407957.The share of mentions
with a positive tone is 3%, with a neutral tone - 87%, with a negative tone - 10%.

VOOP is mentioned in 818 messages during the selected period. The
total Medialndex is 3025.The share of messages with VOOP in the main role is
24%. Coverage (from public sources) - 42854232. The share of mentions with a
positive tone is 13%, with a neutral tone - 87%, with a negative tone - 0%.

Thus, the highest Media Index was also for messages mentioning
VOOP, the largest coverage was received by messages about VOOP, the largest
share of references with a positive tone was for VOOP and WWF equally, with
a negative tone - for Greenpeace. However, in terms of the number of messages
with a positive tone, VOOP is the leader (Fig. 1).
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Fig. 1. Message tonality
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According to Medialogy data, the range of references to organizations
in the media is very large, but the highest in terms of references was VOOP (Fig.
2). This may be due to the fact that WWF and Greenpeace are recognized as
undesirable organizations on the territory of the Russian Federation, so the
number of media reports about them is much smaller.

Fig. 2. Dynamics of references

Source: Medialogy data

The dynamics of the Medialndex of organizations has significant
fluctuations, the highest values are typical for references to VOOP, and the
lowest - for Greenpeace (Fig. 3).
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Fig. 3. Medialndex dynamics

400
300
200
100

-100
-200
-300
-400

27.10.23
29.10.23
31.10.23
02.11.23

12.11.23
14.11.23

16.11.23
18.11.23
22.11.23
24.11.23
26.11.23

04.11.23
06.11.23

c— WWEF e Greenpeace = VOOP

Source: Medialogy data

Analyzing the levels of media in which organizations were mentioned,
it was found that VOOP was predominantly mentioned in regional media (72%),
Greenpeace - in federal media (44%), but also frequently appeared in foreign
media (38%), and WWF was most mentioned in federal (38%) and foreign
media (33%) (Figure 4).

Fig. 4. Media by level
VOOP
N e—
0% 20% 40% 60% 80%
m foreign m regional m federal

Source: Medialogy data

In terms of media categories, all organizations were mostly published
on the Internet (89% and more).
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4. Conclusions

Thus, among the analyzed organizations in terms of media mentions,
the leading position is taken by VOOP, as the greatest number of messages for
the period with its mentioning, the total Media Index is higher, and there are a
lot of messages with a positive tone. WWF has fewer mentions, but the share of
messages with a positive tone is equal to that of VOOP. Greenpeace has the
lowest indicators, as the organization is not mentioned much in the media, the
total Medialndex of references is the lowest, and the share of references with a
negative tone is the highest compared to WWF and VOOP.

It can be concluded that VOOP is by far the most popular
environmental organization and takes the leading position by most indicators of
media representation.
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In modern society, there is an increase in the number of scientific
discoveries that contribute to the constant development of various aspects of
human life. Each succeeding day opens up new prospects towards achieving
fully perfected technologies. Industrial companies are adopting mechanized
systems using the latest technological advancements. Business, education,
information, communications, computer technology, medicine, construction and
chemistry are all experiencing rapid development. It should be noted that
humans remain a source of innovative ideas, directly involved in the
improvement processes. Currently, we are facing the transition to the era of
robotisation, where robots play a key role in solving tasks and are gradually
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replacing humans in various spheres of life. Artificial intelligence is one aspect
of such technologies, and we are approaching a time when it will fulfill functions
previously reserved exclusively for humans. With each passing day, it is
becoming more and more accessible to the common man. After all, even a small
addition of the intelligence factor to an existing process can increase its
efficiency many times over.

For a better understanding, let us refer to the literature. The IBM
Terminology Dictionary gives the following definition: "Artificial Intelligence"
- the ability of a device to perform functions inherent in human intelligence,
such as reasoning, learning, self-improvement.

In summary, we understand that Artificial Intelligence (Al) is a field of
computer science aimed at developing systems and programmes capable of
performing tasks that require human intelligence. It involves various methods
and technologies such as machine learning, natural language processing,
computer vision and expert systems, with the aim of creating programs and
devices capable of analysing data, making decisions, learning from experience
and interacting with the environment with autonomy.

Artificial intelligence has found wide application in various fields and
continues to be actively modernised and integrated. Especially in recent years,
there has been a significant spread of its use in the field of advertising and PR.

It can be used for the following purposes:

Text generation

Image generation

Recording audio tracks

Automated communication with the target audience
Creating relevant offers

6. Optimisation of PPC advertising and targeting

Text generation.

Artificial neural networks are effective tools for generating a variety of
texts covering a wide range of content formats, including news headlines,
marketing announcements and even scientific dissertations. At first glance,
content created using artificial intelligence may be perceived as identical,
comparable to that created by humans. However, a closer analysis may reveal
flaws such as unclear wording, unnatural expressions or even factual errors.
When using artificially generated text without editing, it is recommended to
limit yourself to tasks that do not require a high degree of creativity or
specialised knowledge. In more complex scenarios, texts generated by artificial
intelligence should be considered as a basis for further editing and revision by
human editors or experts in the relevant field.

MY
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Image creation.

With the development of neural networks and training them to process
images, they have gained considerable knowledge and skills in this area.
Artificial intelligence is able to easily create images based on text description,
produce photorealistic renderings in various stylistic directions, as well as make
changes to existing photos by removing or adding objects, increasing resolution
and restoring old images. The list of possibilities of artificial intelligence in this
field is almost unlimited. This represents an efficient way to create copyright-
free content, including illustrations for websites, social media, simple
advertising banners, backgrounds, textures, as well as logos and corporate
identities.

Audio Track Recording.

Artificial intelligence is demonstrating advances in the field of audio
recording, providing the ability to create cover versions of songs from famous
musicians to tracks not previously performed by them, as well as producing
audiobooks with realistic voiceovers and retouching the voices of famous
personalities. Voice assistants such as Alice, Marusya and Siri are also a product
of artificial intelligence creativity. In the field of marketing, this trend can be
applied, for example, to voice-over videos, inclusion in advertising campaigns
as characters, creation of virtual voice assistants on websites and mobile
applications, and automation of answers when calling a hotline before
transferring the conversation to a real operator.

Automated communication with the target audience.

Artificial intelligence is widely used in chatbots and virtual assistants
that are used in online shops, applications, and other areas. Neural networks are
capable of handling thousands of requests simultancously without noticeable
delays in responses, queues or long waits. Many well-known brands and
organisations, such as banks (e.g. Sberbank, VTB, Tinkoff), Russian Post,
mobile operators (Megafon and Beeline) and some government agencies, have
long implemented chatbots to increase the speed of query processing, improve
customer satisfaction and automate responses to most queries without the need
for human staff. It is important to note that despite the significant benefits
provided by bots and virtual assistants, they are not a complete replacement for
operators and require human intervention in some cases.

Creating relevant offers.

Neural networks exhibit the ability to analyse visitors' behaviour on
websites and, based on their previous actions, predict their potential interests.
This approach makes it possible to anticipate customers' needs and offer them
relevant products or services when they are ready to make a purchase.

This methodology significantly increases conversion rates, as visitors
do not need to browse the entire range of products or services on their own, but
are offered only a suitable option advised by artificial intelligence. In addition,
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this approach promotes certain positions, increases the average check, keeps
visitors on the site by providing interesting information at the moment when
they are ready to leave the page.

An example of successful use of such technology is Yandex.Music. As
part of this service, neural networks analyse user preferences and automatically
select recommendations based on saved and liked tracks. Dislikes are also taken
into account to avoid displaying the same type of songs in recommendations.

Optimisation of PPC advertising and targeting.

Automatic targeting, which is another marketer's tool, is based on the
application of artificial intelligence. In this area, a neural network acts as an
analyst, determining the optimal adverts to display at a particular point in time.
The user perceives the advertisement while the artificial intelligence analyses
their behaviour, membership of the target audience and even their mood, for
example, based on reactions to content with different emotional connotations.
Based on the collected data, artificial intelligence selects and shows the user the
information that may be most interesting and relevant to them.

It should also be noted that artificial intelligence performs the functions
of analytics, which allows people to track the effectiveness of advertising
campaigns. Neural network determines which advertisements attract more clicks
or targeted actions, as well as analyses the factors affecting the frequency of
attracting leads, and makes adjustments to the advertising strategy in real time,
without human intervention. For example, artificial intelligence can take into
account that certain creatives are more effective at night and automatically
adjust their display at that time. It can also automatically disable those ads that
do not bring targeted actions in order to optimize the advertising budget.

However, we must keep in mind that fully relying on artificial
intelligence to manage ad campaigns is not always justified. Instead, the
software can be configured to provide notifications or recommendations to help
the targeting agent make the right decisions based on the data collected.

Almost every new technology is being studied and analysed.

The findings from analysing the application of artificial intelligence in
advertising show its significant potential to improve the effectiveness of
advertising campaigns and increase key business metrics. Advertisers benefit
from saving time on content creation by predicting target audience behaviour
with the help of artificial intelligence. Future developments in artificial
intelligence are expected to expand its functionality and capabilities in
advertising and PR.
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Abstract: Objective: To study the mechanisms and consequences of
collaborations between bloggers and opinion leaders.

Tasks:

1. To study the history of the emergence of the term “blogger”.

2. To analyze the experience of bloggers' collaborations with public
opinion leaders.

3. To consider the main motives and reasons that encourage bloggers
and opinion leaders to cooperate.

4. To offer a novice blogger a plan for interacting with public opinion
leaders.

Key words: collaborations, efficiency, communication, bloggers,
advertising.

1. Introduction

Nowadays, social networks and platforms for creating and publishing
content play a significant role in shaping public opinion. Bloggers have become
one of the most influential categories of users on the Internet, whose
publications have a huge impact on the audience. Often, when choosing a new
thing for themselves, people do not go to acquaintances, friends or relatives,
they open a video of a blogger to find out his view on clothes, equipment or a
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program. At the same time, there are also people considered as leaders of public
opinion who, thanks to their achievements and public reputation, have a
significant influence on the masses. Bloggers' collaborations with opinion
leaders are an integral part of modern media communications, which deserves
special attention.

The first classic blog appeared in 1994 and served as the beginning for
many Internet trends. Since 1996, blogging has become a widespread format of
online activity. Initially, such online diaries were called «online diaries». The
term “blog” comes from the abbreviation “web log” or “weblog” - which means
“network log”. The first blogger to start keeping an online diary was John Berger
in 1995 [1].

According to Google Trends, from 2006 to 2010, the number of
mentions of blogs as a topic was higher than at present. The reactions of bloggers
to the departure of blogging from fashion are diverse: someone shifted to the
background or continued to write for a shrinking audience on LiveJournal,
someone began to write columns for online publications and other media
projects, and someone began to actively develop their presence on social
networks. Since the early 2010s, video blogs and podcasts have taken over the
baton from classic text blogs, and to this day they are successfully developing
and gaining popularity. Interestingly, while the number of searches for the word
“blog” continued to decline, the use of the word “blogger” began to grow rapidly
from the mid-2010s. This is due to the growing popularity of video blogs, where
their creators are increasingly being referred to simply as “bloggers”. The use of
the word “video blogger” peaked in the mid-2010s, but then began to decline,
while “blogger” turned out to be a more convenient and concise term [2].

2. Methodology and Data

To identify the necessary methods for the successful collaboration of
bloggers and opinion leaders, two examples were considered.

In 2019, the famous blogger PewDiePie recorded a joint video with
Elon Musk, who is known not only as an inventor and businessman, but also as
a public figure who follows trends. Each of them has a great influence on their
listeners. They discussed new funny videos and pictures, described their vision
of the situation or shared their personal experiences. This collaboration has
gained 28 million views. For Elon Musk, it was a profitable collaboration aimed
at popularizing his personality and his company Tesla, which was then gaining
popularity. PewDiePie, in turn, gained more views, got to know the richest man
on the planet and, thanks to an interesting format, attracted new subscribers who
follow the activities of Elon Musk [3].

However, the opinion leader may not only be an individual. The «STS»
TV channel invited Dmitry Maslennikov, who is one of the most popular
Russian bloggers, as the host of the «Super Ninja» show. Such cooperation
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attracted many new viewers to the «STS» channel, in the comments under the
releases on the YouTube channel they write that they started watching this show
because of Maslennikov, who is known for his ability to broadcast and capture
the attention of viewers [4].

3. Results and Discussion

The study showed that currently social networks and platforms for
creating and publishing content play a significant role in shaping public opinion.
Bloggers have become one of the most influential categories of users on the
Internet, whose publications have a huge impact on the audience. The
cooperation of bloggers with opinion leaders is an integral part of modern media
communications, which underlines the importance of this interaction.

A plan for the interaction of a novice blogger with public opinion
leaders was revealed:

1. Research: Conduct an analysis of opinion leaders in a niche.
Determine which of them may be most relevant to a particular content and
audience.

2. Communication: Establish contact with selected opinion leaders via
social media, email, or other available communication channels.

3. Offer: Prepare a specific offer of cooperation, explaining how the
opinion leader will benefit from working with a person.

4. Collaboration: Develop a joint content or project that will be
interesting to one’s audience and help promote both sides.

5. Distribution: Actively distribute the created content through people’s
own and partner channels to maximize audience coverage.

4. Conclusions

We have come to the conclusion that the cooperation of bloggers with
opinion leaders is of great importance for the formation of public opinion and
successful work in the field of content creation. It is useful for bloggers to
collaborate with well-known opinion leaders. This increases the authority and
trust of the blogger, and also allows each side to gain new followers.
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Abstract: This article examines the changes in the Russian computer
technology market as a result of sanctions imposed in 2022. It considers the
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example, which is a new Russian manufacturer of digital devices. Additionally,
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The imposition of sanctions on Russia in 2022 precipitated substantial
transformations in the computer equipment market, prompting the closure of
numerous global brand offices and stores. These developments engendered a
paradigm shift in consumer behavior, albeit characterized by a lingering
conservatism favoring familiar brands. Concurrently, amidst this altered market
milieu, consumers increasingly gravitated towards resellers, facilitated by state-
sanctioned parallel importation of licensed products from alternative countries
[1,2].

These shifts underscore the seismic impact of geopolitical events on
consumer preferences and market dynamics, necessitating a nuanced
understanding of evolving trends to navigate the contemporary business
landscape effectively.

According to research conducted in 2023, Russia has seen a surge in
demand for various electronics, such as TVs, laptops, smartphones, smart
devices, and more. Experts link this phenomenon to deferred purchases
accumulated during the 2022 crisis [2].

Data from "Yandex Market" shows significant growth in electronics
sales during the first ten months of 2023, particularly in the categories of smart
speakers, smartwatches, and headphones. Ozon and "M.Video-Eldorado" report
that sales of TVs, laptops, tablets, smartphones, and other devices have
multiplied, demonstrating the vibrancy of the Russian electronics market [2].

One of the significant changes is the growing interest of buyers in
laptops with larger screens and a preference for models with Intel Core and
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AMD Ryzen processors. Additionally, the market share of Chinese laptop
brands has increased to 40% compared to previous periods [2].

These trends reflect changes not only in consumer preferences but also
in new opportunities for domestic manufacturers, who can leverage the situation
to strengthen their market positions [3].

Russia is also seeing the rise of domestic tech companies, among which
the brand F+ stands out. F+ is a new Russian manufacturer of digital devices
focused on providing consumers with quality and affordable products for
modern society. The brand develops a wide range of smart electronics for home
and business, including laptops, mobile devices, headphones, and phones. F+
operates on the principles of convenience, reliability, and technological
advancement, emphasizing collaboration and quality assurance. The brand
strives for continuous improvement of its products and the implementation of
cutting-edge technologies to create a future where innovations are accessible
and useful for everyone [3, 4]. The brand's laptops are noteworthy. Positioned
as an alternative to popular models from other global manufacturers like
Lenovo, Asus, Acer, and Honor, F+ laptops offer similar components but are
not affected by sanctions.

The research methodology utilized in this study involved the use of the
DataFriend Web program, which is an analytical system designed for analyzing
syndicated studies, ad-hoc research, and tracking projects. This program was
employed to extract data concerning individuals interested in purchasing laptops
recently. A sample of 1000 individuals was obtained for the study.

The primary objective of the research was to delve into the intricate
dynamics of consumer behavior concerning laptop purchases, encompassing an
in-depth exploration of the determinants shaping their decisions and the
reliability they place on various sources of information. This endeavor assumed
particular significance within the context of the swiftly transforming landscape
of computer technology markets, where the efficacy of brand promotion
emerges as a pivotal determinant of success. Our investigative approach entailed
a comprehensive analysis of consumer behavior, preferences, and practices,
intricately intertwined with an examination of their information acquisition
patterns and the experiential dimensions associated with their purchasing
endeavors. The ultimate aim of such scholarly inquiry was to formulate a
targeted promotion strategy tailored to the distinctive needs and market
dynamics pertinent to Russian technology brands, prominently featuring entities
such as F+. [4, 5].

Questions posed to the respondents:

1. When did you acquire/receive the laptop you currently own?

2. Please read statements about laptop purchases. Indicate which of
these statements best describes your most recent experience before purchasing
a laptop.
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3. Describe how you decided to purchase a laptop the last time. Did
you...

4. What sources of information could influence your choice of laptop?

5. How much do you generally trust the following sources of
information when searching for and selecting a laptop? Please rate on a five-
point scale, where 1 - do not trust at all, 5 - trust completely. In a rapidly evolving
computer technology market, effective brand promotion is a key success factor.

The average lifespan of a laptop is about 3.3 years, although for
respondents in Moscow, this figure drops to 2.6 years. The primary channel for
seeking information about laptops is the internet, but many consumers then
prefer to purchase equipment in offline stores. Notably, many young consumers,
particularly those aged 18 to 24, are drawn in by advertising and choose laptops
online.

Consumers turn to various information sources when choosing a
laptop. These include advice from acquaintances (49%), personal testing
experience (47%), and user reviews on websites (45%). Recommendations from
sales consultants (28%) and blogger reviews (23%) also play a significant role.
Adpvertising from the brand itself influences only 11% of consumers.

Based on the analysis conducted, the following recommendations are
made for the effective promotion of the tech brands:

° Strengthening Online Presence: Given the significant
proportion of consumers preferring to search for laptop information online, it
is crucial to invest in digital marketing and internet advertising.

) Building Loyalty through Quality: As most consumers rely
on advice from acquaintances and personal testing experience, attention should
be paid to product quality and customer needs satisfaction.

) Partnering with Bloggers and Reviewers: Considering the
significant influence of blogger reviews on purchasing decisions, it is worth
exploring collaboration opportunities with popular tech vloggers.

° Enhancing Offline Experience: For consumers who prefer
purchasing in physical stores, it is important to ensure product information and
accessibility, along with a high level of service and consultation from store
staff.

The research underscores the profound impact of geopolitical events,
particularly the 2022 sanctions on Russia, on the computer equipment market.
These sanctions triggered a cascade of transformations, including the closure of
global brand offices and stores, catalyzing a paradigm shift in consumer
behavior. Despite the conservatism favoring familiar brands, consumers
increasingly turned to resellers, buoyed by state-sanctioned parallel importation
avenues.
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The surge in demand for electronics post-crisis, evidenced by increased
sales reported by industry players and platforms like "Yandex Market", attests
to the resilience and vibrancy of the Russian electronics market. Noteworthy is
the burgeoning interest in laptops with larger screens and processors, along with
the ascendance of Chinese laptop brands. These shifts present both challenges
and opportunities for domestic manufacturers, exemplified by emerging players
like F+.

F+ epitomizes a burgeoning breed of Russian tech companies striving
to offer quality, affordable products while emphasizing convenience, reliability,
and technological advancement. Notably, F+ laptops, positioned as alternatives
to globally renowned brands, are unaffected by sanctions, presenting a
compelling value proposition.

The research methodology employed, utilizing the DataFriend Web
program, facilitated a granular understanding of consumer behavior concerning
laptop purchases. Insights gleaned from the analysis underscore the critical role
of brand promotion in navigating the rapidly evolving computer technology
market.

In conclusion, the findings underscore the imperative of adapting to
evolving consumer preferences and market dynamics. Recommendations for
effective brand promotion, encompassing strategies to bolster online presence,
build loyalty through quality, and enhance offline customer experiences, offer
actionable insights to stakeholders seeking to thrive in this dynamic landscape.
Thus, informed by a nuanced understanding of consumer behavior and
preferences, stakeholders can chart a course towards sustained growth and
competitiveness in the computer equipment market.
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Abstract: The evolution of technology and globalization has
transformed human societies, institutions, and industries, leading to significant
changes in various aspects of life including communication, economy and
culture.

Advancements in communication and public relations platforms have
created opportunities and challenges for professionals in the field. To succeed,
these professionals must embrace all of these changes. In addition, the public
relations industry in the modern world, especially in recent years, has become
increasingly reliant on artificial intelligence in various aspects. For instance,
analyzing data to offer valuable insights into consumer behavior, creating
content, and predicting social media trends. However, there are challenges as
well. The rise of using AI-generated content and deepfake technology poses risks
to the integrity of information and brand reputation. Additionally, it raises
concerns about data privacy. Therefore, this study aims to discuss the
challenges of utilizing Al platforms in public relations that aims to explore
potential solutions to reduce these challenges and ensure ethical
implementation of Al in PR activities.

Key words: Artificial intelligence, challenges, public relation

Introduction:

Human societies are witnessing tremendous development and
transformation in various aspects of life due to the evolution of technology and
the increasing use of Al in activities, from using autocomplete in search engines
like Yandex to watching suggested videos on YouTube. This advancement has

237



taken everything to the next level. Therefore, it is not surprising that Al
generative will inevitably change the way PR works.

Artificial Intelligence (Al), a term coined by emeritus Stanford
Professor John McCarthy in 1955, was defined by him as "the science and
engineering of making intelligent machines". Much research has shown humans
program machines to behave in a clever way, like playing chess, but, today, we
emphasize machines [1]. In the field of communication, Al's ability to process
human language has allowed companies to understand individual behaviors,
preferences, beliefs, and interests to deliver more efficient campaign strategies
[2].

The fusion of Al and PR is not just a trend; it is a revolution in the
landscape [3]. According to a survey conducted by IPR. "The percentage of PR
professionals who reported using generative Al increased from 28% in March
2023 to 64% in November 2023". This has led to the emergence of new
communication tools and platforms such as virtual assistants. The utilization of
artificial intelligence platforms in public relations has opened a new era in the
formulation and implementation of PR strategies. One of these platforms is
Jasper, which is a 'robotic writer' capable of producing written content up to 10
times faster than the average human. The technology underpinning Jasper
ensures that the outputs are free of plagiarism and do not showcase any inherent
biases. Besides this platform, there is PressPal.ai. Designed to enhance PR team
efficiency and save time, PressPal.ai quickly generates a press release based on
a brief description and provides a list of journalists to target according to the
press release content. This can enhance pitch targeting and increase the
likelihood of gaining more press coverage.

Furthermore, we have another Al platform, called BuzzSumo that is a
content research tool that aids writers, marketers, and SEO professionals in
creating engaging content that drives traffic and social engagement. It also helps
public relations (PR) professionals understand what content resonates with their
audience by analyzing trending topics and identifying the most shared content
across various social networks.

Fast forward, the main question is not about what Al is or its types.
However, there are challenges associated with using Al platforms in the field of
public relations.

The use of Al in public relations raises ethical considerations around
privacy, data protection, and bias. PR professionals need to ensure that their use
of Al is ethical and responsible. This means they must be transparent about their
use of Al-powered tools and technologies. Al-powered communication and
engagement tools can lack the human touch and emotional intelligence that are
essential in building strong relationships with stakeholders. Al-powered tools
and technologies can require a significant investment of time and resources to
learn and implement effectively. Overreliance on Al-powered tools and
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technologies also leads to a lack of creativity and innovation in public relations
strategies and campaigns [4]. In a study conducted by Harvard University in
collaboration with Boston Consulting Group and Harvard, it was found that
when people rely excessively on generative artificial intelligence, group
variation in ideas decreases by 40%. 5 Specifically, this means that new ideas
do not emerge, and it means that real innovation is stifled [5]. Also, Al cannot
replace our authenticity. The shifts in the job market resulting from these
developments could expose the equivalent of 300 million full-time jobs to
automation, according to a survey conducted by Goldman Sachs in 2023.

In the modern world, artificial intelligence has significantly impacted
the field of public relations. Even though it offers significant advantages to the
field, such as automation and data analysis, it also presents challenges to its
professionals. The potential solutions we suggest for those challenges we
mentioned earlier are: Skills Training: The PR professionals must embrace the
changes and learn how to use Al. PR professionals must adapt and embrace the
changes brought about by Al in order to effectively navigate the evolving
landscape and leverage its potential for enhancing communication strategies [6].
Besides that, Guidance from experts should be provided to prevent
misunderstandings among professionals and encourage them to explore new
ideas. For instance, guidance on preventing data leaks or sharing proprietary
information is crucial in the era of Al. Therefore knowledge and awareness are
essential to effectively address the issues of data privacy.

Ethical Framework, implementing a law to restrict the usage of Al in
the PR industry to prevent any kind of data privacy crisis and ensure the
protection of the audience. Al has the potential to influence public opinion and
behavior through misinformation. By implementing the law, we ensure
transparency and accountability.

Regular Evaluation. Regular evaluation by experts of Al performance
and its impact in the public relations (PR) industry is crucial to ensure that the
Al platforms being utilized remain effective, ethical, and in line with industry
standards and client objectives, considering the evolution of Al technology. The
integration of Al in the PR field presents both opportunities and challenges. By
adopting a balanced and ethical approach and continuously adapting Al
platforms to evolving ethical and cultural considerations, public relations
professionals can leverage the benefits of Al while preserving authentic
connections with their audiences. These connections are irreplaceable and are at
the core of public relations, in addition to upholding ethical standards.

Conclusion:

Artificial intelligence is an essential component of technological
advancement and has demonstrated its value in enhancing the efficiency and
effectiveness of public relations management processes. However, it encounters
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significant challenges in terms of human understanding and communication.
This is primarily due to its inability to comprehend emotions and empathy like
humans do, which hinders its capacity to establish trust and human connections.
Overdependence on artificial intelligence may result in cultural discrepancies
between companies and customers due to a lack of comprehensive
understanding of cultural and social aspects. Accordingly, companies and
institutions must be cautious and flexible in utilizing smart technology. They
should strive to strike a balance between machines and humans to ensure the
achievement of goals in the field of public relation.

REFERENCES

1. Christopher. M. (2020). artificial intelligence definitions, Stanford
univiversity human centred artificial intelligence

2. Manuelita. M. (2020). Al in PR: The Conversation Has Just Begun
,institute for public relation https://instituteforpr.org/ai-in-pr-the-conversation-
has-just-begun/

3. Stephen Davies. (2024) . PR and Al How artificial intelligence will
impact  public  relations. viewed at https://thumos.uk/pr-and-
ai/#ai_tools_for pr revolutionising_the workflow

4. EPR Staff. (2023). The Impact of Artificial Intelligence on Public
Relations: Opportunities and Challenges. everything in pr news Viwed at
https://everything-pr.com/the-impact-of-artificial-intelligence-on-public-
relations-opportunities-and-challenges/

5. Jessica Apotheker. ( 2023) what will happen to marketing in the
age ai. viewed at https://youtu.be/3MwMII8n1qM?si=1q6katPrSTDmCEDF

6. Tang Mui Joo. Chan Eang Teng . Use of Social Media in PR: A
Change of Trend. International journal of humanities and social sciences .
Vol:10, No:4, 2016. https:/publications.waset.org/10004354/use-of-social-
media-in-pr-a-change-of-trend

240



MECHANISMS OF FORMATION OF THE IMAGE OF SOCHI
IN THE HISTORICAL CONTEXT

Daria Stupak,
Student, RUDN-University (Moscow, Russia)
1132221299@pfur.ru

Abstract: This article reveals the concepts of image and branding. A brief
history of Sochi is given. The main ways of creating an image of the region on
the example of Sochi, which can be applied to other territories, are considered.
In addition, the most popular opinions of various authors on the creation of the
image of the Sochi region are presented. Successful and interesting examples of
the promotion of this territory are given. Using the example of Sochi, we
analyzed how to create a positive image for various territories.
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The negative image of Russia, which arose due to its isolation by the
world community, had a significant impact on the economic, political and social
life of the state. It is impossible not to note the role of the information war that
is being waged against Russia in some Western countries. As a result, Russia
needs to take various measures to counter the policies of the West, as well as
use the current situation to its advantage.

As in the case of the image of the state, the image of the territory has a
significant impact on the standard of living and well-being of citizens. The
image of a territory (or territorial image) is an image of a territory in the eyes of
the outside world and the population living on it, taking shape in the minds of
people [1].

One of the most striking and successful examples is the city of Sochi
and its surroundings. Today Sochi has a very multifaceted image. But it was not
always like that. The fact is that for a very long time this place was considered
a malarial region. - In this gorge, the fever is raging to such an extent that one
and a half people die from the garrison per year, and the rest fall ill with fatal
obstruction or dropsy. In short, Gagra is a death sentence."[2]. This is how the
Decembrist A.A. Bestuzhev-Marlinskiy describes one of the most famous cities
of Abkhazia among tourists. This description corresponds to the Black Sea lands
of that time. The famous Sochi doctor K.A. Gordon wrote: "... malaria diseases
in the late XIX - early XX centuries in Sochi and its surroundings, as well as
later, were widespread. In Sochi itself, all residents of Prirechenskaya Street
were ill with malaria, and in some villages located in floodplains, for example,
in Moldova, a healthy person was the rarest exception."[3].
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It is necessary to note the contribution of the Russian and Soviet
bacteriologist-malariologist Sergei Yuryevich Sokolov, whose name is
associated with the complete elimination of malaria in Sochi. The doctor has
developed a set of measures for the complete eradication of malaria, which
helped to reduce the incidence. And 1956 went down in the history of the city
as the first year when no cases of malaria infection were registered.

Initially, this city was not well-maintained at all and did not look like
a resort. Previously, there was one marina in the city, where the only boat
carrying tourists entered. Medicine in the city at the beginning of the 20th
century also left much to be desired. There was a hospital with 23 beds. To all
of the above, it should be added that the city was considered quite criminal. All
this formed the appropriate image of Sochi.

Then the Soviet physiotherapist V.F. Podgursky regularly performed in
different cities, and talked about the region as a balneological resort. Special
attention, of course, was paid to Matsesta with its hydrogen sulphide waters. So
Sochi got the image of a medical centre that was regularly visited by members
of the USSR government. Today Sochi is considered a famous mountain climate
resort. Although this fact overshadows the therapeutic potential of the region,
many tourists come to various sanatoriums, visit the mineral waters of Matsesta
and therapeutic mud.

When Sochi was chosen to host the XXII Winter Olympic Games, the
main task was not only to build appropriate facilities, but also to improve the
perception of Russia by the world community. When Moscow lost the 2012
Olympic campaign, many experts said that it was the negative image of the state
that was the key reason for the defeat. Given the starting situation, it might seem
that Sochi had no chance to beat the competition. It was important to create the
necessary level of infrastructure for the Olympics without worsening the
environmental situation in the region, as well as stable information flows that
there is a city in Russia that will be ready to receive guests in accordance with
all European standards. The first international image campaign began in
September 2006, and it was entrusted to the chief public relations agent, Weber
Shadwick. An action was held where everyone could make suggestions about
the symbol of the Olympics. The mammoth received the most support. There
are more reports in the domestic press about Sochi or the Krasnodar Territory.
And soon the English-language website of the city was created, which allowed
foreign citizens to follow what was happening in the region.

Sochi is still associated with the Olympics and sports. The image
campaign has destroyed most of the stercotypes associated with Russia in the
eyes of the world community, and also improved the perception of the country
by Russians.

However, today there are a number of Sochi-specific problems. After
analyzing the articles of Doctor of Economics, Professor ITiG Dzhandzhugazov
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E.A. [4], Sochi resident Alexandra Domina [5], as well as an article by the
commonwealth of authors Dr. Kuvalin D.B., Doctor of Economics Vorobey
E.K. and others,[6] it can be concluded that the issues still remain, and it must
be resolved. For example, all the authors agree that there are many difficulties
associated with tourists, who at the same time are a source of income for the
region. We are talking about observing absolutely basic resort ethics. Obscene
language is constantly heard on the streets, and taxi drivers, sellers or minibus
drivers often turn to "you". To solve this problem, local authorities have to
regularly and en masse adopt various regulations prohibiting semi-naked
appearance in public places.

Many authors also point out the problems associated with the transport
complex. We are talking about both the congestion of roads connecting it with
the rest of Russia, as well as water transport and air travel.

There is also a problem related to energy and housing and communal
services. The price of heat in Sochi is noticeably higher than in many other cities
of the Krasnodar Territory, and the condition of pipes in some sections of the
urban linear sewerage is in poor condition.

In addition, Sochi residents are concerned about the housing problem.
This applies not only to the high prices for the apartments themselves in the city,
but also to the services of realtors. The construction of social real estate is
suffering. In fact, the situation with the construction of any facilities is
aggravated by the lack of space that would be suitable for the construction of
buildings. Some of the land plots are in limited use.

Residents also complain about the tasteless architecture of the city. All
buildings are built in different styles. There is no single design in the combs.
Flowerpots, which have been standing since the Olympics, can also be called a
rather unusual design solution for decorating the city. But a particular
misunderstanding was caused by signs with illiterate translations of various
names into English, which began to appear en masse before the Olympics.

High prices for entertainment and food are also very frustrating for
locals. They are comparable to those in Moscow, as the main focus is on tourists.
Another fact that strongly catches the eye of not only locals, but also tourists, is
not always an acceptable level of price-quality ratio in the service sector.

But despite some problems, the territory today has a resort and
entertainment image and attracts investments in infrastructure, tourism and
technology development. The authorities are aware of the problems of the resort
city and solve them, thereby improving the quality of life of the local population
and contributing to the further development of tourism. Today Sochi is a
dynamically developing city with many opportunities. For example, the
educational sphere is actively developing now (Sirius University, the Russian
International Olympic University, a branch of the RUDN), and international
events such as the Formula 1 stage, cultural and sports events were held until
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February 24. Therefore, the history of the formation of Sochi's image can be
considered as a success story.

In order to form such an attitude towards Sochi among residents of
Russia and many foreign countries, there are a number of ways that can be
applied to any other region:

1. Organization and holding of various cultural events, festivals,
exhibitions and concerts.

2. Create vivid and memorable advertising campaigns that will
emphasize the uniqueness and local flavor.

3. Investments in the improvement and development of urban
infrastructure, as well as various social campaigns will help improve the well-
being of city residents.

4. Respect for nature is a sign of the well-being and prosperity of the
region. It is also necessary to promote a clean and green city and participate in
various environmental projects.

5. The development of a sports or scientific direction will allow
attracting guests with specialized events and festivals.

6. Promoting the cultural heritage of the territory will also help attract
guests and create a positive image.

Each subject of our state has its own unique history, its own cultural
and climatic characteristics, but the combination of these strategies will help in
forming an attractive image of any territory.
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Abstract: This article explores the phenomenon of a return to the
aesthetics and symbolism of the 90s in contemporary marketing campaigns. It
examines why this period, characterized by significant political changes,
geopolitical shifts, and cultural transformations, continues to influence modern
trends and public opinion. Analyses of the popularity of TV series "Word of the
guy. Blood on the Asphalt” and “The King and the Jester” are conducted,
incorporating the symbolism and aesthetics of the examined era.
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1. Introduction

In the 1990s, the geopolitical landscape was reshaped by significant
political changes, including the dissolution of the Soviet Union and the Eastern
Bloc, leading to the emergence of new independent states and shifts in power.
Conlflicts in the Balkans, particularly Yugoslavia, triggered global reactions and
international intervention, while political tensions in the Middle East and Africa
also influenced international relations and public opinion.

In Russia, the 1990s marked a period of active advertising and
communications development, driven by market liberalization and new
technologies. The transition to a market economy spurred companies to compete
for consumer attention, increasing demand for advertising services across
television, radio, print media, and outdoor advertising.

Simultaneously, cultural movements flourished, impacting music,
fashion, art, and social values. Youth subcultures like hip-hop, grunge, and punk
emerged, emphasizing informal expression. Fashion trends featured bright
colors, denim, and leather, symbolizing freedom and individuality. In music and
art, a mix of alternative and commercial styles reflected diverse cultural
influences and social contradictions.

Television commercials of the 1990s became more dynamic and
creative, using vivid imagery and unconventional scripts to capture viewers'
attention. These advertisements often addressed social and economic themes,
reflecting the shift from socialism to a market economy, and played a role in
supporting political parties and shaping public opinion.
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2. Results and Discussion
In modern marketing, there's a clear resurgence of 1990s aesthetics in

advertising campaigns and branding. This trend is evident through the use of
bright colors, geometric patterns, analog effects, and pop culture symbols from
that era.

The “MTV Revival” campaign, launched in February 2023,
successfully utilized 1990s aesthetics to revive interest in the MTV channel. By
incorporating nostalgic elements from 90s pop culture, the campaign attracted a
broad audience, including both young viewers and older generations. According
to MTV, the campaign significantly increased channel subscribers in the key
demographic of 18 to 35-year-olds.

Similarly, the “Nike Air Max Day 2021” event capitalized on 90s
aesthetics. Nike used retro design and 90s pop culture images to create an
authentic atmosphere, boosting interest in the Air Max line, particularly among
young buyers interested in retro styles.

The popularity of the series “Word of a Guy. Blood on the Asphalt”
compared to “The King and the Jester” can be attributed to several factors.
“Word of a Guy” resonated with contemporary issues and themes, captured a
wider audience through effective marketing and promotional strategies, and
launched the social and educational project “Guys Change,” which facilitated
family communication and portrayed the series as socially conscious. According
to the Wanta Group, the marketing for “Word of a Guy” was more effective in
reaching the target audience, resulting in higher awareness and interest.

“The King and the Jester” also engaged in successful promotional
efforts, launching the “Punk Culture. The King and the Jester” project to
promote the series. This project attracted fans of the band and punk culture
enthusiasts, creating an emotional connection with the audience. However,
being a one-day event, it had less impact compared to the ongoing social
initiative of “Word of a Guy.”

Integration with bloggers played a crucial role in promoting “Word of
a Guy.” Notably, Sasha Sulim, a journalist and YouTube blogger, created a
podcast on the “Kazan phenomenon” related to the series’ plot, drawing new
audiences. Ksenia Borodina, a reality show star and Instagram blogger, also
contributed by creating viral content supporting the series.

“The King and the Jester” used similar strategies, with popular
YouTube channels and bloggers promoting the series. Videos on Kinopoisk
Extra and documentaries by Roman Pritula attracted significant views and
attention. Bloggers like Kate Clapp and Badcomedian shared information about
the series, increasing its reach and interest.

In conclusion, both “Word of a Guy. Blood on the Asphalt” and “The
King and the Jester” employed effective promotional strategies, with “Word of
a Guy” leveraging contemporary themes and social initiatives to achieve greater
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popularity, while “The King and the Jester” utilized traditional promotional
methods to expand its audience.

3. Conclusion

Speaking of unconventional ways of promoting the series, the alleged
leak of the final episode of the series “Word of a Guy. Blood on the Asphalt”
could have been a well-thought-out tactic aimed at creating interest and
discussion around the series. The watermark, low quality, and feedback from the
actors themselves could have been intentionally used to stimulate discussion and
create anticipation for the official release. This helped attract viewers’ attention
and generate additional buzz around the project, keeping the series “on
everyone’s lips” throughout the 8 weeks of its release, without losing popularity
and ratings.

On the other hand, “The King and the Jester’s” strategy was more
traditional and aimed at maximizing new subscribers to the Kinopoisk platform.
A lead magnet in the form of 2 months for 1 ruble helped attract a large number
of users and increase awareness of the series. This approach allowed achieving
a dual goal - increasing the platform’s audience and spreading information about
the series itself.

Both strategies could have been successful in achieving their goals -
creating interest and attracting attention to the project. While “Word of a Guy”
used an unconventional and controversial approach, “The King and the Jester”
preferred more traditional methods of advertising and audience attraction, which
may be one of the reasons why “Word of a Guy. Blood on the Asphalt” had a
larger audience than a comparable series.
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Abstract: currently, the role of social networks and media in promoting
different goods and services is becoming more and more important. Music TV
channels, as part of the media industry, are no exception. However, the
effectiveness of SMM promotion depends not only on the channel's activity in
social networks, but also on the quality of the its content, as well as on the
channel's ability to adapt to changes and needs of the audience.
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In today's world, social media has become one of the main parts of
promoting a person, product or service. This tool is budget-friendly, effective
and targetable. By maintaining a page in social networks you can communicate
with the audience, get feedback, find partners, increase recognition, announce
new products or premieres, analyse the work (Mazilkina E.A. Seven steps to
success or how to promote your goods on the market. - Saratov: IPR Media,
2012).

When we talk about social media, we should not forget the changes that
took place in 2022. Instagram and Facebook (Meta), two major social networks
declared extremist by the Ministry of Justice of the Russian Federation, left the
Russian internet space, and working with TikTok and YouTube was
significantly complicated for Russians. Despite the reduction of tools, marketers
and SMM-specialists managed to reorient themselves to domestic platforms
quite quickly and succeeded in many ways.
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In today's world, the role of social networks and media (SMM) in
promoting various goods and services is becoming more and more significant.
Music TV channels, as part of the media industry, are no exception.

SMM is an abbreviation for ‘Social Media Marketing’. SMM is the
process of promoting people, companies, products or services through various
internet platforms such as social networks, video hosting and other resources.

The main goal is to connect with the target audience, spreading
information about the company. SMM includes working with communities that
have a target audience, as well as using tools of open and hidden interaction with
this audience. Creating and distributing content that may be of interest to users
and that they will share through social media is also part of an SMM strategy.
Social media promotion allows you to precisely target the right audience, choose
the most appropriate platforms and ways to interact with them (Achkasova V.A.
Public relations as social engineering / V.A. Achkasova, L.V. Volodina. - SPb.:
Rech, 2005).

The objective of SMM promotion is to provide a company's social
media presence to communicate with potential customers in an informal
atmosphere on a variety of topics. The advantages of this approach include
relatively low costs, little competition and a large audience reach. However,
there are also disadvantages such as low sales performance, exposure to negative
situations, difficulty in control and the need for constant monitoring of social
networks (Achkasova V.A. Public relations as social engineering / V.A.
Achkasova, L.V. Volodina. - SPb.: Rech, 2005).

It can be concluded that the use of SMM helps to interact effectively
with potential customers and existing consumers. SMM promotion is a more
precise tool than traditional advertising. Instant information in social networks
about the recommendation of friends or professionals become the most effective
advertising.

MUZ-TV channel actively maintains social networks where it
promotes its content using various methods. For example, in Telegram channel
publishes photos from shootings, clips from clips and interviews with artists,
announcements of new releases and information about upcoming concerts. Muz-
TV's Telegram channel now has more than 100,000 subscribers.
Communication in social networks helps the channel to improve the quality of
its content and take into account the interests of the audience when creating new
programmes and clips.

On VKontakte, the channel conducts polls among viewers, organises
contests, and publishes music clips and programme recordings. The page has
more than 2 million subscribers, which indicates the high activity and interest of
the audience in the channel's content.

The Zen platform is not as popular as the channel's previous social
networks, but the work in it is also active. Videos and useful articles are
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published in Zen. At the moment the channel has more than 100,000 subscribers
(Muz-TV page in ZEN [Electronic resource] URL: https://dzen.ru/muztv).

YouTube video hosting is where content from TV programmes spills
over to the social network. The various programmes that the channel produces
with its resources are first broadcast on television, and then content managers
adapt the videos for video hosting, adding advertising integrations. At the
moment, Muz-TV's YouTube channel has about 2.5 million subscribers.

Moreover, the Muz-TV channel is now actively developing the
relatively recent social network Likee. The social network is working so closely
with Muz-TV that it has already managed to hold exclusive live broadcasts from
concerts, which attracted several hundred viewers.

Thus, Muz-TV channel effectively uses social media to promote its
content and attract the attention of the audience.

Content managers in Muz-TV's Digital Transformation Department
review short videos and select material from them to publish on social networks
and YouTube channels.

They then optimise the videos to raise views. Constant communication
with video editors and designers and colleagues from the sales department helps
to efficiently upload high-quality content to online resources.

Every day in the studio there are various news shootings, interviews
not only for the TV channel, but also for social networks.

Content managers of Muz-TV social networks give technical tasks to
designers to create covers for videos, video editors - to cut out inappropriate
material from videos.

The daily work routine is to publish breaking news after receiving it
from fellow reporters.

An important aspect is participation in the development of MUZ-TV's
new platform MUZTUBE - a portal of clips and news. An interesting distinction
of the site was the content equaliser - this is the customisation of clips according
to mood. Content managers upload videos, clips and place suitable mood
hashtags on them, add a description, covers, choose the authors of the text and
artists of the performers to whom the song belongs.

The most unforgettable and enjoyable part of content managers' work
is participating in Muz-TV concerts. Employees interact directly with show
business stars. They work on the press-vault: they shoot content and take
interviews, they also shoot content near the stage and upload it to the Telegram
channel in real time. At one concert a contract was signed with Muz-TV for live
broadcasting on the Likee social network. (Likee is one of the most popular
global platforms for creating and publishing original short videos.)

Quite often managers monitor current news and trends and suggest
them for publication.
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Coming to the conclusions, the main tasks of a content manager or
SMM specialist of Muz-TV are:

- uploading and working with content on the Muz-TV website:
uploading the channel's programmes (‘Very Karaochen’, PRO-Novosti,
Documentaries, Hit-Story. The Story of One Hit, travel show ‘Arrived!’, show
‘It Was Beautiful’, PRO-Novosti. The Best, Muzgordvizh, Rewind), installation
of advertising banners;

- working with Muz-TV YouTube channels: communication with
contractors (designers, video editors).

Coordinating with Muz-TV's YouTube channels. Maintaining effective
communication with contractors, developing unique titles and covers for
broadcasts, optimising videos and checking the work of contractors.

Management of social networks such as Telegram, VKontakte,
Odnoklassniki, as well as Zen and RuTube platforms is also taken into account.

It can be concluded that the promotion of Muz-TV channel is quite
energy-consuming. This process involves various specialists who interact with
each other. But the results of the work are impressive. In many ways, brand
recognition is still high due to social networks, as through them there is an influx
of a younger and more active audience.
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of brands are described. The tools for creating and developing a personal brand
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In the modern world, recognition and the formation of loyalty to mass
consumption plays an important role for the promotion of any brand,
company or individual. Promotion, in turn, is not complete without a PR
campaign. But before talking about this, we need to understand what PR is.
According to Edward Bernays (one of the most significant figures in the field
of public relations. Contributes to the direction of modern science of mass
persuasion through manipulation and study of human feelings and emotions),
PR [Public Relations, translation from English “public relations] is a
management function that summarizes public attitudes, determines the
policies, procedures and interests of the organization, followed by the
implementation of a program of action to achieve public understanding and
recognition [1, p.16]. A personal brand is a unique image and reputation of
an individual in the professional or public sphere. This is where PR plays a
key role, as PR campaigns can conduct research to analyze audiences and
competitors and then understand a number of aspects of a personal brand
that need improvement. A brand is formed as a commercial offer based on a
clearly expressed positive image of a product, which includes unique
opportunities to satisfy certain consumer needs and is the highest
manifestation of consumer emotional preferences [7, p. 5]. The public
defines a personal brand in politics as the complete image of a politician,
including sustainable values and ideals that meet the needs of society and
satisfy its expectations. This leads to the formation of loyalty on the part of
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the target audience and the attraction of various social groups for active

participation in political processes. However, there are a number of features

that are important for building a personal brand in politics, such as:
1. Authenticity and transparency: Voters expect politicians to be sincere
and authentic to their actions and statements, and the audience also expects, if
not an impeccable reputation, then something close to it - image plays an
important role in political life, that is, politicians must actively manage their
reputation by responding on events, controlling information about themselves
and building trust among voters [5, p. 2].

2. Creating an image of a leader: This requires demonstrating strength of
character, conviction, competence and decision-making ability.
3. Presence in the media and social networks: The media and social

networks play an important role in building a politician’s personal brand.
These features of creating and developing a personal brand in politics
help politicians build trust, influence public opinion and achieve their goals in
political activity. The perception of a politician is largely determined by the
expectations that dominate society. The brand should be built on the basis of
the most popular personal characteristics: honesty, qualifications,
determination, uncompromisingness, toughness, etc. [3, p. 3]. At the moment,
it is advisable to consider the process of formation and development of a
politician’s personal brand using the example of Alexey Anatolyevich
Volotskov, deputy of the State Duma of the VIII convocation (2021 - present).
Previously, he held the position of deputy of the Volgograd Regional Duma
(2019-2021). The process of forming the politician’s personal brand began
during his studies, through active participation in social and political activities:
from 2001 to 2003, he headed the regional branch of the all-Russian public
organization “Youth Unity” in the Volgograd region. Since 2012, he has also
been a member of the Presidium of the Political Council of the Volgograd
regional branch of the United Russia party. Here we can highlight the goal of
creating a brand - becoming a political leader with the following task:
improving the quality of life of citizens and comprehensively developing the
native region, creating a brand in politics include establishing trust and
authority as creating the image of a leader, an expert in the political sphere who
can be trusted; mobilization and activation of voters so that they support the
candidate and take part in the elections; the formation of legitimacy. The author
identifies the following tools for the promotion and development of Alexey
Anatolyevich Volotskov as a personal brand in politics: participation in socially
significant events at the regional level and media activity - meetings with
citizens, press releases, development and presentation of key projects. In
particular, this is the Student Community of the Volgograd Region in Moscow,
uniting patriotic students originally from Volgograd and the region. Another
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area of the politician’s activity is work in the State Duma Committee on
Tourism and Tourist Infrastructure Development. According to Alexey
Anatolyevich Volotskov, domestic tourism is a driver for many areas of the
economy, and therefore due attention should be paid to its development. Thus,
the deputy, with the support of the United Russia party, is working within the
framework of the national project “Tourism”: logistics aspects and tourism
infrastructure are being updated, which is described in detail in the official
source [5]. This example is a manifestation of such a tool in the development
of a personal brand as network building and lobbying, when Aleksey
Anatolyevich Volotskov established and continues to maintain connections
with influential organizations and people related to it in order to gain fame
within the framework of the national project “Tourism” and subsequently use
it for obtaining support and resources for their political initiatives. Among other
things, Volotskov A.A., within the framework of the people's program of
"United Russia", monitors the process of overhaul of schools and other socially
significant facilities, as well as social gasification in the Volgograd region.
Under the leadership of the politician, events are organized for children and
pensioners. Direct communication with a specific segment of one’s audience
allows one to maintain and develop the politician’s personal brand as “down to
the people” - the image of a deputy caring for his fellow countrymen. A report
on the activities of Alexey Anatolyevich Volotskov is published on his personal
website (http://volotskov.ru), as well as on a personal blog in the Telegram
messenger (https://t.me/volotskov), gathering and increasing its audience,
which is also a tool for developing a personal brand in politics, namely the use
of social media, where A. A. Volotskov establishes emotional contact with
voters and controls his image in the eyes of the public. These examples of
activity inspire trust and loyalty of the general public, which can be judged by
the latest elections of deputies to the State Duma of the Russian Federation of
the 8th convocation: Alexey Anatolyevich Volotskov was elected in the
Volgograd single-mandate electoral district No. 81, receiving 61.67% of the
votes of voters who took part in the voting (taking into account polling stations
formed outside the Russian Federation) [4]. Thus, as a result of the analysis,
the following conclusions can be drawn:
1. Personal branding is a complex and labor-intensive process that
covers various communication channels and includes activities of various types.
2. Trust and loyalty of the general public to a politician can be built
through transparent activities, organizing events for various social groups, and
publishing reports on their work.
3. The political personal brand of Alexey Anatolyevich Volotskov is a
vivid example of what tools should be used when creating and developing a
similar brand in this area: participation in events, establishing contacts and
maintaining relationships with key figures, maintaining a personal blog,
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activities aimed at solving socially important problems, public speaking, direct
communication with the audience.
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Abstract: The Vatican's personal image is vital for attracting global
attention and fostering a positive perception. As the heart of the Catholic
Church, it must showcase its spiritual and cultural heritage. This image boosts
tourism, economy, and international influence. Key tools include the Vatican
flag, coat of arms, and seal, alongside landmarks like St. Peter's Basilica and
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the Sistine Chapel, which draw millions of visitors. The Pope also significantly
shapes the Vatican's image through his global influence. Balancing tradition
with modern relevance is essential for maintaining the Vatican's prestige and
appeal.

Key words: cultural heritage, papal influence, historical roots, tourism
industry

1. The role of personal image building

Creating a personal image for the Vatican plays an important role in
attracting attention from the world community and creating a positive image of
the country. As the center of the Catholic Church, the Vatican is one of the most
famous and visited places in the world. Therefore, it is important to present it as
a place of spiritual and cultural heritage, understanding and tolerance.

Creating a personal image for the Vatican also ensures that it attracts
tourists, which helps to boost the country's economy and increase its
international influence. Ultimately, a good image for the Vatican contributes to
its status as the center of the Catholic Church and a global metropolis.

2. Tools for creating a personal image of the Vatican

Official symbols

e Vatican flag

The pontifical flag of the Vatican City State consists of an equilateral
cloth divided into two equal vertical parts - yellow (at the shaft) and white, in
the center of which there are two crossed keys (gold and silver) connected by a
red cord and crowned with a tiara. The shaft ends with a point decorated with
ribbons of the same colors as the flag and covered with gold thread.

According to heraldic rules, the colors yellow and white represent
silver and gold, and should not meet together. The Vatican flag thus represents
an exception, as here these colors also represent the keys of St. Peter. This flag
symbolizes the Vatican's historical roots and values, including its affiliation with
the Catholic Church.

e The coat of arms of the Vatican

On a red shield are keys, one gold and one silver, crossed in the form
of the St. Andrew's Cross, with the beards facing upward and outward. The keys
are bound by a cord, usually red or blue, the two ends of which descend from
the handles. The keys are crowned with a tiara.

Crossed keys crowned with a tiara are also the coat of arms of the Holy
See and the background element for the personal coat of arms of the Pope
(Benedict XVI first refused to use a tiara in his own coat of arms, replacing it
with a bishop's mitre). The symbolism of the coat of arms is based on the Gospel
and is represented by the keys given to the Apostle Peter by Christ.
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It is believed that the interposition of the gold and silver keys
distinguishes the coat of arms of the Vatican from that of the Holy See.
However, there is no documentary proof of this; historically, different positions
are found, and originally both keys were silver.

The coat of arms not only reflects the Vatican's historical connection to
the papacy, but also emphasizes its unity and authority as the head of the
Catholic Church.

e Vatican seal

Round in shape, the central field with crossed keys surmounted by a
tiara is divided by four concentric circles, two by two, the outer of which is made
of pearl-shaped elements.

Includes the inscription: STATO DELLA CITTA DEL VATICANO,
the beginning and end of which are at the bottom and separated by an eight-
pointed star.

The seal is the primary means of communication between the Holy See
and the public. The Vatican makes extensive use of official publications such as
the newspaper L'Osservatore Romano, Vatican Radio and the television channel
Vatican News to spread its message and influence people's opinions and
perceptions.

Attractions

e  St. Peter's Cathedral

One of the Vatican's most famous landmarks is St. Peter's Basilica,
which is considered one of the most beautiful Christian churches in the world.
Its majestic architecture and many historical artifacts attract millions of tourists
every year.

Inside, St. Peter's Cathedral is stunning in its scale: 186 m long, the
height in the central nave is 45 m, and with the dome - and all 119 m. In the
center of the main nave, floor plates contain the dimensions of the most
significant cathedrals of the world, allowing people to compare them with the
size of the cathedral. On the red porphyry slab of the Main Portal, where the
former altar was, Pope Leo III placed the crown of the Roman Emperor on the
head of Charlemagne on Christmas Day 800. At the fourth pillar on the right is
a bronze statue of a seated St. Peter (13th century), whose right foot is polished
with the kisses of the faithful.

In addition to the main dome and eight side domes, the interior of St.
Peter's Cathedral is adorned with 800 columns and 390 colossal statues of tufa,
marble, plaster, and bronze. There are 45 separate altars. Visitors enter the
basilica through massive bronze doors. Nearby there are “Holy Doors” which
are only opened for the pope to proclaim a feast or holy year.

e  Sistine Chapel
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Another famous landmark of the Vatican is the Sistine Chapel. This
place is also the center for papal conclaves, where a new pope is chosen.

The Chapel is famous for the outstanding frescoes by Michelangelo,
who painted the vault and the altar wall. The frescoes on the walls, about 40
meters long, appeared at the same time as the chapel - under Sixtus IV. Artists
such as Botticelli, Ghirlandaio, Perugino, Pinturicchio, Rosselli and Signorelli
created a cycle of frescoes dedicated to Moses and Christ, depicting scenes from
the Old and New Testament. At the request of Pope Julius II in 1508,
Michelangelo began a new painting of the vault, which lasted until 1512.

The depiction of the finger of God breathing life into Adam is world
famous. In 1534, when Michelangelo was almost 60 years old, Paul III invited
the artist back to the Sistine Chapel to repaint the great altarpiece.

These attractions serve as a magnet for tourists. People visiting the
Vatican feel imbued with the history and sacredness of the place, which brings
back the desire to learn more about the religion and traditions. The presence of
unique and interesting attractions can attract more tourists and boost the tourism
industry, increasing revenues and creating new jobs.

In addition to economic benefits, landmarks can also improve a
country's image in the eyes of the world community. They are symbols of a
country's culture, history and achievements, emphasizing its uniqueness and
attractiveness to foreign visitors.

e Pope

As the head of the Roman Catholic Church, the Pope holds a position
that no other religious leader can match.

The Pope himself plays an important role in shaping the personal image
of the Vatican. He is the head of the Vatican State and the highest spiritual
authority for Catholics around the world.

The Pope also acts as the voice of morality and justice, and his words
and actions often influence world affairs and public opinion.

The personal image of the pope is important to attract admirers and
followers and to maintain the authority and reputation of the church. The Pope
must show humility, compassion, wisdom and kindness to inspire and lead the
faithful on the path of faith and salvation. His image must be impeccable and
exemplary to serve as a model for all Catholics.

Beyond political and diplomatic influence, the Pope's gentle
inspirational power is even more impressive. For much of humanity, the
Catholic Church has for millennia been a conduit to the divine and has provided
answers on how to live a moral and meaningful life.

Given the immense power of this office, it is clear that any pope would
have influence. However, when this role is held by a fascinating figure like Pope
Francis, the pope has tremendous influence.

258



Since his election, Francis has never ceased to amaze the ecclesiastical
and not only the ecclesiastical world. The degree of amazement is evident at
least in the comments on his speeches by a part of the Catholic press, where one
can find statements that “perhaps the pope was not feeling well, and the leftist-
liberal media twisted everything”, or about “a Jesuit after whom there will be a
scorched earth”. In turn, representatives of some secular media see in his
statements commandments of future revolutionary changes in traditional
Catholic doctrine.

Through all his activities, Pope Francis has helped change the attitude
of the world's media, including the American media, toward the Catholic
Church.

3. Conclusion

The ability to improve and maintain a personal image is becoming
increasingly important in today's world, and the Vatican demonstrates how it
can be done through a variety of tools and approaches.

From the image of the Pope and his communication with the masses to
various landmarks and official symbols, all of these contribute to the authority
and prestige of the Vatican as a state and religious structure. It is important to
maintain a balance between traditional values and modern trends, thus
maintaining the Vatican's reputation and appeal as the world center of
Catholicism.
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Abstract: The article analyzes space advertising as a new marketing
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and social aspects of its current application. The research demonstrates that
space advertising can be used in various formats. These include advertising
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The multifaceted development of space technologies leads to a natural
interest of marketing specialists in this sphere. But advertising in space requires
marketers to rethink the usual processes. Such advertising is innovative and can
reach a huge audience. The romantic dream of famous brands to show their logos
in the night sky and to create a giant space advertisement, which will be visible
from the Earth with the naked eye, can become a reality, but is associated with
several difficulties.

Branded goods have long been taken into space to broadcast their space
use. But this kind of product placement can hardly be called space advertising,
as it was limited to the orbital station and did not go out into outer space. Pepsi
and Coca-Cola, of course, could not stay away from these experiments and sent
their products into space to demonstrate their use on a spaceship. For example,
back in 1991 on the Mir station, Sergei Krikalev drank Coca-Cola soda from a
special can created by the company specifically for weightlessness. One of the
famous practices of advertising in space was the promotion of Pepsi-Cola in
1996. For the implementation of the advertising campaign on the Russian space
station "Mir" was delivered a one-and-a-half-meter model of a can of the drink
and a poster with the slogan "Pepsi - it's your time". Cosmonauts Yuri
Onufrienko and Yuri Usachev went into outer space with these items and filmed
each other against the background of our planet [2]. Subsequently, these videos
formed the basis of a Pepsi-Cola commercial, and it was after this event that the
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era of considering outer space as a potential advertising platform began. In
1997, the Isracli company Tnuva, which specializes in the production of dairy
products, continued the space trend in promoting products by organizing filming
aboard the same space station "Mir". A bottle of milk was drunk by cosmonaut
Vasily Tsibliyev, and the commercial with it was actively used for promotion.
KFC, Toshiba, and other companies sent their products into space. In 2001
Pizza Hut sent its salami-flavored pizza to the International Space Station to be
consumed in front of the camera by cosmonaut Yuri Usachev. There are many
such examples of space exploration by brands, for example, advertising for the
Russian airline S7 was filmed on the station.

But space advertising was not limited by the scale of the station, it
began to be placed on the spacecraft themselves, and such advertising,
apparently, can be classified as outdoor advertising and Out of Home (OOH)
element. Advertising in the form of the logo of the Japanese television company
Tokyo Broadcasting System (TBS) appeared on the hull of a Soviet spacecraft
in 1990 [4]. Ten years after this event, a nine-meter-long Pizza Hut logo was
placed on the Proton rocket launched by Russia to the International Space
Station, which delivered the Zvezda manned module to the international space
station [5]. The company invested about 1 million dollars in an advertising
campaign for its products in space.

Out-of-the-box advertising, which creates a unique user experience by
integrating into the environment, continues to gain popularity and is becoming
an effective tool with which to influence consumers. For example, one of the
most provocative ads drawing attention to space company Space X was
sponsored by Ilon Musk. In 2018, the billionaire launched a Tesla Roadster car
into orbit, which became an incredibly loud and spectacular event of not only
advertising, but also PR [3]. As a result of analyzing new communication in
outer space, a logical question arises: can advertising in space be considered not
only a representative of the OOH category, but also one of the dynamically
developing varieties of ambient media in macro nature? Apparently, yes, and
quite reasonably so. Due to the novelty of the medium, categorical issues have
not been developed yet.

The implementation of space marketing programs involves not only
financial and economic, but also legal and even ethical difficulties. The main
environmental problem, around which there is a lively debate, is the possible
contamination of orbital space by spent advertising materials turning into space
debris.

Another important issue is the commercialization of outer space. At
this stage of the advertising industry's development, there is a public belief that
outer space is the common property of mankind. If advertising is introduced into
space, outer space will become another platform for commercial activities,
which will conflict with the social concept of space utilization and may be a
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serious PR problem. If space becomes a giant advertising platform, it is likely
that the public's perception of space will be distorted, people's interest in
astronomical research will decrease, and support for scientific missions will
decrease because space will be associated with business and profit rather than
exploration and discovery.

Many astronomers and environmentalists are concerned that satellites
and the equipment needed to broadcast advertisements from space could
interfere with scientific and astronomical observations. For example, a project
using a constellation of lightweight satellites with reflective material mounted
on them that would make them bright pixels on a "monitor" of the night sky has
been discussed as a high-tech startup and attempts have even been made to begin
implementation. But light-aggressive artificial structures can create many new
problems in the study of distant galaxies and stars, as well as interfere with
astronomers' observations of dangerous asteroids that can actually harm the
Earth [7].

A separate issue related to the marketing topic for cosmos is the
promotion of space programs themselves and the use of modern tools for them.
In the past, when superiority in space was the number one issue in the
competitive strategies of the superpowers, huge financial resources were
invested in the national space program, which made it possible to achieve
ambitious goals in the shortest possible time. The entire nation was encouraged
by man's achievements in space, and from the opening of the space age in 1959,
when the first artificial satellite was launched, the Soviet Union proved to be
more efficient in everything: second only to America in the triumph of the moon
landing. Space became a part of existence, and its exploration - a source of
cultural products - famous artists romanticize space, in literature, popular
science fiction (books by the Strugatsky brothers, K. Bulychev, Ch. Aitmanov)
breaks records of popularity, there are landmark films about space films about
space (1965; "Solaris", "Otroki v universii", "Through thorns to the stars", and
the song "Grass at home" by the group "Zemlyane" that sang the world "in the
porthole") [6].

Thanks to the powerful Soviet backlog, Russia has maintained its
leadership in space exploration for decades. But since the 90's the pathos of
space research has faded, and it has become purely applied in nature, today the
task is to awaken the mental interest of Russians in space exploration. This is
certainly connected with patriotism, with a shift from the perception of Russia
as a raw material power, hopelessly lagging the West in the field of high
technology. The need to reanimate in the minds of the Russian public the idea
of our country as a space superpower is the most important socio-cultural task,
which can be solved not only through investments and restructuring of the space
industry, but also through effectively used communication tools - digital
marketing, social networks, and specialized events.
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So, there is no doubt that advertising in space is one of the most
innovative advertisings, and this environment is very promising for promotion,
but such marketing experiments require not only serious investments, but also
further understanding by specialists and scientists in the field of marketing and
related disciplines. After all, space advertising is not just a communication
exoticism, but a new reality that needs to be professionally managed.
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Abstract: This article is devoted to the study of the influence of social
networks on consumer behavior and the analysis of current trends and practices
in the use of popular advertising platforms. The authors consider the
phenomenon of social networks as a powerful tool for influencing consumers,
allowing companies to effectively advertise their products and services. The
article provides examples of successful campaigns on various platforms, as well
as analyzes the main trends in the behavior of users of social networks and its
impact on their purchasing behavior.
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The study of the impact of social networks on consumer behavior and
the analysis of current trends and practices in the use of popular advertising
platforms is highly relevant in the modern world of digital marketing. Social
networks have become an integral part of many people's lives, and their
popularity and influence on consumer behavior are constantly growing [10].

Studying this issue helps to understand which advertising strategies and
methods on social media platforms are effective, which trends determine user
behavior, and which social media practices can lead to the success of a brand or
company. Taking into account the constant development of social media and
changes in consumer behavior, research in this area helps companies to keep
abreast of the latest trends and adapt their advertising strategies to the
expectations and requirements of the audience [1].

Thus, studying the impact of social networks on consumer behavior and
analyzing trends and practices of using popular advertising platforms is a key
element of a successful marketing strategy in the modern digital world.

The main part. Facebook Instagram, Twitter and LinkedIn (prohibited
on the territory of the Russian Federation)® Social media has become an
important part of everyday life in society, attracting billions of users worldwide
to platforms such as Facebook, Instagram, Twitter and LinkedIn*. They not only
provide communication between people, but are also a powerful tool for
businesses, allowing them to effectively reach and influence their target
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audience [5]. The evolution of social media has changed the way companies
promote products and services, as they have the ability to shape and dictate
consumer preferences.

One of the factors that ensure the influence of social networks in
shaping customer preferences is their ability to generate trends and viral content.
For example, one viral post or video on platforms such as Tiktok instantly draws
attention to a product or brand, making them the subject of discussion. This viral
effect can lead to a significant increase in consumer interest and demand, which
ultimately shapes their preferences and affects their purchasing behavior [3].

Social media also provides customers with a platform to express their
opinions and share experiences with others. Through reviews, comments, and
user-generated content, people influence the purchasing decisions of their peers.
For example, a positive review of a restaurant or a negative experience with a
brand can significantly affect the preferences of others. This equal influence
creates a wave effect, as people trust and value the opinions of people from their
social environment. In addition, social media allows companies to interact
directly with their customers, building strong relationships. Through interactive
features such as surveys, surveys, and Q&A sessions, companies gain valuable
information about their audience's preferences, interests, and needs. With this
knowledge, companies can adapt their products, services and marketing
strategies to meet customer expectations, further enhancing the impact of social
media on shaping customer preferences.

Another important aspect of the influence of social media on customer
preferences are influential personalities and brand ambassadors. These people,
with a huge number of followers on social networks, are able to influence the
opinions and preferences of their audience. By giving approval to a product or
service, influencers create a sense of trust, thus earning the preference of their
followers in relation to the brand they promote. This has led to the emergence
of influence marketing, where companies collaborate with influential
individuals to wuse their influence and reach a wider audience.
Currently, the consumer does not need to leave the habitable zone in order to get
acquainted with new products and purchase them. Consumers can easily browse
their social media accounts in search of inspiration [4].

This article is an aggregation of 14 statistical data on consumer
behavior on social networks for 2023 [6]:

1. 81% of individual consumers' purchases depend on messages
distributed by their friends on social media (Source: Forbes).

2. 66% of customers purchased a product or service after seeing photos
of other users of social networks, which served as inspiration to them (Source:
Stackla).

3. Consumers who make a purchase decision are 71% more likely to be
guided by recommendations from social networks (Source: Hub).
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4. The Facebook platform accounts for 50% of all social referrals and
64% of total social media revenue (Source: Business Insider).

5. 31% of consumers use social media to search for new products
(Source: Adobe).

6. People aged 20 to 38 years most often learn about new products
through digital channels (Source: Facebook statistics).

7. 84% of millennials note that content created by anonymous Internet
users has an impact on their purchases (Source: Gartner).

8. 53% of consumers spread information about products on Twitter,
and 48% purchase these goods or services after reading these messages (Source:
Sprout Social).

9. 78% of buyers admit that company publications on social networks
influence their purchase decision (Source: Forbes).

10. Consumers are 6 times more likely to make purchases of goods and
services if there are images of goods on the seller's page in social networks (Ad
Week).

11. Conversion increases by 133% if mobile customers see positive
reviews before buying (Source: Bazaar Voice).

12. 56% of shoppers say that images and videos from social media now
have a greater impact on their decision to buy online than before the outbreak of
the pandemic (Source: Stackla).

The analysis of the presented statistics shows that modern consumers
are increasingly turning to social networks in search of recommendations from
their loved ones, well-known brands and influential personalities. This reflects
the general trend towards trusting personal connections and reputable sources
when making purchasing decisions. User habits tend to network and exchange
opinions in the audio sphere of the digital community, where confidence in the
choice of products and services is based on social recommendations. This
phenomenon illustrates the evolution of consumer behavior and perception in
the digital age, where social networks are playing an increasingly significant
role as a platform for information exchange, influence and correction of
consumer preferences [9].

Conclusion. Facebook, Instagram, Twitter and LinkedIn are now
becoming an integral part of the daily life of society, attracting billions of users
around the world to platforms such as Facebook, Instagram, Twitter and
LinkedIn. With the development of social networks, the ways of promoting
products and services of companies are also evolving, which can now shape and
dictate consumer preferences [8].

Thus, the study of the influence of social networks on consumer
behavior and the analysis of current trends and practices in the use of popular
advertising platforms are presented as essential components of a successful
marketing strategy in the modern digital world. It is necessary to constantly
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monitor changes in user behavior and adapt marketing strategies and advertising
campaigns in accordance with the requirements and expectations of the audience
in order to achieve the success of a brand or company in the market.

The observed trends also indicate that users are increasingly focusing
on visual content such as images and videos posted on social networks. Creating
high-quality and attractive visual content becomes necessary to attract attention
and increase audience engagement.

In general, the study of the impact of social networks on consumer
behavior and the analysis of current trends and practices in the use of popular
advertising platforms confirms the need for companies to constantly adapt their
marketing strategies to changing user preferences and behavior in the digital
environment. This will help to achieve greater efficiency, strengthen interaction
with the audience and achieve success in the competitive environment of
modern digital marketing.
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Annomayusn: Cenvckoe X038UCMBO AKMUBHO AOANMUPYEMCsl K
yugposvim  mexunono2usm. Pazpabomka KOMNIEKCHbIX MEXHONOSUYECKUX
peutenuli, nosvlueHue OOCMYNHOCMU  UHMEPHEM-MEeXHON02Ul  USpaiom
BAJICHYIO pONb 8 obecneueHuu 3pgexmusHoi yugposol mpancgopmayuu
ompacau. Hcciedoganue 8bINOIHEHO ¢ UCNONIb308AHUEM MENCOVHAPOOHBIX 0a3
HAYUHLIX NyOauKayuil U NAmeHmos, OAHHBIX onepamopos ceszu. Llenw
UCCIe008aAHUA. OYEHUMb NEePCNeKMUBbl PA36UMUsL  CeNbCKOXO3SUCMBEHHOU
ompacau pecuona 6 yciosusax yugposuzayuu. OmmeueHo Mecmo pecuoHa KaKk
aKyenmopa cenbCKOX03sUCMBEeHHbIX UHHOBaYUl. Boisgnen 6bicoKull nomeHyuan
meppumopuu obnacmu 011 BHeOpeHUs YUPDPOBLIX CelbCKOXO3AUCNBEHHbIX
peuenu.

Knrouesste cnosa: azpoxomniexc, unmepHem sewjell, yughposuzayus,
CeNbCKOXO3AUCMBEHHblEe  UHHOBAYUY, CENbCKASL  MECMHOCHb,  YUPpPosble
KoMNnemeHyuu.

1. Bgenenne

OfHMM M3 KIIIOYEBBIX MyTEH MOIEPHU3ALUM CEJIBCKOTO XO3dHCTBa
sBIsiercst mudposas Tpanchopmanys [1]. Bueapenne nudpoBbIX HHHOBAIWH 1
WHBECTHPOBAHME B MOJATOTOBKY KBATH(DHUIIMPOBAHHBIX KaJPOB Ha TEPPUTOPHUIX
C Ppa3BUTBIM CEIbCKMM  XO3SHCTBOM MOXET CIVIAAUTh  COIMAIBHO-
9KOHOMHYECKYI0 KOHTPACTHOCTh B CEIBCKOW MECTHOCTH: OOECIIEYHTHh POCT
JIOXOJIOB, HHBEJIHMPOBAaTh OTTOK YEIOBEUYECKOTO KaIuTaja, MpPensTCTBOBATH
CXATHIO CeJIbCKON MECTHOCTH [2,3].
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PazBuTtne cenbckoro xossiictBa KamuHuHTpanackoit obmactu ¢
HNCITIOJIB30BAHUCM [H/I(prBI)IX I/IHHOBaHPIﬁ Hpe}ICTaBHHCT 3Ha‘lHTeJ’IBHBIﬁ
Hay4HBII WHTEpEC. OrpaHn4eHHOCTh TEPPUTOPUH, 3HAYUTENILHBIA
TYPUCTHYCCKHIA MMOTEHIHAAT peruona co31aéT HEOOXOIUMOCTE
MHTCHCU(UKAIIMH CEITLCKOTO XO03s5icTBa 0€3 HAHCCCHUS YPOHA OKPYIKAIOIICH
cpeme, 4To AenaeT Oojee MPeanOYTUTENFHON IU(PPOBYIO TpaHC(HOPMAIIHIO
OTpaciu.

Lenp wccnemoBaHWs: OLEHUTH MEPCHCKTHBEI Pa3BUTHS CEIECKOTO
xo3siicTBa KanmuauAaTrpanckoit obmactu B yenoBusax nudposuzaun. OObeKToM
HCCIIEIOBAHUS BBICTYIHIIO CEIbCKOE XO3AWCTBO KammHuHTpamckoi oOmacTw,
MPEIMETOM — MPOCTPAHCTBEHHBIE OCOOCHHOCTH €r0 Pa3BUTHS B YCIOBHUSIX
nudpoBuzanuy.

2. MeToauka ucciae10BaHUs

Juist onenxu ponm Kannaunrpanckoi oonactu B iud¢y3nn mudpoBeix
CEeNIbCKOXO3SICTBEHHBIX ~ WHHOBAUMi  OBUIM  WCIONB30BaHbl  JaHHbIC
pedeparuBHOi 6a3b1 Scopus (ITyOIMKaMOHHAs aKTHBHOCTH ), MEXTyHapOJHOH
maTeHTHOW Oa3el Lens (mareHTHass akTWBHOCTH) B mepuox ¢ 2020 roma mo
Hactosimee Bpemsa. OtOop HaydyHBIX MyONIMKamuid TMPOW3BOAWICA C
UCIIOIb30BaHHUEM CIIEIYIOIIETO CKPHIITA!

(title-abs-key( agri*) and title-abs-key (digit*)) and (limit-to
(pubyear,2020) or limit-to (pubyear,2021) or limit-to (pubyear,2022) or limit-to
(pubyear,2023) or limit-to (pubyear,2024)) and (limit-to(subjarea, "comp") or
limit-to (subjarea,"engi") or limit-to (subjarea,"agri")

Mero/¥Ka 1M03BONMIIA CO3aTh HIMPOKYIO BEIOOPKY, OTPaXKAOIIYI0 HE
TOJIBKO MCIIONB30BaHKE OTCIBHBIX HHHOBAIM, HO U BOMPOCHI [IH()POBU3AIINH
CEeNbCKOXO03SMCTBEHHONW oTpaciu B LenoM. [loumck mo 6ase mateHTOB Lens
OCYLIECTBISICS CXOMHBIM 00pa3oM, OJHAKO HE OTPaHHUYHMBAJICS MO OTPACISIM
3HaHWs. AHamU3 00pa3oBaTeNbHOIl CHUCTEMBI pPErMOHAa MPOBENEH ¢
UCIIOJb30BaHHEM JIaHHBIX pPa0OYMX TPOrpaMM BBICIIETO M CPEIHEro
CEIIbCKOXO3SHCTBEHHOTO 00pa30BaHusL.

3. Pe3yabTaThbl HcCC/IeI0BAHUS

I'eneparnus 1uQPOBBIX CENBCKOXO3HCTBCHHBIX MHHOBAIIMI CBA3aHA C
HCCIICAIOBAHUSIMA HA CEIbCKOXO3SWCTBCHHYIO TeMaTuky. CTOUT OTMETHUTH
OTNpeNelNEHHBIA ~ TMEepPeKOC B HCCICNOBAHUSAX  MEXKAYy  «IU(BPOBOM
TparchopMarmein» W «IUPPOBU3ANMEH» CEIBCKOTO XO3SICTBA B IONB3Y
mocnenHeil. [IpuMEHUTENHHO K CENBCKOXO3SHCTBEHHOW OTpaciu IudpoBas
TpaHcopMmalusi HUCCIEAYeTCs CKOpee, KaK TMpOoIeCcC, MPOUCXOMAIINI ¢
arponpOMBIIIICHHBIM KOMIUIEKCOM B 1ejoM. OTMETUM TECHYI CBs3b
«onu(ppOBKI» U «IH(YPOBU3ALUI»: B CXOKEM KOHTEKCTE PACCMATPUBAIOTCS KaK
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HUGpPOBBIE  CEIIBCKOXO3SIMCTBEHHBIE  WHHOBAIMM  (IIPOTHO3MPOBAHUE,
BEpTUKAIIbHbIE  (EpMBI,  CENbCKOXO3SIMCTBEHHBIE  JPOHBI), TaKk U
(dyHKIMOHMpOBaHNE 0a3 JNAHHBIX M TEPEBOJ JaHHBIX B IMdpoBol (dopmar
(ynanénHoe ckaHupoBaHue, IM(poOBBIE MoJeNd JaHAmadTa, MalIMHHOE
oOyueHue, u 1p.).

[Tepeuenp nUPPOBHIX TEXHOJOTHH, TPUMEHSIEMBIX B OTCUYECTBEHHOM
CEeNIBCKOM  Xo03siiicTBe oOmmpeH. MccrienoBarenn 3aTparmBaroT — BOIPOCHI
poboTm3aruu  oTpaciu (B YAacTHOCTH IPUMEHEHHE YK€ YIOMSHYTHIX
CeNbCKOXO3HUCTBEHHBIX NIPOHOB, VHTepHEeTa Bemeil), TOYHOTO 3eMIICHEIIHS,
MIPOTpaMMHpPOBaHus ypoxas, u ap. OZHAKO NPUMEHEHHE ATUX HHHOBAIMH
paccMaTpHBaeTCs CKOpee B IEPCIEKTUBHOM KIIOYE, TIIAaBHOM 3ajadedl B
COBPEMEHHBIX YCJIOBHUSAX HCCIEAOBATEIHN CUUTAIOT HCIIOIB30BaHHE IIH(PPOBBIX
WHHOBAaIlMil B IIeJOM (aBTOMATH3aIlMsl M KOMIIBIOTEPH3AIMs IPOU3BOJICTBA,
MOHHUTOPHHT CEIBCKOX03IHCTBECHHBIX TIOKa3aTeNeH).

B03MOXXHOCTBIO ~ TIOBBILIEHHST YPOBHS  LU(PPOBOTO  CEIHCKOTO
X034HCTBA Ha JAHHOM OJTale MOXET CTaThb Hay4yHO-HCCIel0BaTeNnbcKas
Koomepauusi ¢ JpYy>KeCTBEHHBIMM CTpaHaMHM, Hampumep, ¢ Kuraiickoii
Haponnoit pecrnyOnmkoit. OpjHako y4YWTBIBas KPUTHYECKOE 3HAYCHHE
OTEUYECTBEHHOT'O CEJILCKOTO XO3SIMCTBA ANl MUPOBOM SKOHOMHKH, BOIPOCAM
IUQPOBU3AIMI OTPACIH CIIETYET YISIUTh IEPBOCTENICHHOE BHUMAHHE.

WHCTHTYIMOHATBHBIA BEKTOP IU(PPOBHU3AINN CENBCKOTO XO3SHCTBA
Kanmannrpaackoit obmactu 3agaérest pernoHanbHOH nporpammoit «Ludpoas
Tpanchopmarust»y [4]. CeabCKOXO3SHUCTBEHHAsS OTpacib PAacCMaTPUBACTCS B
JIOKYMEHTE Kak OJlHa W3 TPHOPUTETHBIX AJIsl Pa3BUTHs WHPOpMATHU3AIMH, C
MPUMEHEHHEM LU(PPOBBIX TEXHOJOTHH U IUIaTPOPMEHHBIX penreHuid. Taroke
OoTMeuaeTcsi He00X0IMMOCTh NOATOTOBKH BEICOKOKBATM(HIIMPOBAHHBIX KaJPOB
JUIs TU(QPOBOH SKOHOMHUKH. B exexBapTaJbHOM JUHAMHYECKOM PEUTHHIE
uudposoro passutus AIIK 3a 2 kBapran 2023 roga Kanununrpaackas odnacts
HaXOJAUTCS B «3€NEHON 30HE [5], 4TO TOBOPUT O BBHICOKOM YPOBHE BHEAPEHHUS
IU(POBEIX MHHOBALUI B arpOKOMIIIEKC B IIETIOM.

[upoxkast pazpaboTka HUPPOBIX CENBCKOXO03IHCTBEHHBIX PEIICHUH B
Kanmannrpaackoit o6macTu moka He BEAETCS, OOHAKO UMEETCS 3HAYNTEIbHBIH
MOTEHIANT B 3TOH cdepe: B pEerrmoHe pacIloyIOKeHBl 3 BBICIINX YYeOHBIX
3aBeJIcHHsd, TOA€  BeNETcd  MOATOTOBKA  HAYYHO-HMCCIENOBATENBCKUX,
WHXKEHEPHBIX U CEJIbCKOXO3SIMCTBEHHBIX KaJPOB BBHICOKOW KBATU(HKAIMH.
Crernanu3upoBadHas udpoBas MOATOTOBKA B XOIE OOYYCHHS B CPEIHHX
y4eOHbIX 3aBefeHusAX, Ha Kypcax [IIO sBnsercd NEepCHEeKTHBHBIM IyTEM
pasButus otpaciu. [loBbleHre koonepauuu B cepe udpOBOro CeabCKOro
XO035HCTBA MOKET CO3/[aTh MPOYHBIN (PyHIaMEHT sl yCTOWYNBOCTH OTPACIIH.

B KanuHuHrpaackoit o00JaCTH OTMEUAcTCs BBICOKHUA YPOBCHB
pacnpocTpaHeHHs MPOABHUHYTHIX TEXHOJIOTUi cBsi3U. OJUH M3 KpyHMHEHIIMX
oneparopoB cBsi3u Poccuu, MTC, 3asBisieT 0 HOKPHITUHA 3HAYUTEIBHOM YacTH
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TeppuTOpUn pernoHa cBs3pio craHgapta NB-IoT (Mutepner Bermeit) [6],
MO3BOJISIIONIEH  CO3/1aBaTh KPYIHBIE CceTeBble (OpMBbI  B3aMMOJCUCTBHUS
IUQPOBBIX YCTPOWCTB Ha MIMPOKOH TeppuTopud. OCOOCHHOCTH JaHHOTO
CTaHJapTa CBSI3M OrPAaHUYUBAIOT BO3MOXKHOCTH €ro HCIOJb30BAHUS Ha
00JIeCEHHBIX TEePPUTOPUSIX, OJIHAKO 3HAYUTENbHAs 4acTh
CENIbCKOXO3SIMICTBEHHBIX YTOAWi pernonHa, ypOaHM3MPOBAHHBIX TEPPUTOPHIA
TIOTIa/1aeT B 30HY MOKPHITHS. Tak HanOoJbIINE MIPEUMYILECTBA IPH BHEPEHUN
IU(POBEIX  TEXHOJOTHH B  CEJIIBCKOE  XO3MHCTBO MOTYT  TOJNyYHUTh
nepudepuiinie O3épckmii  w  ['yceBckuit  pallOHBI,  TPUTOPOIHEIC
MyHUIUNanuTeTsl KanuHuHrpaackod arnomepaund. B To ke Bpems
[onecckwmit, Kpacroznamenckuit, HecrepoBckuii paitoHbl, OyIydu pa3BUTHIMH
B CEIILCKOXO3SMCTBCHHOM ILIaHE B MEPCHCKTUBE MOI'YT CTOJIKHYTBCA CO
CJIOKHOCTSIMH BO BHEIPEHUHU IIM(POBBIX PEIICHUI.

4. 3axioueHue

Kanmnuunrpanckas o0macTe sBISETCS TOTEHIMAIBHBIM aKIETOPOM
IU(POBBIX CENHCKOXO3SMCTBEHHBIX NHHOBaNMi. HecMOTpst Ha HU3KHI YPOBEHB
TEHEpPAINN CEJIbCKOXO3MHCTBCHHBIX HU(POBBIX HHHOBAIMH, PETMOH HMMEET
3HAQUMTEIBbHBI TOTEHIWAT JUIi PAa3BUTHA HH)XCHEPHO-TEXHUYECKOTO U
u(poBOro HampapieHUI pa3paboTku. Pa3BuTHE perMoHa Kak TeHepaTopa
WHHOBAIlMl BO-MHOTOM 3aBHCHT OT 3aWHTEPECOBAHHOCTH  KIIOYEBBIX
CeJIbCKOXO035HCTBEHHBIX HTPOKOB PETHOHA.

Kanunauurpanckas o06iacTe HMeeT BBICOKMI  MOTEHIHAN  JUIS
BHEJIpEHHUsT LUQPPOBBIX CEILCKOXO3SHCTBEHHBIX HWHHOBAIMH:  HIMPOKOE
pacrpocTpaHeHue TEpPBUYHOIO 3BEHA ISl MacIITa0HOW LUQpoBU3AIMU —
Wnrepuera Bemeit (NB-IoT) B 3HaunTensHON Mepe criiaxkuBaeT HudpoBoi
pa3phIB B CEITLCKOM X03stiicTBE pernoHa. [lepcnekTnBHOE 1udpoBoe pa3BuTHE
CENIbCKOTO XO03s5iicTBa pernoHa OyAeT 3aBHUCETh OT T'PAaMOTHOW ITOJIMTHKH B
OTHOUIEHHHM TPYIOBBIX pPECYpPCcOB, a Takke (DUHAHCOBBIX (HaKTOPOB.
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Nota de indizacion: El articulo aborda un tema de actualidad
relacionado con la urbanizacion en los paises de América Latina. Se analizaron
los factores que influyen en el asentamiento de las personas, asi como las formas
de este proceso. Asi, el articulo presenta un andlisis de las dindamicas y
tendencias de los procesos de urbanizacion en América Latina ocurridos
durante el periodo comprendido entre 1990y 2023.

Palabras clave: Urbanizacion, América Latina, Tendencias de
urbanizacion.

1. Introducciéon

El reasentamiento de la poblaciéon es uno de los procesos mas
importantes que tienen lugar en el contexto de la globalizacion moderna. Lo
anterior se debe a una serie de factores. En primer lugar, el proceso de
desplazamiento de personas tiene un impacto significativo en el estado
socioecondmico tanto de la sociedad que vive en un territorio determinado como
del Estado en su conjunto. En segundo lugar, la dispersion de la poblacion tiene
un impacto directo en el estado del medio ambiente y la ecologia. El movimiento
activo conduce al consumo de mas recursos naturales en un area determinada y,
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en consecuencia, a un deterioro en la calidad de vida de la poblacién. La ONU
sefiald el hecho de que la urbanizacion en constante progreso en América Latina
tiene una naturaleza variable, incluso debido a la intervencion activa del factor
humano en el medio ambiente natural, lo que conlleva el adelgazamiento de los
recursos y su carencia en el futuro. [5]

Este articulo se centrara en este ultimo aspecto, es decir, el movimiento
de personas de las zonas rurales, lo que se denomina urbanizacion.

2. Metodologia y datos
El estudio se realizé con datos del Banco Mundial. Durante el trabajo se
utilizaron métodos como el andlisis, el sistema, la deduccion y la induccion, la
comparacion para proporcionar un andlisis integral del proceso de urbanizacion
en América Latina.

3. Resultados y discusion

El hecho de que la region latinoamericana es Unica en el proceso de
urbanizacion ha sido reiteradamente enfatizado en la comunidad cientifica. Por
ejemplo, O. A. Zhirnov sefiald que "en la formacion de las principales
proporciones del paisaje urbano del mundo, América Latina (AL) tiene un
conjunto de caracteristicas especificas en el desarrollo de la urbanizacion". [2]

En primer lugar, consideremos y estudiemos el indicador que refleja el
numero de personas que viven en los territorios ubicados dentro de las ciudades
de los paises latinoamericanos. Los resultados se muestran graficamente en la
Figura 1.

Grafica 1. Poblacion urbana en los paises de América Latina de la poblacion
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Fuente: Elaboracion propia a partir de datos abiertos del Banco Mundial. [Recurso
electronico]. — URL: https://data.worldbank.org/indicator
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Sobre la base del diagrama proporcionado, se pueden extraer una serie
de conclusiones importantes para el estudio.

Todos los estados representados han experimentado cambios
significativos en cuanto al aumento de la poblacion urbana. Las excepciones son
dos paises en los que se ha desarrollado la situacion opuesta:

- Trinidad y Tobago es un pais ubicado en el Caribe y tiene
una tendencia desigual de movimiento de poblacion dentro y fuera de la
ciudad: en los primeros 10 afios del estudio, hubo una afluencia del 1,5%,
mientras que en los siguientes 5 afos alrededor del 1% de la poblacion
abandono el area urbana, lo que todavia era el caso en 2010; [1]

- Belice es un estado en el que la salida de la poblacion urbana
en 1990-2015 ascendio a alrededor del 2% de la poblacion. Estas pérdidas no
se han repuesto hasta ¢l dia de hoy, ya que el curso de recuperacion se tomd
recién en 2020.

Con respecto a otros paises, se puede decir que la poblacion urbana no
hace mas que aumentar, pero las tasas son diferentes. Por ejemplo, en Cuba, su
crecimiento anual en 1990-2022 promedié alrededor del 2% de la poblacion
total que vive en zonas urbanas, por lo que este estado puede ser reconocido
como el mas "pacifico" en este contexto. En Guatemala, la dindmica es
periddica, ya que en ciertos afios el aumento aumenté de 2% a 4% en
comparacion con otros en los que las ciudades ganaron el menor numero de
nuevos residentes.

La menor diferencia en el porcentaje (incluido el nimero de personas)
de la poblacion urbana entre los paises latinoamericanos se observa en
Argentina, donde el aumento general fue de mas del 6% entre 1990 y 2022. De
esto se deduce que el proceso de urbanizacion es mas activo en la Republica
Dominicana (un aumento del 28%) y, en consecuencia, pasivo en Argentina.

Si consideramos el numero de habitantes del asentamiento mas grande
de los paises de la region latinoamericana, podemos decir que la dindmica es
desigual, y hay entradas y salidas periddicas de la ciudad. A su vez, otros paises
(por ejemplo, Bolivia) en los ultimos afios se han caracterizado exclusivamente
por la salida de la poblacion. Paraguay es el estado mas dinamico, en la ciudad
mas grande cuyo porcentaje de poblacion aumentd un 26% entre 1990 y 2022.
La mayor salida del asentamiento mas grande se observé en El Salvador, donde
en 1990 fue del 36,6%, y en 2022 del 23,4% (la cifra disminuy6 un 13,2%)

En la Reputiblica Dominicana, el crecimiento de la poblacion urbana es
extremadamente alto, al igual que en El Salvador. De lo anterior se desprende
que la mayor densidad la poseen los estados con una superficie grande (en
comparacion con la de otros estados de la region latinoamericana), lo que se
debe a la alta tasa de migracion a las ciudades desde las zonas rurales y al alto
nivel de urbanizacion.
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A pesar del alto nivel y la constante afluencia (en su mayoria) de
poblacidn a las zonas urbanas, el nivel de vida en la region latinoamericana sigue
siendo bajo, lo que obliga a los ciudadanos a vivir en barrios marginales.

4. Conclusion

La urbanizacion es uno de los procesos mas llamativos de migracion
interna. Una tendencia igualmente importante en el proceso de urbanizacion en
los paises de América Latina es la disminucion de la participacion de las
ciudades mas grandes en varios paises (Bolivia, Nicaragua, México, El
Salvador), es decir, el proceso opuesto al movimiento de la poblacion de las
zonas rurales: la ruralizacion (contraurbanizacion).

Del estudio dedicado al analisis de los principales indicadores de
urbanizacion, el hecho mas evidente fue que en los afios 90 del siglo pasado, la
diferencia entre la poblacion "verdaderamente urbana" y la "recién llegada" que
se traslado a las zonas pobres - barrios marginales se sintid especialmente
agudamente, después del aumento de la proporcion de la poblacion urbana, las
autoridades de los estados tuvieron que "lanzar" cada vez mas fuerzas para
resolver el problema de la poblacion que vive en los barrios marginales.

En general, es posible observar cambios significativos que se han
producido en el contexto de la migracion de los ciudadanos a un nuevo lugar de
residencia.
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AHHOTAnUsI: B Oaunoiti cmamve Oydem NpOOEMOHCMPUPOBAHA U
npoananuzuposana ouramuxa 3abonesanuti BUY ungexyusmu 6 [Oowcnou
Agpuxe ¢ 2010 no 2022, 6 credcmsuu 0anHo2o ananuza 6yoym coeiamsi
cosemyiouue 6bi600bl U YMO3AKIIOUEHUS], KOMOPble NOMO2YM NOHSIMb CYMb
npooaembl OAHHO20 UCCIe008AHUSL.

Knroueswie cnosa: BUY, CITH]], IOxcuaa Agpuxa, 3abonesaemocmy,
anudemusi, OUHAMUKA, PAKMOPbL, CHUNCEHUE, NPOOIeMbl.

1. Bsenenmue

B 1982 rony B OxHo# A dprke ObLTH 3a(HUKCHPOBAHBI IIEPBBIE CITydan
3apaxkeHust BUY cpemn romocekcyanbHBIX Myx4uuH. Bmactu B 1987 romy
MIPUHSIN JKECTKHE 3aKOHBI, HalpaBICHHBIE HA KOHTPONb SMHUAEMHUM: OIWH U3
HUX TpelycMaTpuBal BO3MOXKHOCTh KapaHTHHA JUISI TIOJO3PHUTENBHBIX Ha
WHQEKIUIo, a Ipyrod co3jaaBaj KaTeropuio "3alpelleHHBIX JIML", BKIIOYast
3apakeHHBIX. B 3TO BpeMs MHOTHMe MUTPaHTHl U3 COCEJHMX CTpaH IMOJBepra-
JIMCh NMPUHYIUTENBHBIM TecTaM Ha BUY 1, npu BbIsSBIEHUN MHPEKINH, ObLIH
nenoprupoBanbl. C HavanoM 1990-x HacTynuiu nepemMeHbl B MOJUTUYECKOU
0o0CTaHOBKE, HO TIpakTHKa TPHUHYIUTENBHBIX TECTOB OCTAJach, YTO
CHocoOCTBOBAIO MaCCOBBIM YBOJIFHEHUSIM MH(UIIMPOBAHHBIX PAaOOTHUKOB [1].

2. JlaHHbIE ¥ METO0JIOTHS

bbb mpoaHann3npoBaHbl Pe3yNbTAaThl UCCICIOBAHMS, IIPOBEACHHOTO
CoBeroM 1O HCCIEIOBAaHWAM B OOJACTH TyMaHWTapHBIX HayK, O
pacnpoctpanennoct BUY Bo Bcex aeBsiti mpoBuHIUIX FOAP.

KonmdaectBo moneit ¢ monoxxkutenbHbiM BUY-cTatycoM 3HaYUTENHEHO
cokparmiioch k 2022 roay, HaunHas ¢ 2017 roma. YdeHble BBISBUIN HECKOJIBKO
(haKTOpOB, CIIOCOOCTBYIOIINX ITOMY YMEHBIIICHHIO: CHIXKEHHUE 3a00J1€BaeMOCTH
BUY, ymeHsbIieHue uncna 3a4atus aerei, poxaeHusix ¢ BUY, u ymensieHue
cmeptHOcTH oT CIIN da.

Kpome Toro, momum ¢ BUY temepp xwuByT nmomemre. [Ipodeccop
XaHrenanu 3ymMa OTMEYaeT, YTO ‘“DHMUAEMUYECKasi KPUBask CBUJETEILCTBYET O
cTapeHuu nanueHToB ¢ BUY, KoTopble MpoI0oipKaroT XKHUTh J0JIbIe Onaroxaps
crabwm3anuu smuaeMun” [2].

Ilo pesynpraTam wuccrepoBaHus [2] ydeHbIe OOHAPYXKWIH, YTO
npaxtudeckn 90% B3pocnsix moneit ¢ BUY B Adpuke ObIIM OCBEOMIIEHBI O
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cBoeM cratyce. 13 Hux 91% npunumanu antuperpoBupycHyto tepamnuio (APT),
n'y 94% ynamock MOCTHYB IOJNABJICHUS BUPYCHON Harpy3ku. KiroueBbiM
(akTOpoM ycrexa OKa3zaJloch M3MEHEHHe 1ojaxozaa k jedenuro ¢ 2016 ronxa,
KOTZa MPHHATO ObUTO TpenocTaBisaTh APT BceM Hyxaaromummcs, HE3aBHCUMO
OT KJIMHUYECKOT'0 cTaTyca.

B 2022 roay y4eHble TakKe BBIABHIM, YTO y KECHIIVH Yallle BCETO
y/1aBaJloCh TIOaBUTh BUPYCHYIO Harpys3ky (mpuMepHo 81%), B TO BpeMs Kak y
MYXXUYHH B Bo3pacTe oT 25 10 34 JIeT 3TOT IoKa3aTelib OblJ CAMBIM HU3KHM.

Eme omHMM BaXHBIM BBIBOJOM OBUIO TO, YTO OKOJIO MOJOBHHBI
MOJIOIBIX JIFOZIEH B Bo3pacTe oT 15 1o 24 net B 2022 roxy MpUHSIIA PELICHHUE O
UPKYMIIU3HH, 9TO Ha 7% OoIbIle, 9eM IATh JIET Ha3al. DTO CocoOCTBOBAIIO
CHIKEHMIO pacnpocTpaHeHHocTd BUY, Tak kak uccienoBaHus MOKa3aiau, 4To
oOpe3aHne MOXKET CHH3UTh PHUCK TeTePOCEKCyaJbHON mepeaaydl BUpyca
npuMepHo Ha 60%.

3. Pe3yabTaThl M 00Cy:KIeHUE

ITo nannsM BeemupHoro banka B nepuon ¢ 2010-2022 roga B FOxHOI
Ac¢prke HaOmomaeTcs HE3HAYUTEIBHOE YBEIMUYCHHE PAcIpOCTPAHCHHOCTH
BUY na 2%, ogHako 3TOT NPOUEHT MAET HAa CHUXKEHHE B MOCIEAHUNA roJl Ha
0,1%. Tak >xe HOpHUCYTCTBYeT NPAKTHUECKH HEU3MEHHas M0JI JKEHIIUH B
Bo3pacTte 15 ner u crapiue, kotopsle )kuByT ¢ BUY, 3TOT noka3arens 10BOJIBHO
O0JIBIIION M BapbUpYETCS B Tpeaenax oT 66,2% no 66,7%.

CpagnuB ganusie FOAP, Mo3zam6uk, Hamubuto, borcBany u 3umba0Be
MOJKHO CJIeNaTh BBIBOJ, 4TO B meprox 2010-2022 roga B FOAP camoe Gombioif
MIPOIICHT UH(HUITMPOBAHHBIX, IIPH Y€M B OCHOBHOM 3TO JIEBYIIKH cTapie 15 ner.
Ha Btopom mecte crout HamuOusi, Ha tperbeMm Mo3amOuk. borcBana u
3uM06a0Be NPUMEPHO C OAMHAKOBBIMH PE3YJIbTaTaMH.

HecmoTps Ha 3HauyMTeNnpHBIE YyCWIMS B OOJIACTM BaKIMHALIWH,
npoOiemMa HU3KOW NMPHUBEPKEHHOCTH K BAaKIMHAIIMH OCTAETCsl aKTyalbHOW. B
Pa3BHUTHIX CTpaHax JOJs MPUBUTOrO HaceneHus npuommxaercs k 100%, B To
BpeMs kak B HOxHoit Adpuke oHa ocTaeTcs HEIOCTaTOUYHO BBICOKOH [3]. DTO
CBS3aHO C IpoOIeMaMy JIOTHCTHKH MOCTABOK MEIWIMHCKUX MPENaparos,
HECOBEPIICHCTBOM MEIWIMHCKOW HH(MPACTPYKTYPHl M HHU3KHM YPOBHEM
MH()OPMHUPOBAHHOCTH HACEJIICHHS O BaXKHOCTH BakUWHAIMH. Heobxommmo
MOBBINIATH OCBEIOMJICHHOCTh 00 3()(eKTUBHOCTH BAaKIIUH, KOTOPHIE CIOCOOHBI
CHHM3HTH 3200JIeBaEMOCTb, CMEPTHOCTh U (DMHAHCOBYIO Harpy3Ky Ha OOILIECTBO
U CHCTEMY 37JpaBOOXpaHeHus [4].

UccnenoBanue, mposeneHHoe B 2020 romy, BBISIBUWIO, YTO XOTS
KOJIMYECTBO HOBBIX CiIydaeB 3apakeHuss BUY cHuxaercs [5], a unucno monaei,
MOJy4aroIlUX AaHTUPETPOBUPYCHOE JIEUCHHE, YBEIUYMBAETCS, BCE €IIe
CyIIECTBYeT psAn TmpensatcTBuid s 3¢ddektuBHOM OOpPBOBI ¢  ATHM
3aboseBanneM. [71aBHBIM 00pa3oM, 53TO CBf3aHO C TyMaHHWTapHBIMU
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HpO6HCMaMI/I, BbI3BAHHBIMH BOOPY>KCHHBIMU KOHd)J'[I/IKTaMI/I, IIOCTOAHHBIM
nepeMelIeHIeM HaCeNIeHHUs, HEIOCTATKOM IPOJJOBOJILCTBUSI, YTO CIIOCOOCTBYET
YBEJIMYCHUIO TMPOCTUTYIIMM M MEXOOUIMHHBIX OECHOpPSAKOB B HEKOTOPBIX
cTpaHax pernona. CHIXKCHHE YPOBHs 3a00ieBacMOCTH TyOepKyae3om 1 BUY u
CIIN] nabmronaercs B psje cTpaH, Takux kak ['ana, bennn, Bypkuna-®daco,
Kab6o-Bepne, Manu, MaBpuranus, Ceneran, Toro. DToT 0030p MoI4epKUBacT
HEOOXOAMMOCTb NAIBHEHIIINX MPOTPaMM NMPOGIIIAKTHKH U JICISHHS Pa3IHIHBIX
MH(EKIMOHHBIX 3a00JICBaHUH, a TaK)Ke MOOMIM3aNH HOBBIX MHBECTHIIUH IS
ux OoppOB. AHamm3 pesynbraTtoB LIPT mokasanm yiydmmeHHe KITFOYEBBIX
MOKa3aTele CHCTeM 3ApaBOOXpaHEHHUs B CTpaHax AdQpHUKH, BKIIOYas
CHIDKEHHE Ko3((uimernTa cMepTHOCTH B3POCIOr0 HACENCHHS M JETCKOM
CMCPTHOCTH, YTO YKa3bIBACT Ha IIOJOXHUTCIBHBIC TCHACHUIHWU B oOacTu
3/IpaBOOXPAHEHHS.

MexayHapoIHble OpraHU3aldd  3APAaBOOXPAHEHHS  IPEJIararoT
ctpareruto  0opeObl ¢ BUY, ocCHOBaHHYyI0 Ha  HCIOJIb30BAaHHUH
QHTUPETPOBUPYCHOW TEpamMu JUIs CHIDKEHUS PactpoCTpaHEHUs: MH(EKIHH.
Opnako ywensle wu3 YuuBepcurera Kamudopuun B Jloc-AHmkenece
YTBEP)KAAIOT, YTO 3Ta CTpPATerusi MOXKET He cpaboTaTb B Pa3BUBAIOIIMXCS
cTpaHax, ocoOeHHO B JIecoTo, rie CIIOXKHOCTH C JOCTYIIOM K JICUCHHIO
3aTpynHsior  O0opr0y ¢ osmmpemueit. MccnenoBanwe, omyOimKoBaHHOE B
xypraiue Science Translational Medicine, mokassiBaeT, uro B Jlecoro MHOTHE
BUY-undumrpoBaHHble HE TMOIYYalOT HEOOXOOUMOe JICUCHHWE W3-3a
JICIICHTPAIM30BAaHHOW CHCTEMBI 3/IpaBOOXPAHEHUS] M OTJAJICHHOCTH MECT
MPOKMUBaHUs. YUeHBIE HUCIONIb30BaNU AanHbie nepenucu 2010 roxa u apyrue
WCCIICIOBAaHMs Ul CO3JaHUsl KapThl pacrpenesieHns: UH(EKIuu B CTpaHe,
BBISIBUB, YTO OOJIBIIMHCTBO 3apa)KEHHBIX JKUBYT B CEIILCKOH MECTHOCTH, YTO
CIoCOOCTBYET pacpOCTpaHEHHIO BUpYyca [S].

BbiscHUNIOCH, 4YTO Al JUAarHOCTHKM W JiedeHUs OOJBLIMHCTBA
WHQUIIMPOBAaHHEIX HEOOXOJMMO J0OMpaThCs 10 OTAAICHHBIX paiiOHOB C
HU3KOH TUIOTHOCTBIO HAaceJeHWS. YUEHbIE NPEIIOKWIN ONTUMHU3HPOBATh
MOJXOJ «JICYeHHE Kak Npo(WIAKTHKa», paclpenenssi JieKapcTBa B
COOTBETCTBUH C MIPOCTPAHCTBEHHBIM pacIpeeieHeM OOIBHBIX. DTO ITO3BOIUT
apdextuBHee Ooporbess ¢ smumemueit BUY B Jlecoro u  apyrux
Pa3BUBAIOMINXCS CTPaHAX.

4. 3axioueHue

HccnenoBanue auHamuku 3aboneBanuit BUY-ungexuueit B 10xHOi
Adpuke ¢ 2010 mo 2022 rox mo3BonseT chaenarh CIEAYIOIUE BBIBOJ, YTO B
JaHHOTO Iepuoja HaONojaeTcsd IOCTENEHHOE YMEHBIIEHHE pOCTa 4Yucia
ciyuaeBs BUY-nH(ekunu B pernone, HO OLIEHKA 10 cel JIeHb BhIcOKas. JlaHHast
JIMHAMHKa CBHICTEILCTBYET O HEOOXOAWMOCTH YCHWJICHHS Mep 11O
IPpOQHIAKTHKE M KOHTPOJIIO JaHHOTO 3a00seBanust. Oco0oe BHUMaHHE CIIEYET
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YAETUTH MPOCBETUTENHCKON paboTe CpeAr HAcCENIeHUs], a TaK)Ke MOBBIIICHHIO
JIOCTYITHOCTH CPEJCTB 3aIUTHI OT HHPEKINH.

O/HUM M3 BaXKHBIX (JaKTOPOB, CIIOCOOCTBYIOIINX PAaCIPOCTPAHEHHIO
BUY-undekuny,  sBiseTcss — HaIMYME  NapasHUTUYECKHX  WH(QEKIH.
HUccrnenosanue, mpoBeieHHOE B 3aMOuH, mokasano, uto y Hocurenei BUY ¢
aHTUTENIAMHU K IIHCTOCTOMAaM YBEJIWYMBACTCS BEPOSITHOCTh 3apaKeHUSI M
YMEHBIIIAeTCsl MUHUMaJIbHAS /1033 BUpYca, HEOOX0IuMast /Uil HH(UIUPOBAHUSL.
OTO MOAYEPKUBAET BAYKHOCTH KOMIUIEKCHOTO MOAXO0Ja K MpOQHIAKTHKE U
JICYEeHUIO HHDEKIINH.

JlanpHemme ueeaenoBaHus B 00J1acTH AMHAMHKH 3a001eBannii BY-
nHpekmueir B FOxHON Adprke MOMKHBI OBITh HANIPABICHB HA BBHISBICHHE
HOBBIX ()aKTOPOB pUCKa, Pa3pabOTKy IPPEKTUBHBIX MPOrpaMM MPOGUIAKTUKA
M JICUEHHs, a TalkKe TOBBIIICHHE OCBEIOMJICHHOCTH HAacCeNeHHs O METolax
MPEAOTBPAICHUS NHPEKIINH.
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LA THEORIE DE REGULATION EN TANT QU’OUTIL
D’ANALYSE ET DE LA PRISE DES DECISIONS POLITIQUES

Victor Sukovitsyn,
L’ Université de Picardie Jules Verne (Amienes, France)
victor.sukovitsyn@gmail.com

Abstract: L'étude pose la question suivante : Quelles sont les
institutions de base, nécessaires d’une économie capitaliste ? A quelles
conditions une configuration de ces institutions engendre-t-elle un processus
d’ajustement économique doté d’une certaine stabilité dynamique ? Sous
l'impact de quelles forces les institutions du capitalisme se transforment-elles?
Dispose-t-on d’outils permettant d’examiner la viabilité et la vraisemblance de
différentes formes de capitalisme ?

Les mots clés: théorie néoclassique; orthodoxie; croissance;
libéralisme,; keynésianisme; mondialisation; institutions; viabilité; fordisme;
théorie; théorie de la régulation; régime d'accumulation; mode de régulation;
marche.

1. Introduction

La crise des paradigmes économiques a la fin des années 1970 en
Europe occidentale et dans les années 1980-1990 en Russie a nécessité le
développement de nouvelles approches pour analyser la réalité économique.
Cette époque a largement été caractérisée par le retour aux positions orthodoxes
de la théorie économique néoclassique. Le capital financier, 1'ouverture des
marchés internationaux et la mondialisation ont jeté les bases du passage du
vieux modele de capitalisme administré de type keynésien a I'économie
néolibérale des derniéres décennies du XXe siecle. Parallelement a cette
transition, en France, des économistes comme R. Boyer et M. Aglietta ont
développé la théorie de la régulation, qui propose une manicre alternative
d'analyser I'économie dans son ensemble et la politique économique en
particulier.

2. Results and Discussion

Bien que n'étant pas une théorie marxiste, la théorie de la régulation
trouve ses origines dans les travaux de Karl Marx et cherche a adapter certains
de ses concepts a la réalité de la fin du XXe et du début du XXIe sic¢cle, en tenant
compte des outils économiques modernes, des travaux en sociologie
économique, ainsi que des contributions des structuralistes de 1'école de Harvard
aux Etats-Unis.
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La théorie de la régulation cherche a comprendre et a expliquer le
fonctionnement des économies capitalistes, ainsi que les crises qu'elles
rencontrent périodiquement. Elle s'inscrit dans le cadre plus large des théories
économiques contemporaines qui analysent les défis auxquels sont confrontées
les économies de marché.

L'objectif principal de la théorie de la régulation analysée sous 1’angle
de la politique économique est d'identifier les institutions fondamentales
nécessaires a l'établissement d'une économie capitaliste stable, ainsi que les
conditions sous lesquelles ces institutions engendrent un processus d'ajustement
économique dynamique et relativement stable. Cette approche vise également a
expliquer 1'émergence périodique de crises au sein des régimes de croissance
économique et a examiner les forces qui conduisent a la transformation des
institutions capitalistes.

La théorie de la régulation considére que le marché n'est pas
simplement une entité spontanée (ainsi qu'il a ét¢ montré par la théorie
néoclassique), mais plutdt une construction sociale, comme le supposent les
théoriciens de la sociologie économique. Elle met en évidence I'importance des
institutions cachées telles que le régime monétaire, la définition de la qualité des
biens, et les mécanismes d'interaction stratégique entre les acteurs économiques
pour assurer le fonctionnement efficace du marché.

Un aspect crucial de cette théorie est I'analyse des relations salariales
et de la concurrence économique. Elle souligne 1'importance des dispositifs
juridiques, organisationnels et institutionnels pour réguler les conflits entre
travailleurs et employeurs, ainsi que pour garantir des conditions de concurrence
équitables sur le marché. En dépassant 1’approche purement quantitative de la
théorie néoclassique, la théorie de la régulation propose la synthése qualitative
avec les idées de la sociologie économique.

La théorie de la régulation met en exergue les notions dont les origines
sont proches de la théorie marxiste : le régime d'accumulation et le mode de
régulation. Le premier décrit les mécanismes de coordination économique, et le
deuxiéme décrit les modeles de croissance a long terme. La théorie identifie les
différents régimes d'accumulation, tels que le fordisme, caractérisé par une
complémentarité entre la consommation de masse et l'investissement, et la
financiarisation, qui met l'accent sur le role croissant du secteur financier dans
1'économie.

Enfin, la théorie de la régulation met en évidence les sources et les
manifestations des crises économiques, en soulignant l'importance des
déséquilibres structurels résultant des caractéristiques des institutions
capitalistes. Elle se différencie de 1’approche des ondes longues de Kondratiev
et des cycles de Schumpeter. La crise d’accumulation (suraccumulation)
débouche sur la crise de la viabilité des institutions. Elle examine les réponses
politiques et économiques a ces crises, en mettant en lumiere les limites des
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politiques de relance traditionnelles et les défis posés par les changements
structurels a long terme dans 1'économie mondiale dans les années 1980-1990.

3. Conclusion

Dans le contexte de la crise du modele économique néolibéral, la
théorie de la régulation peut étre considérée comme un outil alternatif d'analyse
de la politique économique. L'ampleur des transformations mondiales depuis
2020 rend cette question pertinente non seulement pour les pays en voie de
développement, mais aussi pour les pays développés. Par exemple, une prise en
compte plus compléte de l'aspect institutionnel, a l'instar de la théorie de la
régulation, permettrait de prendre des décisions politiques en tenant compte
d'une série de facteurs qualitatifs et quantitatifs, sans se baser uniquement sur
les positions quantitatives de la théorie économique néoclassique.
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Abstract: Ce document analyse l'attitude d'André Orléans a l'égard du

systeme de marché, examine de maniére critique la théorie des marchés
financiers efficients et analyse la théorie de la rationalité autoréferentielle.
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fondamentale, valeur spéculative, information, marche aléatoire, actifs, prix,
anticipations, liquidité, autoréférentialité.

1. Introduction

Durant des siécles de nombreux scientifiques avaient pour objectif de
comprendre le fonctionnement des marchés des capitaux et de pouvoir expliquer
le comportement des intervenants. Au cours du XXeéme siécle de grandes
avancées ont pu étre faites grice aux économistes tels que : Eugene Fama, André
Orléan.

2. Results and Discussion

L’hypothése de I’efficience des marchés financiers (EMH) a été créée
par Eugene Fama dans son célebre article « Efficient Capital Markets : A Review
of Theory and Empirical Work » dans lequel 1’auteur a défini les conditions d’un
marché efficient. Selon cette théorie, les prix des actifs financiers incorporent
toute I’information disponible et constituent une bonne estimation de la «valeur
fondamentale» de 1’actif financier. La valeur fondamentale est décrite comme la
capacité d’une firme a générer des profits, sous sa forme mathématique, c’est la
somme actualisée de tous les revenus générés au cours d’une vie d’un actif. Ces
revenus sont les dividendes et le prix de vente anticipés. La prévision des revenus
futurs est rendue possible grace a I’hypothése de la gratuité et de 1’exhaustivité
de D’information. De cette maniére, les agents utilisent toute 1’information
disponible pour former leurs anticipations et ces anticipations sont une meilleure
prévision du futur. Ainsi, les acteurs sont dotés de la rationalité au sens des
«anticipations rationnelles» mises en évidence par John Muth en 1961.

Les prix des actifs évoluent selon le principe de «random walky, avancé
par un économiste Jules Regnault en 1863 et par un mathématicien Louis
Bachelier qui publia en 1900 la «Théorie de la spéculation». Eugene Fama a
formalisé cette notion de la «marche aléatoire» en ajoutant I’imprévisibilité des
prix aux conditions de 1’existence d’un marché efficient.

«La théorie de I’efficience des marchés financiers» a subi d’importantes
critiques de la part des différents économistes tels que: Robert Shiller et André
Orléan. Les deux scientifiques ont insisté sur la prise en compte insuffisante des
aspects cognitifs des acteurs intervenants sur les marchés financiers. En se basant
sur les idées keynésiennes André Orléan a introduit deux types du comportement
sur les marchés, celui de I’entreprise et celui de la spéculation. Il s’est avéré que
sur les marchés, les agents cherchent a maximiser la rentabilité a court terme
donc les individus observent 1’évolution des prix ou des «croyances du marchéy.
Ainsi, André Orléan constate le passage de la «valeur fondamentaley a la «valeur
spéculative» en raison de la négociabilit¢ des titres. La rationalité
«fondamentaliste» a cédé¢ la place a la rationalité «autoréférentielle». Selon cette
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derniére, les agents cherchent a étre aligné avec 1’opinion majoritaire du marché
tout en sachant la «valeur fondamentale» de I’actif concerné. En effet, il s’agit
du phénoméne du «mimétismey basé sur les croyances de deuxiéme degré.

Dans cette analyse, la liquidité joue un réle clé car elle qui permet a la
fois de rendre les investissements négociables et de créer au travers le marché
une évaluation de référence («valeur de norme»). La convention («valeur de
norme») une fois établie reste en vigueur jusqu’a la crise autoréférentielle qui
émerge lorsque les acteurs des marchés des capitaux ont surestimé les risques et
étaient suffisamment pessimistes quant a I’avenir.

3. Conclusion

Aprés avoir étudi¢ le comportement des acteurs et le fonctionnement
des marchés financiers il est possible de déduire que les investisseurs prennent
en compte d’autres facteurs comme la réputation ce qui peut augmenter le risque
de I’entreprise dans les pays en voie de développement.
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Section 18. Changamoto na matarajio ya Afrika ya kisasa
(Challenges and prospects of modern Africa)

Cexknus 18. BbI30BbI M NIepPCNIEKTUBBI COBPeMEHHOI AQpuxku

AFRIKA TUNAYOITAKA CHANGAMOTO NA MATARAJIO
YA AFRIKA YA KISASA

Joseph Shadrack Samwel,
Mwanafunzi, Chuo Kikuu cha RUDN (Moscow, Urusi)
1032239658@pfur.ru

Muhtasari: Afrika, bara lenye utajiri wa tamaduni anuwai na
maliasili, linakabiliwa na changamoto nyingi kijamii, kiuchumi na kisiasa.
Umaskini, njaa, maradhi, migogoro ya kisiasa, kiwango cha juu cha vifo na
makadirio ya chini ya umri wa kuishihizi siyo changamoto zinazoikumba
Afrika, bali ni matatizo yanayotokana na changamoto halisi, zinazoikumba
Afrika. Makala hii inalenga kuhamasisha vijana na Waafrika kwa ujumla, katika
kutekeleza Ajenda ya Afrika mpya kuelekea 2063. Aidha,inachunguza
changamoto na matarajio ya Afrika ya sasa, na kutoa mapendekezo yenye
mlengo wa kujenga Afrika yenye nguvu, mshikamano na maendeleo
endelevu.[2]

Maneno muhimu: Utengano, Utambuzi wa Wataalamu, Uongozi,
Uharibifu wa Mazingira, Uwezeshwaji wa Vijana.

1. Utangulizi:
Miaka ya 1970, nchi za Kiafrika zilikuwa na Pato la Taifa sawa na Asia, lakini
sasa zimeachwa nyuma. Leo, nchi nyingi za Kiafrika bado ziko kwenye
umaskini, huku zikikabiliwa na changamoto za kimaendeleo. Makala hii
inachunguza changamoto na matarajio ya Afrika ya sasa, ikilenga uongozi na
uwezeshwaji wa vijana. Kwa kushughulikia changamoto hizi na kutumia
matarajio yanayovutia, Afrika inaweza kuwa imara na yenye kujitegemea. [6]

2. Changamoto zinazoikabili Afrika ya sasa:

a) Utengano:

"Afrika iliyotengana, ni rahisi kutawaliwa na tamaduni za watu
wengine, kwani Vita vya panzi ni furaha ya kunguru” (PLO Lumumba, 2023).[4]
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Utengano katika nchi za Afrika unaleta changamoto kubwa kwa
maendeleo. Madhara yake ni pamoja na kuzuia mwingiliano huru kati ya raia
wake, kudhoofisha soko huria miongoni mwa Waafrika, kudumaza uchumi, na
kupunguza ubora wa mawasiliano kati ya nchi za Kiafrika. Changamoto hizi
husababishwa na mambo kama vile:

i) Vizuizi vya Viza: Vizuizi vya viza ni kikwazo kikubwa katika
usafirishaji wa watu na bidhaa katika mipaka ya Kiafrika. Hivyo, kuzuia soko
huria la ndani na kuifanya Afrika kuwa tegemezi wa bidhaa kutoka Ulaya,
Uchina na Marekani. Aidha, ukanda, unatufanya waafrika tubaguane kwa uraia
wa nchi zetu, ingawa watu wa nje ya Afrika, hututambua kama Waafrika. Hivyo,
kutukumbusha kuwa Afrika ni nchi moja, na watu wake ni raia wa Kiafrika. [5]

Hata hivyo, jitihada za kuondoa vizuizi hivi, zilizofanywa na nchi kama
Rwanda, Burundi, Gambia, na Shelisheli, kufungua mipaka kwa kila Mwafrika;
ni muhimu sana Kuelekea Afrika moja na yenye nguvu. Aidha, ni tumaini langu
kuwa, katika siku za usoni, Afrika itakuwa ni nchi moja, na yenye hati moja ya
kusafiria kwa Waafrika wote.

ii) Utofauti wa sarafu na Sera duni za kiuchumi: Kukosekana
kwa umoja kumesababisha kila nchi ya Afrika iwe na sarafu yake, ambayo
thamani yake hushuka kila mara. Kwa kiasi fulani, sarafu ya Marekani imekuwa
silaha ya kijiografia na kisiasa dhidi ya sarafu za ndani ya Afrika. Hivyo,
kupanda kwa viwango vya ubadilishanaji wa fedha, kumedhoofisha sana
thamani ya sarafu za Kiafrika. Hali hii inaendeleza udumavu wa Uchumi na
kuzuia juhudi za maendeleo.

Hata hivyo, jitihada za jumuiya ya Afrika Mashariki kuelekea sarafu ya
Pamoja ni za kuthaminiwa, kwani ni hatua muhimu katika kufikia azma ya
Afrika yenye umoja. Kadhalika, kipaumbele cha Afrika kinatakiwa kuwa umoja
wa sera za kiuchumi na kufikiri juu ya kutumia sarafu moja yenye kutegemezwa
na dhahabu, kwani, Afrika ni bara pekee lenye hazina kubwa ya dhahabu
ulimwenguni. Kwa kufanya hivyo, Afrika itaweza kufikia mlengo wa
kujitegemea,na kuwa imara na yenye nguvu. [5]

iii) Vikwazo vya Kimawasiliano: utofauti wa misimbo ya
mitandao ya simu na matumizi ya lugha za kikoloni, ni ushahidi juu ya
mgawanyiko na vikwazo katika mawasiliano. Lugha za kikoloni zimekuwa
lugha rasmi kwa miongo mingi, huku teknolojia ya mawasiliano kimtandao
ikizidi kutugawa. Utofauti wa misimbo ya mitandao katika kila nchi, ni Ushahidi
wa kutofautiana katika masafa ya satelaiti. Hali inayopelekea kuwa na
miunganisho dhaifu ya intaneti kati ya nchi na nchi, hivyo kupwaya kwa ufanisi
wa mawasiliano ya kimtandao baina ya nchi za kiafrika. Ikilinganishwa na nchi
kama Marekani (+1), Urusi (+7) na India (+91), zina msimbo mmoja kimtandao,

287



ishara ya mfanano wa masafa ya satelaiti, na kusababisha, ufanisi mkubwa
kimawasiliano na kimtandao.

Kukabiliana na changamoto hizi kunahitajika juhudi za pamoja zenye
mlengo wa Afrika moja, ikiwezekana, kuwe na setilaiti yenye masafa mamoja
na msimbo mmoja wa simu katika mawasiliano ya kimtandao, kwani, kwa sasa
Afrika ina zaidi ya misimbo Hamsini (50) ya mitandao ya simu, inayo dhihirisha
utengano. Pia, kwa upande wa lugha, Afrika inapaswa kukuza matumizi ya
lugha za ndani au kuchagua lugha rasmi ya Kiafrika, itakayo kuwa ishara ya
umoja, uzalendo na utambulisho wa Mwafrika duniani.

Hivyo ndivyo Afrika inaweza kushinda vikwazo vinavyoletwa na
mfarakano, na kutambua uwezo wake kama nguvu kubwa ya mema duniani
sawasawa na maono ya aliyewahi kuwa Rais wa Ghana, ndugu Francis Kwame
Nkurumah, "Tukigawanyika sisi ni dhaifu; tukiungana, Afrika inaweza kuwa
moja ya nguvu kubwa ya mema duniani" (Kwame Nkrumah, 1961). [5]

b) Kutothaminiwa kwa wataalamu wa Kiafrika:

Rais wa Shirikisho la Urusi, ndugu Vladmri Putin aliwahi kusem,
"Afrika haitajitegemea kamwe kwa sababu wanaamini zaidi katika Ulaya,
Marekani na Uchina kuliko wao wenyewe. Hata wanateknolojia wao hawapewi
fursa za kufanyia kazi mambo waliyosomea."

Kutotambuliwa kwa wataalamu wa Kiafrika, huendeleza mzunguko wa
utegemezi na kuzuia matarajio ya maendeleo ya bara la Afrika. Hivyo,
wataalamu wengi na wenye ujuzi kutafuta fursa bora nje ya nchi, jambo
linalopelekea mambo kama; -

1) Kudumaa kwa teknolojia: kuondoka kwa wataalamu wenye
ujuzi kunainyima Afrika uwezo wa kujitegemea kiteknolojia, kwani utaalamu
mwingi unaohitajika katika uvumbuzi na kuendeleza teknolojia hutokomea
ughaibuni hata kupelekea Afrika kubaki tegemezi wa misaada kutoka nchi za
Magharibi.

i1) Kudhoofika kwa Taasisi: Upungufu wa wataalamu na watu
wenye ujuzi, umeifanya afrika kuwa dimbwi la taasisi nyingi zenye uwezo
hafifu katika kutatua changamoto za mwafrika. Aidha, masuala kama elimu na
afya, yameendelea kuwa mambo mtambuka barani Afrika.

i) Biashara ya Rasilimali: Profesa PLO Lumumba aliwahi
kusema "Afrika hutumia kile isichozalisha na kuzalisha kile isichotumia.”
Teknolojia duni inayotokana na Kutothaminiwa kwa wataalamu wa Kiafrika
imeendeleza kitendawili cha laana ya maliasili, kwani Afrika imebaki
kutegemea katika usafirishaji wa rasilimali, bila kufikiri namna ya kuiongezea
thamani, jambo linaloendeleza utegemezi na kukuza mduara wa umaskini katika
nchi za Kiafrika.
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iv) Kupoteza Vipaji: Licha ya Afrika kuwa na vijana wengi
wabunifu, utambuzi duni umesababisha kutowatumia ipasavyo. Aidha, wengine
huondoka Afrika. Kwa mfano, Ernest Andrew wa Malawi alitengeneza jenereta
inayotumia hewa, cha ajabu wanasayansi wa Marekani pekee ndiyo
walimtambua na kuufanyia kazi uvumbuzi wake. Nchini Kenya, David Gathu
na Moses Kiuna walitengeneza mikono ya bandia ya bio-roboti inayoendeshwa
na ishara za ubongo, Hii yote ni kuonyesha uwezo wa Mwafrika katika
uvumbuzi wa kiteknolojia.Pia, Maxwell Chikumbutso wa Zimbabwe, alivumbua
TV, gari, na jenereta inayotumia masafa ya redio katika kuzalisha umeme. Licha
ya uvumbuzi wake, alikabiliwa na changamoto ya kukataliwa na Waafrika
wenzake, kwani walitilia mashaka uhalali wa kazi yake, ni wanasayansi wa
Uingereza pekee walioweza kuthibitisha uthabiti wa uvumbuzi wake.

Kwasababu hiyo, Afrika ina haja ya kuunda mazingira mazuri ya
kuhifadhi na kukuza vipaji, pamoja na kuwekeza katika elimu, utafiti na
miundombinu. Kwa kukuza vipaji vya nyumbani na kukuza utamaduni wa
uvumbuzi, Afrika inaweza kutumia uwezo wake kamili na kufikia matarajio
yake. [3]

c) Uhafidhina wa kidini usiokuwa wa kawaida:

Profesa Lumumba aliwahi kusema "Maombi bila kazi ni ushirikina".
Katika bara la Afrika, ulevi wa dini umekuwa janga jipya. Ingawa dini inaweza
kuwa kitulizo, mazoea yanayotanguliza mambo ya kidini kupindukia,
yanachangia kukuza umaskini. Ni muhimu kutambua kwamba ukuaji wa
uchumi unahitaji kuzingatia teknolojia na uvumbuzi zaidi, kuliko theolojia.[4]

d) Utawala mbovu na uchu wa madaraka:

Rais Putin aliwahi kusema, "Ardhi ya Afrika inaweza kulisha Ulaya,
Amerika na Asia nzima, lakini shida yao ni moja tu, 'VIONGOZI WAO'."

Ingawa Afrika ina 27% ya ardhi yenye rutuba duniani, inazidiwa
uwekezaji katika kilimo na Israeli, ambayo 60% ya ardhi yake ni jangwa. Hii
yote ni kwasababu ya uongozi mbaya. Kutokana na utawala mbovu uliojaa
rushwa, ufisadi, uchu wa madaraka na kukosa malengo ya muda mrefu ya
kimaendeleo, Afrika imeendelea kubaki katika mnyororo wa umaskini na
utegemezi. Kwa mujibu wa chapisho la Abu Zaid, Mahfouz na Agouza (2021),
Afrika imekuwa ikipokea misaada kutoka nchi za nje takribani Billioni 133.9
USD kila mwaka, pamoja na fedha hizo, kiasi kikubwa pia hutoka barani Afrika
kila mwaka, takriban Billioni 191.9 USD kwa njia za ulipaji wa deni, faida za
makampuni ya kimataifa, na mtiririko wa fedha haramu na kusababisha hasara
ya takriban Billioni 58 USD. Hivyo, Afrika kuendelea kuwa shamba la bibi kwa
nchi za Magharibi [1,3].
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3. Matarajio ya wakati ujao:

a) Uwezeshaji wa Vijana:

Idadi ya vijana barani Afrika inatoa mgao wa kidemografia ambao,
ukitumiwa ipasavyo, unaweza kuendeleza uvumbuzi, ujasiriamali na ukuaji wa
uchumi. Uwekezaji katika elimu, ukuzaji ujuzi na teknolojia, ni muhimu ili
kufungua faida hii ya kidemografia na kuwawezesha vijana wa Afrika kuwa
washiriki hai katika uchumi wa dunia.[2]

b) Mapinduzi ya Kidijitali:

Mapinduzi ya kidijitali yanatoa fursa mpya, ambazo hazijawahi
kushuhudiwa barani Afrika. Upanuzi wa kasi wa teknolojia ya simu na
miunganisho ya intaneti, tayari imebadilisha nyanja nyingi za jamii ya Kiafrika.

4. Hitimisho:

Afrika iko katika wakati muhimu katika safari yake ya kuelekea ustawi
na umashuhuri duniani. Ingawa bara linakabiliwa na matatizo mengi, bado lina
uwezo mkubwa wa kiukuaji na kimaendeleo. Kwa kukabiliana na changamoto
zilizopo, Afrika inaweza kuibua uwezo wake kamili na kuwa bara lenye nguvu
katika uwanja wa kimataifa.[2]
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Abstract: Russia and Iran actively cooperate in different spheres and
one of the most large-scale projects is the idea of creating a gas hub in Iran.
The purpose of this article is to try to systematize some mass-media views on
the issue of Russia-Iran cooperation in creating a gas hub in Iran. This work
makes an emphasis on media reports in 2022-2024 in Russia and Iran,
countries which are directly working on creating this hub. That's really
important, that there can be different assessments in state and private media,
an accent can be made on different details of events or raises of officials in
different sources. Based on detected statements, it is possible to draw
conclusions on the position of each partner country, about perspectives and
problems which they encounter.

Key words: Iran, Russia, gas hub, media, Russia-Iran commission, oil
and gas sector

1.Introducion

Analysis of implementations of any event in mass media is really
important. It allows us to understand the view of their editors and people who
sponsor them and promote their positions through this media and also to get an
idea of the audience's attitude towards any important event.

The main sources that were assessed by various Internet resources,
news agencies and information platforms were the statements of the leaders of
Russia and Iran, officials of both countries, as well as various experts.

To analyze the positions of the media from the Russian side, the
following resources were selected: the official website of the Russian
Government, TASS, RBC, RT, Kommersant, Kaspiyskiy Vestnik, Neftegaz.ru
etc.

From the Iranian side, Tehran Times, Mehr News Agency, Tasnim
News Agency, Press TV, Iran Energy Press, Shana, IRNA, IranOilGas
Network, etc.

A tool on Iran's path to becoming a gas hub is swap supplies. Their
assessments on both sides are high; Iranian expert Reza Ghasemipour speaks
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not only about the economic role of supplies, but also about significant
political and trade benefits for the Iranian side [1]. Iranian Minister of
Economy and Finance Ehsan Khanduzi confirms the Iranian position when
speaking about Iran's expectations. The Russian side is more restrained. A.
Novak in an interview called the swap a promising project [2], at the same
time, he revealed the details of the project in more detail.

The project looks very large-scale, but the complexity of
implementing such operations is obvious. Thus, Iran is under sanctions and
does not have a sufficiently developed infrastructure, as noted by Russian
expert K. S. Simonov [3]. Iran is taking a wait-and-see approach [4]. In the
aphorism “the ball is in Russia’s court,” one can also see the Iranians’
confidence that the Russian side is also interested in the project.

If we say about general assessment of the gas hub project we can we
can see the state's rhetoric in the words of experts and media articles. For
example S. P. Mitrakhovich gave a comment which for Radio Sputnik [5]. He
noted the interest of all potential project participants and big value for them.
Article on Gazeta.Ru [6] called “Iran proposed to create a regional energy hub
based on the SCO,” which emphasizes the interest of the Iranian side and also
transmits state position.

SHANA published details of the work [7] intergovernmental
commission on trade and economic cooperation. In the Iranian media one can
find references to A. Novak and Javad Oudji as ‘“co-chairs”, which is
practically never found in the Russian media. It is interesting that in the
Tasnim article Majid Chegini [8] notes the successes that have been achieved
in the gas field under the current administration, which shows an attempt to
distinguish it from other governments in the history of Iran. The article is
called “Moscow proposed to create an energy hub between Iran and Russia,”
which speaks of Russia’s initiative. In the expert article IranOilGas Network
[9] More details have also been revealed regarding the representatives of the
parties concluding agreements, both on the Russian and Iranian sides.

2. Conclusions

In general, speaking about the peculiarities of broadcasting in Russia
and Iran, you should pay attention to the fact that expert media articles contain
more details; Iranian ones describe in more detail the procedure for holding an
intergovernmental commission, while Russian ones describe speeches by
leaders. Often in the media of both sides you can find an emphasis on the
partner’s interest. At the same time, in the Russian media, great emphasis is
placed on the importance of Russian-Iranian cooperation for the countries and
the successes of cooperation and the joint implementation of all initiatives are
vividly described.
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